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With over a decade of experience as
Art Director within international teams,
| specialize in branding across diverse
sectors, including Health, Tech, Culture
and Country branding, using traditional
and Al tools.

| am committed to shaping brands,
consistently delivering emotion-driven,
strategically aligned outcomes.

My approach blends creative thinking and
rigorous project management to craft

a compelling brand strategy that resonates
and achieves meaningful impact.

FULL CV

Brand Positionning
Brand Narrative
Ideation

Brand Launch
Branding & Visual Identity
Country Branding
Campaigning
Editorial

Al Visuals

Stand Design
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Social Media
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A journey through...

the launch an Uzbek school of traditional crafts,

the creation of an Editorial Piece on Al in the Arts for Microsoft,

the rebrand of a Scientific Foundation in Italy,

the branding of a Data Center company,

the launch of an Aerospace Manufacturer at the Dubai Airshow,

the National Brain Cancer Day, supported by Servier and Novocure,

Editorial Projects with Cassi Edition & Rizzoli New York,

an exploration around Country Branding for Uzbekistan,

& an exploration of Al-driven Videos and Visuals.




ACDF | UZBEKISTAN | 2025

The Nagsh School
of Crafts’ launch

Launched during the UNESCO conference
in 2025 in Uzbekistan, the Nagsh School
of Crafts is the result of a transformative
partnership between the Uzbekistan Art
and Culture Development Foundation
(ACDF) and The King's Foundation School
of Traditional Arts in London.

The project encompassed the creation

of the institution’s logo, comprehensive
guidelines, social media designs, and
website, establishing a cohesive visual
identity that reflects both the country’s rich
heritage and its vision for the future.

Brand Positionning
Branding & Visual Identity
Brand Launch

Web Design

Social Media

Studio: .Pomelo @APCO
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Explore the geometry and meaning
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MICROSOFT | FRANCE | 2024

The Artificial
Dreams Exhibition

L

w2

Conceived in partnership with Microsoft,
the exhibition “Artificial Dreams” at

the Grand Palais Immersif offered an
overview of artificial intelligence’s role in
contemporary art.

This editorial project was developed to
support Microsoft in showcasing Al artists
and the evolving field of Al-driven art.
Printed exclusively in black, white, and
metallic silver PMS, the book features a
blend of two papers: a semi-thick glossy
stock to highlight the visuals, and a finer,
textured paper for the central interview
section—evoking a dialogue between
digital and manual, smooth and tactile, and
reflecting the intersection of technology and
craftsmanship at the core of the project.

Editorial

Studio: @APCO
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ARTIFICIAL DREAMS

MARKOS KAY

Markos R. Kay, artiste chypriote basé a Londres,
se spécialise dans Part génératif et la science.
Son travail explore labstraction numérique a
travers des méthodes génératives, souvent en
collaboration avec des scientifiques. Il a exposé
dans des musées et festivals internationaux, et a
travaillé avec des organisations comme le MIT et
des entreprises telles quApple et Nike. En 2014,
Kay a lancé un laboratoire d’art expérimental dans
le but dexplorer les intersections du numérique
et de la physique en combinant des simulations
informatiques et des techniques procédurales
avec la peinture, les textiles, la céramique et la
sculpture.

Paysage sonore
par Jesse Solomon Clark.

Abiogenesis

33







FONDAZIONE LILLY | ITALY | 2025

A new Identity for
a Scientific Research
Foundation

In 2025, Fondazione Lilly in Italy embarked
on a rebranding initiative to modernize

its identity while honoring its legacy and
core values.

Following an in-depth analysis of the
Foundation's DNA, mission, tone of voice,
and guiding principles, a refreshed brand
identity was developed to strengthen its
credibility and appeal among researchers
and academics. The new visual identity
was unveiled at a launch event in Rome,
positioning the Foundation as a trusted
and authoritative partner in advancing the
national healthcare system and supporting
independent research.

Brand Positionning
Rebranding & Visual Identity
Brand Launch

Webdesign

Social Media

Studio: @APCO



FONDAZIONE LILLY [ ITALY | 2025

PRELIMINARY RESEARCH



Rebranding Proposal for
Fondazione Lilly

January 20t, 2025

What does

Fondazione Lilly

stand for ?

