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Seasoned in advertising and communications as a creative director, brand strategist, copywriter, designer, 
and proven leader for over 16 years, I have cultivated key creative skil ls with depth of knowledge and 
experience. This portfolio is a reflection of this diversity as I just love creating something new from an idea 
driven to a purpose - the tools are secondary to the vision of the creator. I have always been curious to 
learn new things. Whether it’s a new aptitude or improving on an existing discipline. I enjoy brainstorming 
with others and equally at ease working at my own pace. Perhaps it comes from my years in lecturing 
but I enjoy mentoring and inspiring people as a leader and have done so in every position in my career. 
I am comfortable liaising with clients / customers up to boardroom / executive level. This experience 
complements an unfailing passion to use all my talents to its best end. This isn’t to say that I can do 
anything, but I wil l probably be able to offer you something you need.
And more.

Creative/Art Direction

Brand Strategy

Copywriting

Marketing

Leadership

Video Editing

Presentation

Web Design

PhotoShop

Illustrator

InDesign

Premiere Pro

After Effects

MS Suite

iWork Suite

Wordpress

Joomla

for all seasons

South African

English, Afrikaans, French

DOB: 15 April 1982

niveche.com

Dubai Hills Estate, Dubai

niveche@gmail.com

+971 52 881 3539 (UAE)
+27 84 353 5286 (RSA)
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T H E  R E N A I S S A N C E  C R E A T I V E

campaign 
creative 
direction branding

digital & social 
media web designadvertising

point of sale 
merch

design & 
production

This portfolio contains multiple works from different creative skil l -sets. Please click on the relevant skil l -set above to jump 
to that section. You can always return using the ‘return to menu’ button on each page.

return to menu



4

campaign
creative
direction

As creative director for a campaign, 
I am involved in every aspect of the 
campaign - from visual concept to 
casting to photography direction to 
retouching and final execution. 

My job is to sculpt the art within 
the shape of the medium. 

return to menu
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The Client:
twenty4
Project:
Seasonal Campaigns
The Story:
My first job in the Middle East was to 
spearhead the creative for a young and trendy 
fashion brand that focused on value. I took a 
stylistic approach to the brand that focused on 
voice and atti tude beyond pricing and savings. 
Over 5 years since, the brand has grown in the 
Middle East to a dedicated following. These 
campaign shoots retained my underlying tone 
of fun and accessibili ty but adapted to major 
seasons giving the brand a rich tapestry of 
style to draw from.

return to menu
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The Client:
twenty4
Project:
Spring / Summer
The Story:
Always given an almost clean slate to work 
from, Spring and Summer shoots usually entail 
visuals to match the trends of the industry 
with staple markers of greenery, brightness, 
a selected amount of added saturation and a 
signature sense of style. 

return to menu
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The Client:
twenty4
Project:
Winter
The Story:
Winter is tricky in the Middle East because the 
drop on temperatures usually don’t reflect the 
standard aesthetic of the industry (i.e. snow 
etc.). To counter this I hammed up the cues 
on tone and style with a more subtle sense of 
warmth and comfort.

return to menu



8

The Client:
twenty4
Project:
Ramadan
The Story:
The festive season of Ramadan is always given 
a sense of glamour to the core aspect of style 
that sets this value fashion apart. Going for a 
more elegant theme, I always try to the capture 
the muted grace of the season and infuse it 
into the brand’s identity.

return to menu
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The Client:
twenty4
Project:
Digital Shoots
The Story:
After a few years I suggested a digital 
division to the agency that would adapt our 
brands to the changing media. One of the 
offshoots of this was the digital content we 
created for twenty4. These shoots focused on 
selected apparel so I developed mood boards 
to personify individual looks (as opposed 
to seasonal moods). This afforded greater 
personality to bleed through on shoots whilst 
also enhancing the premise of the brand as 
trendy and fun. 

return to menu
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The Client:
twenty4
Project:
Must-Haves / Basics
The Story:
Being a value brand, it was necessary to 
include hard sell communication in the 
communication mix . However, prices and 
figures aren’t usually associated with fun, hip, 
and trendy, so I found ways to circumvent this 
by adapting the communication as I did the 
digital shoots - by giving the communication a 
personality.

return to menu
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branding
I approach branding as developing 
the personality for a brand. More 
than a logo that is adapted to 
business cards, it is essential to 
capture the essence of a core 
message.

