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Brand unification for Shell

1. Shell Brand consultation

Shell is a a global oil and gas
corporation in the Netherlands.
Aiming towards unifying the brand,
| advise and strategize the designs
that are created across the world in
our Shell Brands International
team.

Provide brand consultation to design
agencies and Shell design teams worldwide

3. Brand Design policy writing
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Implement brand policies for different Shell

communications to educate the design
teams worldwide via online training

2. Print Communications design

How fo register

Supplier Qualification System
(SQS)
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Create promotional materials for Shell and
other joint partners

4. Exhibition design
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Devise standardized exhibition designs to
cater for different configurations



Shell brand marketing

- Unifying the brand across the globe

ONE BRAND
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SHELL BUSINESS-SPECIFIC APPLICATION POLICIES

We aim to promote a ‘one brand’
policy that shows a uniform
branding across all our visuals.
where we have developed some
main design policies to guide
others to towards building the
Shell brand.
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Brand commercialization to Asia
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senz’ is a premium umbrella
Dutch brand in Europe, where |
helped the company
commercialize their brand to the
Asian Pacific market.

1. Consumer research testing

Phone Interviews with
distributors & retailers

Quantitative Surveys

Qualitative Studies
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4 Taiwanese 62 Taiwanese 7 Taiwan
4 south Koreans 52 south Koreans 5 South Korean
4 Hong Kong people 44 Hong Kong people 2 Hong Kong

Conducted NetQ consumer studies in
Taiwan, Hong Kong , Japan, China, Australia
and Korea

3. New products and retail design
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Used SPSS analysis to predict possible new
products senz’ can venture into

2. Sales potential research

Market potential of SENZ in Taiwan
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Predicted their future sales potential across
the Asia Pacific in shops and online sales

4. Marketing plan for personas

People analysis 2010
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1st target market 2nd target market  3rd target market

Created a media marketing plan aimed
towards the target personas in Asia



senz” product marketing

- Targeting towards asia pacific

senz & alkwangwon contact for swpport
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Photos for senz® asia

Fashion . ’ V
Y7 z ] Call for donations

Contrasting colors
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Story of co-founder

Promoting senz® umbrellas in the Asia Pacific through Facebook, Twitter and local news

senz’ asia news

China Xinhua news senz’ stunt footage

Interview of senz® founder Korean TV variety show



Ergonomics test marketing

Actiflow BV is an aerodynamics parts
supplier for Ferrari. | investigated on
how they can harness their
aerodynamic technology to reinvent
Ferrari’s F430 interior.

1.User Test Market Identification

Innovation Diffusion Model

Show Offs
50+ 25+ 40+ 15-35

Connoisseurs Enthusiasts Fans

Innovators  Early Adopters  Early Majority Late Majority Laggards

Identified Ferrari drivers to be mainly 50
year old male connoisseurs or 25 year old
male show offs, using the innovation model

3. Competitive sales pricing

Costing of each Aeron chair Selling price
Manufacturer’s Suggested Retail Price (MSRR) (+15%) 5000 USD = 3600 EURO
Benefits for the Ferrari (+20%)

4350USD = 3130 EURO

Manufacturing price of one chair (Price Actiflow sells to Ferrari 3630 USD = 2600 EURO

5200 Euros in a set of 2 seats at manufacturing price

Yield
14.6 mill
m Current Price: 220,000 Euro
(2,800)
13 mill
Future price: 272,000 Euro
11.5 mill (2,500) o
23.6 % increase
(2,200)
1st 2nd 3rd Year AERON

Considered how much Ferrari cars can be

competitively priced with the new chair design

incorporated

2. Prototype safety design

Prototype

3. Parking aid: back

4.Parking aid: nose

S.Upanddown
position of the seat

Designed aerodynamic tactile responses
within car seats through user testing
towards safety awareness

4.BCG Growth matrix marketing

Aeromotion product life cycle

Launch TargetMarket : Connoisseurs & Shqw-offs 1 ]

sy - Information based Promotion |
latest model - Get Media Publicity - Create Aeromotion accessories
- Aim for awards - Broaden Aeromotion system assortment
- Aim towards international markets 1

I I I
1

Target Market : Enthusiasts |

I
I
Add on Aeromotion”. 4 - Awareness based Promotion 1
Ao 1D Gasting ‘ - Revise Aeromotion designs to
© odels - to other car models
I ‘ - Create Aeromotion accessories
I
I
I

- Aim towards the successful markets

I
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I
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Question Mark Star ' Cash cow ! Dog

Low Market share High Market share High Market share
High Market growth High Market growth Low Market growth

Low Market share
Low Market growth

Studied where Ferrari cars would sell using
the Boston Consulting Group matrix
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Pushing CERON
boundaries ;.

TION

“Breakthrough in automotive
interior technology.”’

Ferrari

“Interacting with you throughout
your journey”

Playful

Explorative

“Sensing every
move”

“Supporting you safely
wherever you drive”

Involved




Gamers' interface research design

Intel is one of the largest
chipmaker in the world. My task
was to create a gamer laptop to

extend their product range.