A quick overview of the Lilly brand...
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Research
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Dialogue
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Acting with a deep sense of
responsibility towards
citizens and communities - .
Digital health Innovation

The branding brief ... and of other brands’ foundations & NPOs

Develop a new visual identity and logo for
Fondazione Lilly that reflects its mission and values,
emphasizing integrity, commitment, and
responsibility.
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What you have What you need
A logo and visual identity that:
 Incorporates Fondazione Lilly's core values.
+ Appeals to a wide range of stakeholders, including
researchers, healthcare professionals, policymakers, and
the general public.
; * Represents a connection to innovation, communities, and
research.
o .
L + Embodies modernity with a fresh and contemporary look. SCIENTIFIC COMMUNITIES COHERENT W|th
.2 RESEARCH na t th INNOVATION EXPANSION Lillv's brandi
+ Is professional yet approachable, conveying the growing togetner IHy's pbranding
J foundation's credibility and dedication to its mission.
+ s versatile and engaging for use on social media and An d h OW to
websites. . Repetition Modules / Patterns Bold Directional Humanistic
Vvisua I Iy DNA Circles Sharp Growth Rounded shapes
Cells / Molecules Connections Simple Interlink Red
.t? Layers Clear Movement
convey it?

APCO



There was a theme
emerging to the surface

Scientific Research
Community

Innovation

APCO
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Research eeeee

Community eeeee

Expansion eeeee

Coherent with Lilly's branding eeeee
Innovative eeee

APCO

Imagine cells coming together to form a living organism, each contributing unique
properties to create a dynamic structure. Similarly, atoms link to form molecules, the
building blocks of matter. On a grander scale, these elements are part of a swirling
galaxy, where each plays a crucial role in the interconnected system.

In the same way, individuals merge into a vibrant community, enhancing each
member's uniqueness while fostering collective dynamism. This interconnectedness
symbolizes the strength and innovation from collaboration and unity.

Fondazione Lilly embodies this spirit by supporting research, integrating into
institutional dialogue, and facilitating knowledge and access to the health system.
Through these efforts, the foundation ensures that innovation and collaboration thrive,
ultimately improving community well-being and advancing societal progress.
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Research eeee Research eee
Community eeeee Community eeeee
Expansion eeee Expansion eeee
Coherent with Lilly's branding eeeee Coherent with Lilly's branding eeee
Innovative eeee Innovative eeee

Leading us to 3

possible art directions

Those are concepts, finalised logos will be refined in collaboration with Fondazione Lilly

3
A sequence of circles represent

individuals coming together,
emphasizing collaboration and unity
within the community.
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W Circles evoke
= imagery of cells . o

and molecules, e®°° _ ° .

highlghting the - Fondazione G‘%y

interconnected ® ©° o,

and exploratory Y ". (X J

nature of scientific ° Circles symbolize the
research. continuous flow and

evolution of ideas,
reflecting the dynamic
| I nature of innovation,
like a galaxy in |
perpetual expanding.
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.the same way indivuals
merge into a community.

Innovation
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. each and the stable dynamism
of the whole.
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Irregular shapes in size and form
representing molecules coming together
under a microscope
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A between the words
Fondazione and Lilly
represent connection
and proximity
The visual elements and typography
treatment showcase attributes that

symbolise progress, expansion, growth,
direction forward

Scientific Research

A representation of atoms linking
themselves to form a molecule ...
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FONDAZIONE LILLY [ ITALY | 2025

BRAND ROLLOUT



VISIT WEBSITE )

LINKEDIN PAGE )

| progetti di _o__LaRicercain Italia: Valutazione della Digital Uno |
Fondazione Lilly | ﬁr’k:lea per performance Medicine sguardo al \
negli anni ’ ilFuturo in sanita e cronicita futuro

Un percorso costruito
conrigore e visione.
Ricerca, innovazione
e impegno per una
salute piu accessibile,
equa e sostenibile.

%

o FONDAZIONE
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Abbiamo creduto nei
giovani ricercatori
italiani, sostenendo

il loro talento e le loro
idee in ambiti chiave
per la medicina

e la salute pubblica.

Abbiamo promosso
strumenti per misurare
e migliorare l'efficienza
del Servizio Sanitario
Nazionale, contribuendo
arenderlo piu orientato
ai risultati.

Abbiamo sostenuto modelli
innovativi per integrare

la medicina digitale nella
gestione della cronicita,

in linea con i bisogni

del presente e del futuro.

Ci apprestiamo
aentrareinuna
nuova fase, forti
dell'esperienza
costruita insieme
a chi condivide

la nostra visione.
Il nostro impegno
continua.
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Social media

Social media
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Materiali stampati e cancelleria
Stationery
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SAVE THE DATE

Fondazione Lilly ha il piacere i invitarla
alla Cena di Gala in occasione
delrilancio uficiale della Fondazione

[ Martedi 1" luglio 2025
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HSCALE | WORLDWIDE | 2025

The Launch
of a Data Center
company

hscale, a data center company, required a
cohesive brand identity to complement its
existing logo.