Like writing a tale where mere 
words invoke more than symbols on 
a page, brand identit ies echo more 
than icons and shapes.

return to menu
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The Client:
Brand Development Case Study: 
Oman Insurance Company
Project:
1. Developing the Idea
The Story:
This case study il lustrates my process in 
developing brand identit ies. Once a schematic 
of shape and size is tuned to a more final 
form, there is meticulous detail in finalising 
structure and placement for the elements of a 
logo to create harmony and be easily adapted 
to any form.

return to menu
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The Client:
Brand Development Case Study: 
Oman Insurance Company
Project:
2. The Core Rationale
The Story:
The client (Oman Insurance Company) required 
an upgrade to their logo unit without changing 
the original logo that stood with them for 
the previous 40 years. They needed a new 
an improved direction for the company in an 
attempt to show modern impetus. I suggested 
the line ‘forward together’ with the fast-forward 
device in a lock-up unit that satisfied the 
untouchable ‘old’ logo and gave the company 
new direction (quite li terally) moving forward.

return to menu
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The Client:
Brand Development Case Study: 
Oman Insurance Company
Project:
3. An Ongoing Evolution
The Story:
When Oman Insurance Company did decide to 
change their logo (4 years after I created the 
‘Forward Together unit’), they wanted to retain 
elements of the original logo in a modernised 
manner. I decided to use the adapted dhow 
sail device to show the forward thinking from 
the ‘forward together’ device whilst retaining 
elements from the ‘fast forward’ symbol in the 
red triangle and the over-lapping nature of the 
OIC. The client wanted the name to read in 
full  during this transition so I created a font 
(for both the English and Arabic versions) that 
echoed trust, approachabili ty, and simplicity - 
pil lars of the brand’s values. 

return to menu
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The Client:
Brand Development Case Study: 
Oman Insurance Company
Project:
4. Telling Stories
The Story:
The path to the new logo included various 
stages of success as several variations were 
approved before sett l ing on the device as 
shown (even now this is undergoing final 
stages of introduction - hence use of the older 
unit in the margin). The changes included 
a name change (Mada), which the client 
ult imately decided against.

return to menu
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The Client:
Various
Project:
Brand Development
The Story:
The case study for Oman Insurance can be 
applied to any of the logos showed here on 
this page. The logos shown here are a few 
samples of many that I created with a solid 
brief, a true vision, and a wonderful story to 
tell. You may not judge a book by its cover - 
but a good cover can tell a story in itself.

return to menu
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a d v e r t i s i n g

advertising
In putting together ad campaigns, 
I see it as taking a core message 
and bringing it to life with many 
components that come together to 
make magical harmony.

It is a symphony of copy and 
visuals of a single-minded concept 
that tunes in to your targeted 
audience.

return to menu
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The Client:
twenty4
Project:
Activewear Launch
The Story:
In order to launch their new women’s 
athleticwear range, I suggested a tone of 
empowerment for the campaign. The story was 
that of the independent woman in control of 
her success and motivation, much like the act 
of working out. With a series of social media 
posts, fi tness tips videos, and an anchoring 
video we successfully launched the range and 
ultimately exceeded sales projections.

return to menu
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The Client:
Zahara
Project:
Launch
The Story:
Though a house-brand for twenty4, I wanted 
Zahara to have it’s own identity within the 
store. In addition to creating the name and 
bilingual logo, I created the launch campaign 
and directed the shoot. We focused on 
empowering femininity as the ranges hinted 
at traditional wear that allowed individuality. 
Make-up tutorials, and series of 10 webisodes 
(questions scripted and directed by me) on 
what i t meant to be a woman rounded out the 
campaign. 

