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16:" Nord - AW13-14, -
fas ion menswear.) Project scope: %%@
.Fashion show set 2.Visual identity %\/

3.Trend research 4.Photo shoot direction
]

5.Short rg)vie 16EME NORD
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16°™¢ Nord

Fashion menswear

oy, TR 3 . - o, TR R < 3 A

Invitation | Invitation [

16N’s concept comes from its root. 16N stands for 16ene Nord, a district where
historically lived the rich and rcspcctcd in fashionable Paris. Since its opening in
2012, CC has hclpcd 16N to dcsign fashion show set, visual idencity, direct photo

Sl]OO( ;ll\d cven tI‘Cl\d f‘Ol‘CCLISE in [hC C;ll'[\' L{CSigll StdgC.

16N A/W 2013 is inspired by the work of French poct Jean de la Fontaine. This

collection aims to reflect the value of words and p[avs a lot with symbols in Les

Fables by reinterpreting and reinventing these household tales, giving them new
) te e s te

meanings and new lives.

1I6NE AR B 2 & H; 16NZ 16ene NordW4HE— —ANEM
WMZHMERUN, RAUNEHATEZHRRENRKK, H20124
R, CC—HAREFEL WHHIR, KFEEBNRTNS F & th8
16N&T L 3%t 7 1,

ZECCHIRH T, 16N2013F K4 2718y R Rk B % B # 4% A Jean
de la Fontaine®y{Ef, X RF| 5 KB XFHNE, HETRSE
TEHEFENTHE, A X BREF RN HEFTLE D,

- Fashion show (f&/fon fo)
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16°™¢ Nord

Fashion menswear

BLAKE ET MORTIMER

- Fashion show

(feefon f0), The scope of the project regroups retail design, visual identity, shooting.

1 N’s concept comes from its root. 16N stands for 16ene Nord, a district

where lived the rich and rcspcctcd in fashionable Paris even since 200 years

ago. Since its opening in 2012, CC has helped 16N to dcsign fashion show set, visual

idC[]tity, (’]il‘CCt PhOtO SllOOt Ll[]d cven COI]dUCt trcnd f‘Ol’CC’JSt in tl]C carly St'dg&

+s collection is a result of co“abomting with lcgcndary Bclgium comics
-Blake & Mortimer. Created in 1946 by the wonderful artist and writer

Edgar P. Jacobs, the adventurous spirit of Blake & Mortimer was a profound

inspiration for 16eme Nord $/S2014.

16 AR AL L EH; 16NE16ene NordW4EE— —

MNERHZ HER, RAMUME R4 ITE KRB YK
B H20124F, CC—HAEREH & & ¥0H W H IR KHEZHR
M % 77 thBh 16NIT L% 1T 77 1,

N , CCHE# % = #i# 2| Lb FI bt 78 B F #9157 Blake &
B2 Mortimer (%% 5E%8) f16NA 1k, mAA
I E AR KX Edgar P. Jacobs T 194644 fE#y A7 3 7 5 X
#

BR#cE, ZmeE R 216N 20145 ik A M R SRR,

e

B as e
P e S e

- Short movie (/>rt muvi), The scope of the project regroups retail - Catalogue (keetalpg), The scope of the project regroups retail design,



[TNOMEIUUTT) [ enencam,

(Lifestyle.) Project scope:
1.Brand concept 2.Visual identity 3.Retail
4.Packaging
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Momemtum
Bicycle company

Momcntum is a sub-brand of the well-known bicycle company Giant. In this
projectwe hclpcd them to dcvclop the brand idcntity with different forms of
support, from retail space (3 to 20sqm in size, urban, comfortable and sharp), pack-
aging design(simple but cfficient), to other promotional items, such as T-shirt and
uniform. They all work together and create a friendly and trendy Momencum.

irst opened in 2012, Momentum will open their 100th store
by the end of 2014.

omentums; 4ty &M “HELE T R, it

TE, BRNBHEAFITIERTRNEEREZ, ALK T
B FERREWEERE (CFFKREZTF7K) | BETA RS
AT, B AR By A & A T Fr il RAG %1 T, FrAx e R E
A ZIE, WARE W T —/NRE T A B Momentum,

i‘E 20144 J&HT, Momentumax K M AXH —4F 2ty i B 4 & FF
WHE—HEXD)E,

- T-shirt (¢i- fort ), Patterns designed to illustrat the urban spirit of Momentum.

