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01–
VITEFLOCK

Intacol came to us requesting a logo for Viteflock. 
Viteflock is a brand for calve’s food. The logo had 

to be very simple and easy to read.

My role:
I was in charge of the development of the concept 
and executation of the logo. I had the direction of 

the Creative Director trough all the process.  

Intacol

Digisource
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02–
SHAMELESS

BANANA
Shameless Banana is a movement to empower 

plastic free lifes! Using humorous narratives and 
eye-catching illustrations, this banana tells us a 

story of her oppressive ex-boyfriend, a plastic bag. 
It is a fun way to transmit the message that we 

should rely less on plastic bags for groceries. 

My role:
I‘m the creator of this project.

From idea to execuation. 

Shameless Banana

Personal Project
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YouTube Festival | Branding

03–
YOUTUBE
FESTIVAL

YouTube hosted its own YouTube Festival for the second time - this 
time under the motto “YouTube. Our audience is yours ”. The video 

platform offers a wide range of content and thus reaches different 
target groups. Advertisers can benefit from this. In addition to 

personal networking between advertisers, network operators, 
agencies, YouTube partners and YouTube experts, the focus of the 

all-day event was on further training in 12 master classes. The 
highlight was without a doubt the evening YouTube Brandcast Show - a 

show with numerous YouTube creators, marketing decision-makers 
from L'Oréal and Mercedes-Benz as well as Philipp Justus, Vice 

President Central Europe, and Andreas Briese, Director YouTube 
Content Partnerships, Central Europe. We at B-Reel took care of the 

overall art direction and show content production of the YouTube 
Festival including the Brandcast, an 120 min show for marketing 

leaders in Germany.

My role:
We were a team of 5 people to come up with the concept for YouTube 

Festival 2017. I was envolved in the visual part of the event.
I mostly work on the print materials, signage and event visuals design.  

YouTube

B-REEL

Branding. Illustration. Graphic Design

CLICK HERE
TO PLAY

https://www.youtube.com/watch?v=BKNAqGL7xLo&feature=emb_logo
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04–
FACEBOOK

Facebook ask us to produce a digital campaign to 
introduce a new tool to help users spot fake news stories.

A prompt would appear at the top of users' news feeds 
called "How to spot false news", offering advice on how 

to recognise fake news articles and prevent them from 
spreading. The launch of this educational campaign was 

useful and timely.

My role:
I was in charge of the Creative Direction and execution of 

the materials for the campaign. The illustrations were 
made by me having into account that the target for the 

campaign was African countries. 

Facebook

APCO Worlwide

Digital Campaign





Vattenfall | Webdesign

05–
VANTTENFALL

Vattenfall is changing because the world is changing. In times 
when on the one hand fossil energy is developing into a 

phase-out model and at the same time the home is becoming 
more and more a smart home, they too, as an energy supplier, 

would like to redefine their future orientation. With the founding 
of Vattenfall Smarter Living GmbH they support the clear goal of 

completely dispense with fossil sources within a generation.
At B-REEL  we worked along side with the client to provide them 
a website for their customers, informing which products they can 

buy and how to live smart.

My role:
The team was composed by one UX designer, one copywritter, one art 

director and one graphic designer.
I was in charge of designing the full website for Vattenfall.

The design had to be based on their website guidelines, since they 
wanted their full digital communication aligned. 

Vanttenfall

B-Reel

Webdesign





Facebook | Editorial

06–
FACEBOOK

The Communications & Public Policy Team at Facebook, help 
people better understand their products and technologies. By 
sharing stories, the ordinary and the extraordinary, with policy 

makers, journalists and other partners across the globe. Every story 
shines a light on the products and services facebook builds and 

the communities Facebook brings together. At APCO we work 
often on editorial projects, with an educational purpose that 

inform the community about measures Facebook is taking 
regarding fake news, elections etc.

My role:
At APCO I’m resposable for the Facebook account. All the printing and 

digital project are made by me.  I often get in touch with production 
companies to find the best solutions for the client.  