PREVIOUS:
HIJAB TUTORIAL

YOU’RE WATCHING:
MAKE-UP TUTORIAL: THE EVENING LOOK

NEXT: WEBISODE: Ep.1
CONFIDENCE

return to menu
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The Client:
Oman Insurance Company
Project:
6 word stories
The Story:
The client wanted something with impact but 
succinct to convey their variety of insurance 
products. I employed Hemingway’s 6-word 
story device along with visuals to frame 
each product within a story that immediately 
conveyed the importance of insurance in its 
various forms. I capped the campaign with the 
message “Some things you plan. Some things 
you don’t. We’re with you for both.” as it best 
describes the use of insurance (i.e. products 
for both unforeseen incidents as well as 
investments). The message was highly lauded 
and sti l l used today.

return to menu
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The Client:
Oman Insurance Company
Project:
Honest Affirmations
The Story:
An alternative concept to the 6-word stories, 
this concept focused on how even the best 
laid plans can go awry and nobody ever plans 
for them. By framing a calamity in an absurd 
affirmation we draw attention to the things 
people plan and they easily change into things 
they don’t plan - which ties with the campaign 
core message. 

return to menu
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The Client:
Oman Insurance Company
Project:
Plans
The Story:
This alternative campaign idea expanded on 
the campaign core message of “Some things 
you plan....” and used a more traditional visual 
style of large images but with an organizer-
style planning of life to show how some things 
are not planned.

return to menu
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The Client:
Oman Insurance Company
Project:
i am not there
The Story:
This campaign concept drew attention to how 
dehumanizing the world of other insurance 
companies are by removing the letter ‘i’ from 
sentences - so the reader would recognize 
their exclusion more precisely. I t reverses on 
the adage of “their is no ‘i; in team” which 
focuses the lack of focus on the individual, 
so the subtext reads “there is no ‘i’ in 
other insurance companies, i.e. there is no 
individual focus. The campaign message 
“we’re always by your side” presented the 
client in a more humanizing assuring light.

return to menu
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The Client:
Oman Insurance Company
Project:
We do risk . You do life.
The Story:
This statistic based campaign focused on 
the misconceptions people have about risk - 
relative to the various insurance products by 
the client. I t positions them as an authority in 
risk management and offers added credibili ty 
in a difficult market.

return to menu
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The Client:
Oman Insurance Company
Project:
We do risk . You do life.
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return to menu



26

The Client:
Géant 
Project:
Happy Me - Teaser Campaign
The Story:
To tease the launch of the ‘HappyMe’ app, the 
client wanted to focus on the idea that the app 
brings happiness to the user. I married this 
notion of happiness to the age-old familiarity 
of fairy tales that end ‘happy ever after’ 
within a modern framework that suggested the 
technical aspect of the product being an app. 
This teaser campaign enticed the user into 
questioning how happiness can exist in an app 
thereby gaining much sought interest.

return to menu
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The Client:
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The Client:
Emirates Airlines
Project:
Happiness Awaits
The Story:
This concept storyboard focused the idea of 
how traveling makes happiness possible and 
each stamp on your passport is symbolic of a 
treasured memory. I created the line Happiness 
Awaits to il lustrate that every time you travel 
with Emirates you generate memories of 
happiness. This storyboard was to be video 
anchor for a campaign.

return to menu
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The Client:
Emirates Airlines
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The Client:
MYC
Project:
Make Up Made for You
The Story:
MYC is a locally centric make-up brand with 
products that are curated especially for the 
Middle Eastern market. This modestly budgeted 
launch campaign announced the value brand 
to the market with focus on customers finally 
having a brand that focuses on their unique 
needs.

return to menu
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The Client:
Tagit
Project:
Invest in Smart
The Story:
RFID technology has revolutionised various 
aspects of business including asset 
management and tracking yet many businesses 
are unaware of its benefits - or as they are 
seen from Tagit. Our client wanted to introduce 
the smart technology and position themselves 
as synonymous with the product. I created a 
concept that played on the idea of the smart 
technology being the smart choice. 