- Packaging (pakidz11), For kids bikes



Thes

L
La Maison de Domitille
B

e = o -y
T

s W wrd 0N

1

(Home textiles.) Project scope:
1.Visual identity 2.Retail design

La Maison de Domitille,
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La Maison de Domitille
Home Textiles

‘ s _.-'
Ii“~ R\ | A .
BRI NS L

ora long time, our client has wanted to create a Frcnch-inspircd brand,
bur it has proved hard. So CCis keen to help them to develop a genu-
inc French feel, including pinning down the brand’s theme at the chillaxing
French seaside. This way the comfort of our clients bcdding truly shined
through.
By using icons that are common on French traditional tapestry, the
rclationship between the brand and France got sharpcn.
Through nautical maps and paddlcs - just some of the many props for
cxamplc, the French seaside was brou ght in front of cvcrybody’s eyes, felcand
absorbed naturally.
MRALETRE  BRESEREHFE—MEERENRE B—
BELAE, CCHREBRFELXZENRE R ILHRHEHE
AEFREBEERD  RNES REXH TRLBERY
HIEFE REBRAME R
MR-
BN EEERSARNERSS  RREREAEENXR
TETE-
iﬂﬁﬁiﬁ@%ﬂﬂ%%%iﬁﬁ OEEBIN NIRRT B AT R ERE AR

- Retail, Retail interior.

- Stationery, Name card.

- Logo, Signage




Preston,
(Food & Beverage.) Project scope:

1.Brand concept 2.Visual identity 3.Retail
4.Catalogue 5.Photo shooting direction
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Preston
Food & beverage

restonisa brand newice cream SllOP in China. ll]Spil'Cd by [llC \\’01’1({Wid6 and unstoppablc
hCéllth trcnd, CC tOOk inspiration ﬂ’Olﬂ tl’lC Australian for [llCil‘ balanccd llfCSEle AS [hC

result, CC has created a creative, fresh, healthy and fun ice cream icon. Our concept works
dircctly on brcaking the traditional belief of ice cream bcing guilty plcasurc, butinstead, Sweet
& Harmless. Afeerall, Preston’s products are made from fresh ingrcdicnts prcpared in front of
their customers ona tcppanyaki platc, We hope to put this under the spotlight

he Preston Koala is used in logo design because, otherwise, who better spokesperson
thankoala to represent Australia? Letalone summing up Preston’s rich company culture
that CC assisted to create.

restonZ — A2 H WK Ek &, KATEF, ZLREE RN B

K, CCAUSA A E R A RMA & EREITER, REGEHT &
AR, HE. M RAE KR —H W Preston, RINTWMAEF HERASHA
A PECE M — T RARS EZ ) TR, BRz, RNFZHL
R Rz X RE WP R, BT, Prestonty il i 2 34072 by & 14
B B 2 B\ T R AR PR T A B, RATA B R X —

Preston/#f 6 | 3 & W 8y A6, BN M5 AS B A st RORILM,
5b, ECCHMByPrestondf B4l St (A e, K& X M6 R) 3, 4 AR A0 A

ES A S

- Retail design (ritel dozajn), An overview of the retail concept. Seating area on the front and selling area on the back, with a view on the teppanyaki plate.

P m ™

Rl
-

- Atmosphere (@tmasfir), We arc inspired by relaxed Australian lifestyle. - Catalogue (keetalpg), Used to introduce the brand concept.



Vila Hermanos,

= (Candle perfumer.) Project scope: _g -
\ HERMANOS 1.Brand concept 2.Visual identity B

3.Packaging 4.Brand book 5.Website MBSO S
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Vila Hermanos
Candle perfumer

- Packaging & product (p&ekldjly aendpmdakt), Vila Hermanos products are composed of two ranges. A classic one and a limited edition in black.

ila Hermanos is an cnlightcn candle pcrfu mer from Spain.