Facebook

APCO Worlwide

Editorial





open house
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07–
FRESHFEL

Fruit and vegetable consumption levels across most of the 
EU Member States remain well below the minimum 

recommended by the World Health Organisation of 400g per 
capita per day. This low consumption is particularly 

noticeable among 18-30-year olds, where studies have found 
that young adults have the lowest fruit and vegetable 

consumption compared to all other age groups. European 
young adults aged between 18-30 years have weak 

awareness of the importance of consuming fruit and 
vegetables throughout their life as part of a healthy diet; 

increasing this awareness is the first step in changing 
consumption habits.The main objective of the proposal is to 

increase awareness of 1.5 million European young adults 
aged between 18 to 30 years in the European Union over a 

three-year period of 2019-2021 of the importance of 
consuming a diversity of EU fruit and vegetables in their 

daily diet to at least the minimum recommended.

My role:
I worked togheter with two other designers on the 

ellaboration of the concept for the campign. The executation 
and art direction were done by me.

We are what we eat

APCO Worldwide

Creative Campaign
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Rosi | Social Media Campaign

08–
ROSI

Women suffering  from  ovarian cancer  spend 6-7 hours,  several  times a 
week, in dreary and uncomfortable  chemotherapy  rooms at the women's  

clinic at Charité, Europe's largest university  clinic. Based on research that 
patients’ environments  can have a significant impact on their recovery 

process, the “Initiative Rosi” developed an innovative room concept to give 
these women  the  chance to fight  back cancer.  The  costs for modernizing  
the  rooms could not  be covered by the  hospital or health  insurances,  so 

APCO developed a digital crowdfunding  campaign to support Charitéin 
funding  the project. APCO developed the narrative “We are looking for 
40,000 real men” and partnered with some of Germany’s top celebrities, 

including musician Herbert Grönemeyer,  to record a crowdfunding  video 
stating that “a real man” is not defined by typical  stereotypes,  but  by his 

support  for the project.  APCO initiated and moderated all social media 
channels,  established the hashtag  #fuerrosiand constantly  engaged with a 

growing “Rosicommunity”  via live stories that created authenticity.  Further-
more,  APCO took charge of all online communication and content creation, 
served as the project’s press office,  conducted  interviews  and designed all 

print  elements.  In  this  way,  the campaign was spread with  a total reach  
of 20.7 million and raised about  70,000 Euro, going well  beyond  the 

required amount.

My Role:
We were a team of 5 people, three designers and two communications 

consultants. I worked mostly on the social media posts. I was also part of the 
initial brainstorm to define the concept of the campaign. 

Charité

APCO Worlwide
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METRO | Creative Campaign

09–
METRO

Strongly committed to being a “Champion for Independent Business”, 
METRO has founded the Own Business Day (OBD): A day that 

celebrates independent businesses and their owners and highlights 
their contribution to our everyday-lives, communities and economies. 

For the OBD’s first edition in 2016, METRO had developed and 
implemented a successful global marketing and adverti ing campaign 

that generated a lot of awareness among business owners. For the 
second edition of the OBD in 2017, METRO wanted to engage a wider 

group of stakeholders and to promote the debate around business 
ownership. To achieve this goal, APCO developed a comprehensive 

strategy that was based on creating content that links to OBD and its 
purpose and that is relevant to media and other external stakeholders. 
Together with APCO Insight, APCO’s inhouse research group, the team 

developed a study that looked at how people around the world think 
about independent businesses and how owners of independent 

businesses look at their own experience. The study results were used 
to engage with media, political stakeholders and internal audiences 

and brought the debate on business ownership to a new level.

My Role:
With a team of 4 people, we defenied the 

concept of the METRO campaign. 
I was also responsible of all the creative assets.

METRO

APCO Worlwide

Creative Campaign

CLICK HERE
TO PLAY

https://www.youtube.com/watch?v=7STRqdEnydU