return to menu
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The Client:
Zing! App
Project:
With Great Power... 
The Story:
Corporate company BMA International created 
Zing! - an app for internal HR use that 
improved the quality of life at the company 
for all employees. Since this app empowered 
employees to do less admin and focus 
more on work, I used the idea of enhanced 
work etiquette to position employees as 
supercharged heroes of the workplace. 

return to menu
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The Client:
Zing! App
Project:
Pow Wow! 
The Story:
Corporate company BMA International created 
Zing! - an app for internal HR use that 
improved the quality of life at the company for 
all employees. Since this app covered a variety 
of benefits and wanted to avoid being seen as 
‘another HR tool’ I gave it a playful retro comic 
style feel using photos of actual management 
personnel as cartoonified caricatures for a 
more fun and appealing way to communicate 
the app.

return to menu



37

The Client:
The Bahrain Mall
Project:
Special Days
The Story:
Basic In-mall posters announcing patron 
benefits for select groups.

return to menu
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The Client:
Academy of Progressive Montessori
Project:
Kids Need Help
The Story:
Poster campaign for a school in India call ing 
for potential teachers to sign up for a local 
training program

return to menu
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The Client:
LivFit
Project:
How Do You Fit? 
The Story:
LivFit is a wellness program that focuses on 
a healthy lifestyle. I t is an initiative by Oman 
Insurance Company to promote healthier 
living. I formulated a campaign based on 
dividing ‘healthy living’ into three facets: mind, 
body, and soul. The idea wasn’t that healthy 
living needs to be a chore that you do but a 
supplement that you integrate into your life. 
You ‘fi t’ i t in - with a play on the word ‘fi t’. 
The end result is happiness and this was the 
subtext of the message. Regardless of what 
we do to keep ft - the end result is always 
happiness - and this unites us. 

return to menu
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The Client:
Let’s Organic
Project:
Let’s Be Real 
The Story:
Non-organic products contain a lot unhealthy 
additives and preservatives. These are sold as 
“enhanced” but i t is all just marketing jargon.
We needed a position that was clear and 
simple. And get immediate attention. 
Since organic products contain no unnecessary 
constituents and are honest about their 
benefits I developed a strategy to both call 
out non-organic products on their mendacity 
and highlight the additional garbage that 
is added to them. I spoke to the honesty of 
organic products in an assertive manner that 
is counter-intuitive to the passive nature of an 
organic lifestyle.

return to menu
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The Client:
Let’s Organic
Project:
Let’s Be Real 
The Story:
Non-organic products contain a lot unhealthy 
additives and preservatives. These are sold as 
“enhanced” but i t is all just marketing jargon.
We needed a position that was clear and 
simple. And get immediate attention. 
Since organic products contain no unnecessary 
constituents and are honest about their 
benefits I developed a strategy to both call 
out non-organic products on their mendacity 
and highlight the additional garbage that 
is added to them. I spoke to the honesty of 
organic products in an assertive manner that 
is counter-intuitive to the passive nature of an 
organic lifestyle. This allowed the brand to 
stand out with a pertinent message that grabs 
attention and establishes a brand identity.

Lamp Posts In Store Posters Leaflet Cover

Ad

Bridge Banner
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The Client:
Gulf Extrusions
Project:
Tomorrow. Today.
The Story:
The client wanted to use futuristic imagery 
within a corporate style to convey strength 
in innovation. I translated this into advanced 
robotic imagery as brought a distinctive human 
element to the concept.

return to menu
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The Client:
Primewell
Project:
Versati le / Affordable
The Story:
A series of ads for Primewell to communicate 
the versati l i ty and affordabili ty of the product. 

return to menu
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The Client:
Mazda
Project:
Tweet for Cash
The Story:
A series of ads to announce that Mazda was 
paying buyers to tweet about them.

return to menu
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The Client:
Oman Insurance Company
Project:
Win 10K AED
The Story:
This campaign was a basic ‘Win 10K AED’ 
mechanic framed within the aesthetic for 
motor insurance. Not all campaigns need to 
be ‘agency speak’ and this 360 campaign was 
highly successful. 

return to menu
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The Client:
Oman Insurance Company
Project:
Win 10K AED
The Story:
Part of the ‘Win 10K AED’ campaign included 
radio scripts to convey the brand as well 
as introduce the win mechanic (in some 
instances). I wrote the scripts, directed the 
recording and even wrote and composed the 
music for the sign off jingle for the brand.