Thcy use unique recepture of pcrfumc and handcraft ex-
pertise from 19 century. As passionate of‘ﬁ'agrancc and nature,
thcy use natural scents and wax. Vila Hermanos is a candle cre-
ator with a passion of pcrf‘umc maker, rcvcaling the bcauty of

h'agrancc in a domestic environment, since 1884.

Vila Hermanos;& /8 T AT FRIMEMEE LR 519
M S —XEZHNEKEFMFLZ
FAR - RANERMBERPAE i1 EIZHAB
TREIERL - B18844F » Vila Hermanos FAfth X3 & 7K i i&E g4
HNER B ERE M RINA TH ASIRAVEE S - '

- Website (websajt), This platform is used for online selling. - Black label packaging (bleek lebal paekidsiy), Black with a gold foil.



Lancome,

(Cosmetics.) Project scope:

1.Visual merchandising: podium, niche,
consultation table 2.CRM: Cultural book

LANCOME

PARIS
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LancOome

Cosmetics

LANCOME

riginally a fragrancc house, Lancome was founded by a

French chap named Armand Petitjean back in 1935. His
five perfumes were an immediate success and he soon moved on
to skincare. ABSOLUE is the quintessence of Lancome’s savoir-
faire & Luxury “a la francaise”. The scope of the project was to
talk about Lancome’s “art de vivre”, through visual merchandis-
ingand CRM (cultural book intended for VIP clients). And the

St‘lltll](7 POII]I was EllL fl(.lld HOtLl pdl tlLLlllLl .

=255 EFEKHER  — PN B Armand Petitjean %
Iﬂiizj\ﬁluﬂﬁ%sfﬁ N ESE 7}<'T—é/laj'5’jix I

SBEUH RN BE RS EFFRE AT BRI 4& ° AB-
SOLUFE**E’]%&&H@- BE—NERTEENZAR
SRAELNRME - BINIEBES N R EHMAVIPE
ZHISULFAM  HFUA— N E LB E ER TR TR T
=5 “UERMZAR o

- Podium (podiam), Each level highlight one specific French art de vivre.

| — —
| e

o |

- Cultural book (kalt/>ral buk), One door for on art de vivre.

o A L e

(R LR -

- Cultural book (kalt/oral buk), Overview of all the items.



Andros,

(Food & beverage.) Project scope: BN D Rog

1.Web design 2.3D modeling 3.Catalogue
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Andros

Food & beverage AN DROS

PRODUCTS RANGE

Andros is the world’s leading fruit processing company based in the
5 G

south west of France who currcntly owns and operates 25 factories
worldwide, including onc in China.

ARG

In CC, our project covers web design, 3D modeling and catalogue design
5 te te te
as means to promote the launch of Andros range Bcvcragc Ingrcdicnt in
Asia. We came up with the idea ofi'ccrcatiiig avirtual “Andros bar”, allowing
ViSitors to navigate tlirough different pages as tlle would do in real life - in a
real space (the entry, the bar, the louns;c, etc.).
te

Andros%/i\fiéﬁ%ﬁ’wk%ﬁﬂlﬁﬂk, RERAZE TR
#, BEFEENEH25K T,
ndros 5§ CCH &1k, EArZ 4 BAndrosif T Beverage
Ingredient 7| 7 TN & %0 4 &, 655 845 W TR 1T
=R oG EFR, AR, RINAE TRIT—NE
L “AndrosiEVE” , 1k FI3k #31] Ji 2 4k An A S o, HEN -
TR EE NO, B REEE) , LN R R W]
XE P 3k B AR, At o R BB TUE, AT 1A AT X o A

lii,\]—}l%':i%o - Website (websajt), Home page and brand introduction - Website (WSbdel), Recipes page.

B




Pierrot Gourmand,

(Food and beverage.) Project scope: BN D Rog

1.Brand concept 2.Eight candies packagings
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Andros

Food & beverage

TN ‘T?:';i‘
nenNeny

- Product map (pradakt mep), One part of the map is illustrated on the back of each packaging. Gather them all to obtain the whole map.