The brand identity was developed by
introducing a harmonious palette of
secondary colors, carefully selected fonts,
and a suite of social media visuals and
templates, ensuring a consistent and
impactful brand presence ahead of its
launch.

Rebranding & Visual Identity

Social Media

Studio: @APCO




Speaker [LITT4 0T Kelll] Tl
Congress 2025

@ Datacloud Global
Congress 2025

2 June

LHGREGEI (C) feynets Theatm — Discover Zone

@ Palais Des Festivals, Cannes, France

s “Designing for density” Marija Crnogorac
Abed Jishi Head of Sales
Chief Technology officer & Solutions Engineering
m hscale scale ;//‘
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CALIDUS | UNITED ARAB EMIRATES | 2017

A new Aerospace
Manufacturer at
the Dubail Airshow

Calidus, a leading defense technology and
aerospace manufacturer based in Abu
Dhabi, unveiled its brand during the Dubai
Airshow. “Calidus” is a reference to the
Peregrine Falcon—a symbol of speed and
precision, but also the official animal of the
UAE, embodying national pride and heritage.

Ahead of this launch, a distinctive logo
and comprehensive brand identity

were developed, along with a full suite

of branded collateral and promotional
materials, ensuring a strong and cohesive
presence that reflected Calidus’s
commitment to innovation and excellence
in the defense sector.

Branding & Visual Identity
Key Visual

Event Branding

Brand Launch

Stationary

Stand Design

Studio: @ESL Agence Publics




>

CALIDUS




UNITED STATES OF AMERICA

CALIDUS
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MULTIBRAND EVENT | FRANCE | 2023-2025

The National
Brain Cancer Day

3 decembre 2025

-"H
*Q _  Espoirs en téte :
q

R vivre pleinement
Vi 4.4 malgré un cancer
% du cerveau

The National Brain Cancer Day (Journée
Nationale du Cancer du Cerveau) is an
annual event that unites patients, healthcare
professionals, and caregivers to engage in
discussions centered around brain cancer.

Each year, the event adopts a unique theme,
which serves as the foundation for the
creation of a distinctive key visual. Over the , | »
past three years, a cohesive and impactful : B ~ a8 | p ™
branding was developed for the event, B L A ] v
including the creation of all supporting | | > “
materials such as screens, roll-ups, leaflets,
brochures, and other collaterals.

SERVI

Branding & Visual Identity
Editorial

Event Branding

Social Media

Studio: @APCO
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CASSI EDITION / RIZZOLI | FRANCE | 2018-2019 e = : —

Fine Books

& Editorial

Table of Contents
08 16 42 70 96 122 148 176
Interview with GILLES CHHABRIER KATHY DALWOOD ANDREA MERENDI PAOLA NAPOLEONE MANUELA PAUL-CAVALLIER ~ SEIKADO ATELIER PETERTING
HELEN LAMBERT KENNEDY  Glass Sculptor Plaster Sculptor Paper Flower Designer Lamp Designer Creator of Gold Reflections Metal Artists Porcelain Artist

Cassi Edition is a specialized publishing
house and the representative of
Rizzoli New York in France.

¥
L =
B k
O o
h M
~ e |
]
|
. 4

Projects would include layout design,
and/or project and product management,
overseeing the entire printing process:

. . . 24 50 80 104 130 158 184
thlS |nC|UdeS ensu rlﬂg ﬂ |e aﬂd |ayO ut TAHER CHEMIRIK SARA FLYNN KATHARINE MORLING CAMILLE ORFEVRE DANIELE PAPULI SIEMON AND SALAZAR SU XIANZHONG
Furniture and Jewellery Designer  Ceramic Artist Porcelain Artist Silversmith Paper Sculptor Glass Sculptors Porcelain Artist

consistency, photo engraving, color
proofing, and managing multilingual
printing projects.

Editorial

Production Management

34 60 88 12 138 166 190
MARIE CHRISTOPHE CORALLA MAIURI FREDERIQUE MORREL ZOE OUVRIER ATELIER POULAILLON SASHA SYKES JIWOON YANG
Metal Wire Sculptor Porcelain Artist Tapestry and Taxidermy Artist Wood Artist Decorative Paper Painter Sculptor of Nature

=

't

Studio: @Cassi Edition
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Entrées H Q a1 . - N 1Q
Iingers de volaille au fromage [rais,
condiment figues ct datles

6 personnes Condiment figues et dattes (& préparer la veille)

Condimen figues et daties Presser la moitié des oranges en jus. Tailler les f{guef séchées et les dattes en petits

3figues fralches cubes de 5 mm, puis les mettre & mariner dans le jus d'orange pendant 24 h au frais.