Terms & Conditions

SFX (none)
MVO1 (laid back,  calm, casual) 
Alright, Buy your car insurance at omaninsurance.ae and you could win 10,000 dirhams. It’s 

that easy.

MVO2 (cuts off MVO1, said rapidly – equivalent to ‘fine print speak’ in radio ads) 
Terms and conditions apply

MVO1(still laid back, but startled)
What? Who are you? 

MVO2 (retains rapid speech in dialogue) 
The winning of 10,000 dirhams is subject to terms and conditions. I’m the important 

disclaimer voice that let’s people know it’s not that as easy as you think. 

MVO1(casual, calm)
No, no, no. It IS that easy. Just buy car insurance online at omaninsurance.ae.

MVO2 (retains rapid speech in dialogue) 
Well, this is incredible. Insurance companies never do things this easy. 

MVO1(casual, calm)
Then you should see their claim process. (laughs). 

MVO2 (retains rapid speech in dialogue) 
Amazing. 10,000 dirhams you say? 

MVO1(casual, calm)
Yep. 10,000 dirhams every month. Just for buying car insurance at omaninsurance,ae. 
Oman Insurance. F---

MVO2 (cuts off MVO1, retains rapid speech in dialogue) 

(Brand jingle)
Oman Insurance. Forward together.

Subconscous

MVO1 (honest,  affirmative). 
I know it’s just a car
FVO (disclaimer speed/ type – as if the man is hearing it subconsciously – almost a 
whisper)
Omaninsurance.ae
MVO1 (honest,  affirmative). 
But it’s so much more to me.
FVO (disclaimer speed/ type)
Omaninsurance.ae
MVO1 (honest,  affirmative). 
It’s my pride and joy
FVO (disclaimer speed/ type)
Omaninsurance.ae
MVO1 (honest,  affirmative). 
And if anything ever happened to it
FVO (disclaimer speed/ type)
Omaninsurance.ae
MVO1 (honest,  affirmative). 
I’d wanna make sure I’m covered by the best, you know? 

MVO2 (attentive, suggestive). 
Yeeeah, have you heard of..
MVO1(interrupts excitedly)
Omaninsurance.ae!
MVO2 (responsive, excited). 
Yes!, Where you can buy your car insurance online
MVO1 (responsive)
So easy!
MVO2 (responsive). 
So quick!

FVO2 (friendly)
Get your car covered online today at omaninsurance.ae. 

(Brand jingle)
Oman Insurance. Forward together.

return to menu
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The Client:
Oman Insurance Company
Project:
Win 10K AED
The Story:
Part of the ‘Win 10K AED’ campaign included 
radio scripts to convey the brand as well 
as introduce the win mechanic (in some 
instances). I wrote the scripts, directed the 
recording and even wrote and composed the 
music for the sign off jingle for the brand.

Crazy not to

(happy background music) 

MVO (bubbly, happy)
Buy your motor insurance online at omaninsurance,ae . It’s..
FVO (confused, interrupts)
Erm.. who are you talking you? 
MVO (retains bubbly excited voice)
I’m telling the listeners about …
FVO (confused, interrupts)
I’m sorry. The “listeners”? 
MVO (retains bubbly excited voice)
Yes, they can buy motor insurance at omaninsurance,ae
FVO (worried, confused)
There’s nobody here. What’s Omaninsurance.ae? 
SFX (typing as if visiting a URL) 
MVO (retains bubbly excited voice)
omaninsurance.ae by Oman Insurance Company is where you can buy motor insura..
FVO (worried, confused)
Ok, that voice is starting to get a little..
MVO (retains bubbly excited voice)
Oh there’s nothing little about their cover, except the price. (laughs)
FVO (worried, confused)
I’m confused.
MVO (retains bubbly excited voice)
You won’t be when you buy your motor cover online at omaninsurance.ae. You’d be crazy 
not to.

