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BEFORE YOU PROCEED

As a testament to my attention to detail and passion for branding, I've
respectfully borrowed M&C Saatchi’s Open House branding assets for the
presentation of this portfolio.

Open House’s consistency and design are an inspiration, and align with my
admiration for strong brand guidelines, which I've closely adhered to in this
portfolio.




I LOVE MARKETING.
BUT I LOVE
ADVERTISING MORE.

My name is Nima, I'm a final year BSc
Marketing and Management student at
Queen Mary University of London; and | love
advertising. When | found out about M&C
Saatchi’s Open House Programme, you best
believe | was over the moon. This mini-
portfolio showcases the tasks | completed for
weeks two, four and six. | would like to extend
my gratitude for everyone at M&C Saatchi,
and beyond, who helped execute this
programme for the 2024 cohort.




WEEK @ TASK: DATA & INSIGHT

1. Pick a Brand 2. Find Some Numbers 3. Make It Memorable
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PICK A So many to pick from — but ‘The Best of Both Worlds’ campaign from Lotus caught my eye during a
recent commute. | was captivated by the vistas captured in the background, and their implicit
e BRAND positioning statement for the Lotus Emira and Eletre.




AIM FOR 10 NUMBERS? SURE, BUT HERE ARE MY TOP 2...

10% to 80% ishow longit of Q1 2024
= takes to charge > 7 5 % Lotus deliveries

14 minutes the Lotus Emeya.l were in China.?

FIND SOME ! Diest/medalotuscarscom/en/newsartides/emeya-achieves-record-breaking-charging-time-

e NUMBERS <2 httmlfl:gfgﬂ%uﬁﬁml n/newsarticles/lotustechnologyreportsunauditedirs:

Q



https://media.lotuscars.com/en/news-articles/emeya-achieves-record-breaking-charging-time,-from-10-percent-to-80-percent-in-14-minutes.html
https://media.lotuscars.com/en/news-articles/emeya-achieves-record-breaking-charging-time,-from-10-percent-to-80-percent-in-14-minutes.html
https://media.lotuscars.com/en/news-articles/lotus-technology-reports-unaudited-first-quarter-2024-financial-results.html
https://media.lotuscars.com/en/news-articles/lotus-technology-reports-unaudited-first-quarter-2024-financial-results.html

of Lotus deliveries In
Q1 2024 were in China.

MAKE IT

e MEMORABLE

To create impact and memorability, | used bold visuals and typography. Enlarging the '75%’ drives
attention to the statistic. Furthermore, the Lotus Eletre overlayed on the map of China, emphasises the
geographic relevance of the statistic and reinforces the message visually. This presentation would be
iIdeal for internal communications and presentations aimed at current and prospective investors.



WEEK 4 TASK: CREATIVE ADVERTISING

& I<{F) Advert Idea




CLIENT GOAL:

Increase awareness of

the QLX) brand and

its frozen foods.

THE BRIEF

TARGET AUDIENCE:

Young busy foodies who
love to cook but don't
always have the time.

REASONS TO BELIEVE:
&I are delicious

meals cooked by chefs
and then frozen into
handy single serving

blocks.
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HERE IS MY If you enjoy laughing, this is your type of ad. If you enjoy laughing and have watched AMC’s Breaking Bad TV show, then this is definitely

your type of ad. My philosophy behind creating adverts that target a young and busy audience, is humour and pop culture. Exposure to
I D E A the advert can brighten their mood, which should translate to a positive brand perception. Hence, | utilised this famous ‘meme’ format of

Breaking Bad actor Dean Norris’ (who plays Hank Schrader) happy/sad face to portray the transformation the audience can experience
post-purchase. Furthermore, the frequent use of the brand logo helps to reinforce recognition and recall.



WEEK 6 TASK: MEDIA & PR TASK

&I {Z) Media & PR Idea




WHAT CONVERSATION
WOULD YOU CREATE TO
GET PEOPLE TO TALK




& 1<7F) & Nima present. . .

#WHAT'S IN YOUR FREEZER?

The campaign that will have people talking, for sure.

A user-driven and cost-effective campaign, tapping into people’s natural curiosity about how

others manage their kitchen space, while promoting QIZZZ) as the go-to solution for easy;
high-quality meals.

svocixn v
USSA JACKFRUIT *

©

d f o
THE SOCIAL MEDIA TRIFECTA EARNING THE MEDIA

This campaign is designed to engage current Stocked customers by encouraging them to showcase how they integrate Stocked products into their daily lives.

ALLOW ME To Through visually driven platforms like Instagram and TikTok, the campaign taps into user-generated content (UGC), where customers can share freezer setups

and meal ideas using Stocked'’s cubes. These platforms, alongside Facebook communities, resonate well with Stocked’s younger target audience, who are
E XPL AIN active on social media and likely enjoy participating in creative challenges. By encouraging organic sharing and peer-to-peer engagement, this campaign

leverages the power of earned media — driving authentic conversations and expanding Stocked'’s reach through natural, unpaid word-of-mouth (WOM).
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