1. Game control play research 2. Competitor analysis

Alerware Lop!op Ideazon -Z board Gaming Keyboard

Alaptop that booss that has o buttertly
afen design outiook 1o cm?ue)hevouv\g ‘gamer market. movement keys ergonomicaly designed for user

q Censole

Electronic
Games

Microsoft's X Box 360 Game Console Sony PSP

The latest fad in garming for home. s for users on the move. Has two
‘Movemens are acivated by he foggie buttons rachontd butons on o0ch 53 10 Geter for both hnch.

Surveyed computer gamers on their favorite Analyzed other rival gamers’ laptop brands
computer games are and how they play

3. Design Ideation 4. Product interface design

Sdtores 1, Afoldover console and side out keyboord Keys needed for the parlicukr game A Rurinale blue.

‘Gllows the use 0 enjoy piaying ockon-packed gomes

The neon ighing adds s a vissolcue fo gude the user n pIoyng thot require greater confrol, The fms Sght ot console mode.

LAN ACTION

Mo 2 Two detachable console pads o si

pi g
=
SWIR, B o

swim d e

Analyzed the buttons gamers commonly used,
and how a gamer’s laptop can be designed to
be compact and sleek

Turntable laptop with console designed
to maximize the ultimate gaming
experience with enhanced light and sound



Designed for compactness, the materials considered have to By just turning the screen, the laptop can be used in keyboard or

be lightweight and durable. Hence, brushed metal aluminium is console mode to provide the user the ultimate experience.
used to make the metal im, while the cover is made of high gloss white Sound is also an important element in gaming, hence the
acrylic. The handle is lined with Santoprene elastomer to provide a good grip. volume can be controlled at the side bar easily.

coMPALT sSouUND ALGTIDIN

BODY (HIGH GLOSS WHITE ACRYLIC)

METAL RIM (BRUSHED METALALUMINIUM)

© INOVASIA DESIGN CENTRE 2006

@. INOVASIA

HANDLE (SANTOPRENE ELASTOMER) VOLUME CONTROL AT SIDE TO CATER FOR DUAL REACTION

This project was well received by the Intel company in the US. They liked the duality concept of the console and keyboard, and

sw,nll also its modern look. The blue and white colours used also represented their company coporate colours. Hence, this project was
studied further to discuss with the prototyping company the materials that can be used to make it lightweight and durable.



Research design on Dutch runners

Asics is a Japanese shoe MNC
company. My task is to conduct
local research to help them
redesign their running shoes to
make it more fashionable in the
Netherlands.

1. Context mapping techniques

‘ b BACK-TO-BASICS

FUNCTIONAL

> RUNNER COMPETITIVE
®\ PERSONALITIES , |

AESTHETICS
Wendy,32

TRENDY
Rob, 25

.
Catelijne, 31 iy

Conducted a creative session for Dutch
runners for Asics using context mapping

3. Color and details studies

Shoe-colored features study

Black Grey Red Blue Purple Orange Earth Baby blue
Richard,38 Richard38  Richard,38  Victor,25  Wendy,31 Anja,46  Wendy,31  Mischa, 23
Victor,25 Wendy,31  Marco,25 Jeroen,41  Anja, 46
Rob, 25 Catelijne, 31 Mischa, 23
Jelle, 27 Marco, 25
Victor, 25
Striking Neutral ~ Striking ~ Masculine  Feminine Striking  Neutral ~ Feminine
X ASYMMETRY X GLOSS MATERIAL X THICK SOLES

>> MATERIAL LIGHTNESS AND FLEXIBILITY

Provided 3 color and material directions for
Asics to improve their shoe designs

2. Shoe design research

Curved shoe
sole profile

Marco, 25
Streamlined effect

Ideal shoe detail study

Smoother sole

edges
Victor, 25

Colored Cause less injuries
Heel Collar
Marco,25 Colored
Less dirty & Shoe laces
stands out Jelle, 27
Stronger Fob,28
f Marco, 25
Heel design Jeroen, 41
Adrie,45 Stand out
Air-padded, stronger
&stiffer support e - Dark-colored
e <) Shoe underlay
Smaller Out- A Victor, 25
Sole thickness rommnent
Wendy,32
Catelijne,31 Toe Spring
Less thick & more Open mesh Victor, 25
elongated Jelle,27 Adrie, 45
More transparent Marco, 25 Anja, 46
Richard, 35, Lighter effect
Jeroen, 41
More breathability &
comfort

Considered the runners’ feelings towards
running and their favorite shoe design

4. Runner personas mapping

competitive
challenging
self-confident
focused

Focusing on
the prize

Leaving no
baggages behind

Run across difficult
challenges

Changing into
running gear
"TMEDIATELY

Identified 3 Asics runner personas —
competitive-minded, fashionable-
oriented, back-to-basics



Thank you for viewing my portfaolio!

“Life is as high as the sky, You'll never
know what you can design, unless you try.”

sharon goh
www.sharongoh.com
sharonpuayngee(@gmail.com

0628617043
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