(Brand jingle)
Oman Insurance. Forward together.

True Love

SFX (Soft romantic, emotional piano score)
MVO1 (speaking with reserved excitement, happiness, glee). 
Ever since we first met
I’ve loved everything about her. 
Her scent. 
The way she moves. 
Even that noise she makes when I leave the light on.
But I knew it was true love 
when I won 10,000 dirhams 
just for protecting her.

SFX (upbeat)

FVO (authoritative yet friendly; confident):
Oman Insurance knows how much you love your car. So we’re giving away 10,000 dirhams 

every month when you buy your car insurance with us at omaninsurance.ae. Oman Insurance. 
Forward together.  

SFX (roaring car engine)

MVO1: I love you too, babe.

(Brand jingle)
Oman Insurance. Forward together.

return to menu
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The Client:
Noor Bank
Project:
Light
The Story:
With virtually no budget, I was tasked to come 
up with a series of videos to convey the pil lars 
of values for Noor bank. I wrote consistently 
toned scripts and edited videos using stock 
footage that exceeded expectations for the 
brief. I also had each script translated into 
Arabic and included bilingual subtit les on the 
videos so they can be played without sound 
(which I has also sourced off free stock).
Click on each image to view the video.  

CLICK HERE VIEW VIDEOS ONLINE

return to menu
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digital &
social media

The social media campaigns that 
I directed or created showed how 
malleable the medium can be. Every 
campaign tells the story of the 
campaign in a way that purposefully 
leaves gaps for the audience to 
actively participate.

Like watching our imaginations 
comes to life with sounds and 
visuals on film we engage 
campaigns more actively on social 
media. 

return to menu
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The Client:
MYC
Project:
Make Up Made for You
The Story:
Social Media played a major role in this 
modestly budgeted launch campaign to 
announce the value brand to the market with 
focus on Middle Eastern customers having 
a brand that focuses on their unique needs. 
Content had to focus on pushing products as 
well as the core message to simultaneously 
communicate the value and the ethos of the 
brand.

return to menu
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The Client:
Twenty4
Project:
Mom n Me
The Story:
In this fun campaign to promote a range of 
matching mother and daughter apparel, I 
focused on the relationship between a mum 
and her daughter with the roles somewhat 
reversed with the mum being playful and the 
kid reacting to keep her in check. I created 
and directed the concept and wrote all the 
lines for the campaign. 

return to menu
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The Client:
LivFit
Project:
How Do You Fit? 
The Story:
The digital component of this 360 campaign 
focused on creating conversations on a healthy 
lifestyle as well as raising awareness on health 
issues. I suggested content that focused on the 
three cornerstones of the concepts viz . mind, 
body and soul. Examples include the articles 
on living healthily, recipes for health foods, 
tips on healthy living, a campaign to raise 
awareness on diabetes using heart-shaped 
hands as a unifying thread etc.

Superfoods:
Myths and Truths

How to Start Talking
About Depression 

11 Practical Tips to
Avoid Procrastination

Copyright 2016

By entering your email address, you agree to 
receive LivFit offers, promotions, and 
other commercial messages to enhance your 
health and happiness. 
You may unsubscribe at any time

Get special o�ers, exclusive prizes, and more. 
Join any healthcare product for a number of 
benefits for a healthy happier life

Email

Gender

About Us Categories

Healthy living 
Health Tools
Wellness Calendar
Partners

Find your fit

Partner locator 

Mind
Body 
Soul

Sign Up for Newsletter

test your fit

healthcare

Apps

join the happy conversation

SUBMIT

healthy living health tools wellness calendar partners about us
magazine

Search Log in

Balancing motherhood
with your career

body mass index

target heart rate

nutritional needs

calorie burner counter

desirable body weight

waist to hip

smoking cessation

risky drinking

r e a d  m o r e

It’s what
makes you, you

that makes us, us.
We are all different. And we all have different ways to stay fit.