Picrrot Gourmand is the French reference in confectionery
and has brought happiness to children and adults for mor
than 120 years. Today Pierrot Groumand products are sold and
appreciated throughout the world. % \ D %)
Project’s scope was about rethinking the whole range of Pierrot vRmMALS

Gourmand “kids” Including 8 differents packagings and recreat Hll

ing awhole univers about sweet candy’s icons.

Pierrot Gourmand2iAE B 120FEH LRI A EAR
ZILEMBEATRERBANIEIZ ° 5K 2 Pierror  Gour-
mandfF 7= A R &t o

MBS ZRERILERY) 8/ \1MFRENE
¥ R BT X THRERNEN UL -

- Packaging cola (pakidsziy kola) - Packaging french monument (peekidziy frent/ manjumant)
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Latour Laguens
Wine brand

recently been b

is high

p— TR % L, 3R AR AR AL
WEEE RN N2 —, R, TANBET HAS KA N HE L
AR T — AL A 1R — Ak B AR,
{8 2, 3 B A 2008 48 3 — fir 2 44 % T o o0 B AR
MK T, AR IR TR B, BT R B £
ST, NG 2R (R SR P ) M 4 37 14, CCRA/
TR TR A, MR %, R, BEEAA
BRTH,

LATOUR LAGUENS

/Z! { ),r,,r;/

- VI (vaj), Logo takes inspiration from Napoleon’s emblems.

- Short movie (57t muvi), A 3 mins short movie.

Creative Capital Shanghai - Portfolio 2014

VRTINS R BT SATRGE
Sama

PECTTET T

- Packaging (pekid3ry), Labelling design




Maylis,
(Cosmetics.) Project scope:

1.Brand concept 2.Visual identity
3.Packaging
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Maylis

Cosmetics

- Packaging (peekidz1y), Overview of the whole range, including 7 products, plus a range of masks.

aylis de Gardelle is a cosmetic brand originated from “Les

Landes”,in France. *>

The project’s scope regrouped a global redifinition of the brand, ‘;:“‘ \

in order to leverage on its origins: Les Landes Frangaise. ‘ "ﬁ ) “ \ ol

To acheive this work, we developed a complete new range of \‘ ‘.& K7 ,’ ’

product, using natural materials such as wood, cork and ceramic. \ \‘.‘” e
=~ V... N

Maylis de Gardelle@—"MEFEE “ZEH” Ntm \ﬂ/

- \ MAYLIS ‘

MBS TERMENEREX BHERETEME

W& Les Landes Francaise (RIAEE) o ATSEMX—B DE GARDELLE

o BATRARZRMEL AM S RAFBEE - AL .

T— /|\;T-'l:§ Eq FZ FI!-_II:I /% 75'] 4 letneles fm#«m’-ﬁj

- VI (vaj), The logo is taking inspiration from a pine cone of “Les Landes” - Packaging (pekid31y), Mask packaging



MCM,

(Fashion.) Project scope:
1.Creative research 2.EDM




010 / Case study - MCM

Creative Capital Shanghai - Portfolio 2014

MCM

Fashion

Modc Creation Munich is a luxury leather brand. Targcting sea-
soned travelers, they produces handbags, apparel, footwear and
accessories. MCM is a joint effort of German, Swiss, South Korean
know-hows about luxury and luxury brands. The brand is helmed by
president and chief executive officer Ralph ]. Polese, former president
of Gucci Korea; with Michael Michalsky as the leading designer. CC
has worked side-by-side with the duo to implement creative rescarch

and EDM.

ode Creation Munich/& # 4 th £ 14 j B 5 i,

Ik EAR E BN C R A TFRAERE S
W F R, BT, RERTEAM, MCMEZE, 34, #E=
EE Wil KR EEEE S EEPAITERARaph .
Polese 4t 4 (AT Gucci#h [E % #), & &% 117 = Michael
Michalsky, CCHf{f1# F 52 kT —RFI AR B WA R
92 F1EDM.,