6 figues séchées Le lendemain, égoutter les figues et les dattes, en prenant soin de récupérer la marinade.

10 dattes dAlUla Presser les oranges restantes et réduire ce jus avec la marinade dans une casserole,

8 oranges jusqu'a obtention d'une texture nappante. Réserver.

oo oran e

109 de beurs Tailler les figues fraiches et l'oignon rouge en petits cubes de 6 mm. Dans une poéle,

3l de vinaigre de dattes
Que faire de IMuile ?

Poivre du moulin

Décor
100 g diolives nores.
Herbes fraiches.
3figues

Croustllant de volaille
300 g de filet de poulet

2 échalotes.

1 gousse dail

8 dattes dAUIa

¥ botte de menthe.

5 cl dhuile dolive

1 pincée de cannelle

2 pincées de curcuma.

130 g de fromage frais de brebis
9 feuilles de brick

Poivre du moulin

Des nourritures origineles et
authentigues, dans une érocation
aromatique du désert, Feullerds
croustillants en forme de bos sec.

une poudre dolive comme un voile de
la saveur acidulde du fromage

cendres

de brebis,
puissance des herbes saurages...

68

faire fondre le beurre et ajouter loignon, pus les figues séchées et les dattes marinées &
Torange. Apporter une belle coloration et ajouter les cubes de figues fraiches. Déglacer
avec le vinaigre et la réduction & lorange. Cuire & feu trés doux comme un chutney.
Rectifier I'assaisonnement et réserver au frais. Que faire de Ihuile ?

Décor (a préparer la veille)
Dénoyauter et hacher les olives. Les étaler sur un tapis siliconé et les sécher au four
pendant 24 h a 60 oC. Mixer en poudre fine.

Croustillant de volaille

Tailler le poulet en cubes de 2 cm. Ciseler les échalotes et écraser la gousse d'ail.

Dénoyauter les dattes et les tailler en petits cubes de 1 mm. Ciseler finement 10 feuilles

de menthe.

Faire suer les échalotes & Iuile dolive, puis ajouter Il et les épices — la cannelle et

le curcuma. Cuire & feu doux 3 & 5 min. Mixer cette préparation au blender en ajoutant
le fromage frais. D& Ia farce, ajouter les morceaux de dattes,

rectifier assaisonnement. Réserver au frais, en poche & pétisserie.

Préchauffer le four & chaleur tournante, 4 180 oC.

Tailler les feuilles de brick en quatre. Disposer 18 quarts sur un plan de travail et les badi-

geonner d'huile dolive, les saupoudrer de thym et d'origan. Superposer & chaque feuille

un second quart de feuille de brick (les feuilles restantes) et garnir de farce. Ajouter des

morceaux de feuilles de menthe, rouler en fingers. Cuire au four 16 min.

Dressage

Saupoudrer I'assiette de poudre d'olives, disposer 3 fingers dans chaque assiette, 2
petites quenelles de condiment figues et dattes, un quart de figue fraiche. Décorer avec
des pousses d'herbes fraiches du jardin.

=i

GOLD AND GEMS

THE JEWELS OF
MARIE-HELENE DE TAILLAC

o




ACDF | UZBEKISTAN | 2025-2026

Uzbekistan’s
Country Branding
exploration

Uzbekistan is a youthful nation

with a forward-looking perspective,
deeply rooted in its rich history

and traditions. The Art and Culture
Development Foundation of Uzbekistan
(ACDF) sought a new branding initiative to
reflect their vision for the country’s future.

Below are some of the proposed branding
concepts for this project, with the final
approved version currently in the process
of being finalized.

Country Branding
Visual Exploration
Brand Positionning
Brand Narrative
Brand Launch

Branding & Visual Identity

Studio: .Pomelo @APCO
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Get Uzed to it.

A New Day A New Path
on the Silk Road. on the Silk Road.




UZBEKISTAN


https://www.artemisedv.com/wp-content/uploads/2026/02/01.mp4
https://www.artemisedv.com/wp-content/uploads/2026/02/01.mp4
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Exploring an innovative way to reveal a logo and its key visuals for Uzbekistan Tourism |

Al exploration

_ , , PLAY VIDEO )
A few experiments exploring Al, series,

visual coherence, and animated imagery.

Art Direction / Visual Exploration
Motion Design

Post editing

Exploring around the shape U placed in different directions, writing “DUNE"

PLAY VIDEO )
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