Share your story on how you keep fit with us, using #likeyourself
and you could win free fitness including your choice of:

FREE Gym membership
FREE Yoga Classes

FREE Bounce membership
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The Client:
twenty4
Project:
Denim
The Story:
Denim shoots for twenty4 have to convey 
style and edge with consistency and I created 
several campaigns to show off the different 
collections within the same category.
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The Client:
Géant
Project:
Relaunch
The Story:
When Géant returned to the UAE they wanted 
to keep the communication purely digital for 
mass media communication since it was a more 
intimate way of reaching smaller communities. 
This allowed us to give the brand a defined 
personality beyond values groceries. I went 
with a consistent route using food puns 
since raw content announcing the price of 
vegetables (though there is plenty of that too) 
lacks interest. 
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w e b  d e s i g n

website
Like my approach to social media, 
I design websites with user-
engagement in mind. Unlike social 
media, the medium can have a 
li t t le more personality (as it is 
not confined to the mechanical 
aesthetic of the social media 
channel). 

This allows me to use all my visual 
tools to paint a more brand centric 
picture.
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The Client:
Talent*d
Project:
Launch
The Story:
I pitched a project to my agency then to run a 
talent division that would create and manage 
talented personalit ies as brands. I would 
employ our expertise as a brand specialists to 
build a database of talent including models, 
singers, writers, actors, etc. The agency 
board approved the project along with hiring 
my recommended partner but denied us any 
funding and only allowed time to work on 
building the division. My partner, who used to 
model, brought in numerous clients from her 
network and the division was sti l l thriving when 
I left South Africa 2 years later.

I designed the branding and the website 
for Talent*d in addition to managing and 
marketing the project as well as supervising all 
activit ies on social media.
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The Client:
Americana
Project:
Relaunch of Website
The Story:
The highly successful Americana brand wanted 
an update to their website which had not 
received an upgrade in years. They required 
a solution to reflect their food and restaurant 
brands in an appealing manner.
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The Client:
Groupe Casino
Project:
Relaunch of Website
The Story:
The highly prolific Groupe Casino brand 
wanted an update to their website that included 
a hub for their social media content as present 
their brand within a more corporate structure.
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The Client:
MYC
Project:
Launch
The Story:
MYC wanted a website to reflect the trendy and 
community-centric nature of a brand that strives 
to reflect the voice of its market. This website 
focused on integrating user-generated content 
within a framework of credibili ty building 
content to anchor the brand within a confident 
launch period.

return to menu
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design
& production

When adapting work (or creating 
from scratch) to a specific medium 
I try to make the brand essence 
as strong as possible despite the 
confines of the selected medium.

And so I employ strict precision in 
creating a blueprint for the brand 
to be constructed into a desired 
medium. 
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The Client:
Oman Insurance Company
Project:
Ramadan Greetings Pack
The Story:
To wish all stakeholders Ramadan Kareem, 
every year Oman Insurance Company seeks a 
clean traditional design that implements their 
brand colours into the design. 
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The Client:
Oman Insurance Company
Project:
Annual Report
The Story:
Oman Insurance Company’s annual report 
always demands a fresh perspective on 
the brand within the confines of its own 
guidelines. The visuals should reflect the 
achievements of the year within an underlying 
theme, whilst sti l l adhering to the tenets of the 
brand  

return to menu



64

The Client:
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The Story:
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the brand within the confines of its own 
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achievements of the year within an underlying 
theme, whilst sti l l adhering to the tenets of the 
brand  