MCM

b d

MCM ZEBRA COLLECTION

2014

AN LI — —— — —
LA ’*\*‘\\'\‘ JINRRAN M——

- EDM (i-di-em), For the launch of the new MCM short movie - EDM (i-di-em), For the launch of the new MCM zebra collection.
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Missoul
Womenswear

i

M[J’J’OUL

MY OUL

*ﬂ%wu'\w |

Missoul did not exist before 2012. CCis glad to have hclpcd the brand to launch
and who has become one of the perfect example of how to manage the chal-

lCl‘lgC of:brcaking into [hC Cl‘O\\'ClCd Chincsc womenswear lﬂ&ll‘kC[A

he concept is - toda)r"s Chinese women is multifaceted. While bcing amother,
she is also a daughter, office worker and very often, a fashionista, blogger and
traveler. She is proud to be versatile. She stands for it completely. Fashion is a power-
ful tool for her 1'cg;1rdlcss of what social settings she is in. Hence, in CC, we believe
Missoul’s (and Chinese) women should not be limited by her wardrobe; instead, her

clothes should take her “WEAREVER” she wants to go.

0124 VART, Missoul T 7, CCAR B X5 B T ik i By i 4, f#
R A e AR Sh AT HE 4 40 o o L AR 37 B B

issoul W BE& 2, A Koy E L MAE S I, Fo, #A1R
TR, L. LIk, TR ZEH BEEMRITE,
WAL AR, BRI 05 E M. TR TH M, iR
JthR &, £CC, RAMEMEMissoul (FrE) M4k MEEFRZHE
TR R 28, 48R, M1 R T R AV A8 S E b, WA
M, R HA1E A T 5 - Retail (ritel), Overview of the retail concepr. - VI (vaj), Business cards
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YVES ROCHER

Yves Rocher,
(Cosmetics.) Project scope:
1.Key visuals adaptation

groon coffee body refining

NO)

3
:

VENTRE PLAT | E

FLAT ABS ZONES
REBELLES

i Dsttscn (| |IFTING SILHOUETTE
| MINCEUR +FERMETE

= . FIGURE LIFTING
| SLIMMING + FIRMING

HIE TESTLE SOUS
JLE MEDICAL

Seflobs amincissante ot 12ff

TESTED UNDER
SUPERVISION
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YVES ROCHER
Yves Rocher

Cosmetics

YVES ROCHE

et

3

[0 1959, Mr. Yoes Rocher began to produce his first plancbased

1 beauty products in La Gacilly, his native land in Briccany.

By sharing successes and choosing to sell his products by mail-or-
ders, Mr. Yoes Rocher chose a way to remain faichful o his village.
By creating his company there, his native soil could benefit from
his growth and successes. Now, the brand is established world-
wide. Carried away by its successes, it could have cut off from ics
past. It did the exact opposite.

19594F s Yves  Rocherft & AIEL £ 75 51 & R FF 44
EfMRISE—HEIEZER M Yves Rocherft A i
T— M EFRE S Mk EE A =M - B o
HERAR it RET AR B Th - HMAIRE - 3
£ AR BT RK e Yves Rocher AL
INHRA R E fth A9 Sk BiX 2 {5 fth A A R S8 AN AR 2k

- Advertising (wdvartajziy)



Ladenac,

(Candle maker.) Project scope: LADENAGC
1.Brand concept 2.Visual identity

MILANO
3.Packaging design 4.Website
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Ladenac
Candle maker

LADEWAD

MILANO

AGRUMES SICILE

| adenac is expressing its creativity thi‘oughout three kcys
values: simplicity, cicgancc and scnsuaiity. Ladenac is a fra-
grance bridgc of fashion capitais, Paris and Milan, composing
O (@ N (&
scents with the hcip of renowned French and Iealian noses.
i)rojcct scope was a 360° appi‘oach, from brand definition, visual

idcntity, packaging, to wcbdcsign.

Ladenac  FARIEMIEEEIE TN =% MM EM : &
JE N UHEFNMER © Ladenac @ — P E 2 E&EZEER S
BARFIKZ BRI ERETR -

MBS R B M R360° 2T AR - M SRR E X F
MR ERFE B I WMy EE -

- Packaging (pcekm’gly), Candle and packaging front view.

- Packaging (pakidsiy), Differents sizes and colors.

- Packaging (p&kidziy), Slide the top part to open.
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