return to menu



65

The Client:
Oman Insurance Company
Project:
Collateral
The Story:
When first started working with OIC their 
collateral was inconsistent and lacked brand 
detail. After I finalised their ‘forward together’ 
lockup, I created a set of collateral designs for 
various documents used for print and online 
communication. This design style is sti l l used 
today.
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The Client:
twenty4
Project:
Brand Book
The Story:
This brand book is meant to il lustrate the 
strongest aspects of the brand whilst convey-
ing all details about it to potential investors. I t 
therefore required a dynamic a fresh look to 
aptly reflect the trendy and hip ethos to which 
the brand strives.
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The Client:
Durban University of Technology
Project:
Publications
The Story:
Every year the Durban University of Technology  
(DUT) tenders out the design and layout of 
their Annual Report to local ad agencies. 
Under my creative direction, my agency won 
the tender 5 years in a row and won awards 
for these as well. DUT also mandated us to 
design and layout their research publications 
based on our work and I was asked to write the 
concept introduction (a brief summary of the 
theme for the report).
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The Client:
University of Kwa-Zulu Natal
Project:
Publications
The Story:
Our success with DUT did not go unnoticed 
and the University of Kwa-Zulu Natal 
(UKZN) mandated my agency to design and 
layout various publications, recruitment 
advertisements, and event branding.
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The Client:
Barlow Publications
Project:
The Sett ler
The Story:
A client approached my agency to design and 
layout a book that documented the arrival of 
Indians in South Africa to commemorate the 
immigrants sett l ing in South Africa for 150 
years. I designed the concept for the theme 
for the book which received crit ical acclaim 
when published and sold in prominent book 
stores in South Africa.

return to menu
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point of sale
merchandise

In placing brands at the forefront 
of the intended market I try to give 
them the strongest advantage. The 
main aim is to grab the audience’s 
attention AND convey the core 
message in the most effective way 
possible.

This is the theatre of 
communication as brands are the 
star performers on an established 
stage.

return to menu
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The Client:
Géant
Project:
Candy Rush
The Story:
Géant Hypermarkets wanted a prominent theme 
for their candy section in a specific flagship 
store that shouted fun and excitement to their 
customers. I modelled a theme surrounding 
a candy flavoured race track (and associated 
paraphernalia) to match the location of store at 
the time, viz . Yas Island - as it was prominent 
for its speedway. 
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The Client:
Géant
Project:
Candy Rush
The Story:
Géant Hypermarkets wanted a prominent theme 
for their candy section in a specific flagship 
store that shouted fun and excitement to their 
customers. I modelled a theme surrounding 
a candy flavoured race track (and associated 
paraphernalia) to match the location of store at 
the time, viz . Yas Island - as it was prominent 
for its speedway. 
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The Client:
Emirates
Project:
Event Branding
The Story:
A simple event branding modular stand 
to promote the brand within an expo type 
environment.
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The Client:
Dulux Professional
Project:
Levis Silver Promotion
The Story:
A simple promotion to announce the new 
range of silver paint and special offer 
associated to it. These were installed in several 
paint stores.
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The Client:
Adnoc
Project:
C-Store revamp
The Story:
The client sought a redesign and remodelling 
of its C-stores and alternative ways to promote 
its premium range of service.
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The Client:
Adnoc
Project:
Mad X Branding
The Story:
Based at the Last Exit destination restaurant 
en route between Dubai and Abu Dhabi, this 
specially designed Adnoc station sought to 
match the Mad Max-inspired theme of its 
surroundings.
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The Client:
Sharq Organic
Project:
Packaging
The Story:
The client wanted to streamline their packaging  
to strengthen their brand integrity as well as 
communicate their position as an organic-
centric product. The packaging included a 
variety of solutions to match their product 
range.
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The Client:
twenty4 Home
Project:
Packaging
The Story:
These were packaging solutions for the client 
to unify branding for their 6 categories of 
products (viz . bath, sleep, cook, eat, and dee-
cor). In addition to designing the packaging I 
also designed the icons for each category.

return to menu
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The Client:
LivFit
Project:
Vertical Run 2018
The Story:
The client sponsored the annual vertical run for  
2018 and required a presence at the event.

return to menu
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T H A N K  YO U  FO R  V I E W I N G

niveche@gmail.com | +971 52 881 3539 (UAE) | +27 84 353 5286 (RSA)

N I V ES H  R A M AW T H A R
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