+97.

@GMAIL.COM


https://www.linkedin.com/in/arun-christopher-44a2631b/
https://www.behance.net/christopherarun652f
https://christopherarun.wixsite.com/home

| am a Creative
brand specialist with

=l multi-disciplinary
design approach to art
& creative direction.

| brew my creative concoction by
combining personal influences from
art, music, motion, storytelling,

and illustrations into unique and
personalized brand visual experiences.

TOTAL YEARS AS A

I take pride in my growth as a self-taught designer
focused on design systems, creative workflow,
storytelling, and digital & moving content.

Constantly learning from
a socially collaborative
environment.

ART/CREATIVE
PIRECTION

My primary focus is to
present current and relevant
subject-matter expertise

in driving innovative brand
visual experiences. From
Strategy, Conceptualization
to Delivering workflow
solutions for marketing and
brand activities.

Advice and guide teams/individuals

on building high-quality
presentation content for internal
and external consumption.

Visualize, Design & Adapt.

PESIGN/CREATIVE
CONSULTANT

A lateral thinking creative
advisor who guides and
enables individuals/teams on
the aesthetic quality of the
project/campaign’s storyline,
script, plans, and more. A
creative problem solver.

Support the Marketing, Business
Development, Operations teams in
building creative content for social
and communicative exercises.

Strategize, Script & Execute.

ILLUSTRATOR
ARTIST

Blending style and technique
to create a thoughtful collage
of ideas into meta-visual
compositions on paper and
digital mediums.

‘Illustration’ is a state of mind,
with a constant pursuit to
communicate clearly and
evoke a sense of emotional
recall.

Collaborate and guide studios/
entrepreneurs to achieve their
best output and communication
efficiencies with their projects/
businesses.

Rationalize, Draw & Re-draw.


https://www.linkedin.com/in/arun-christopher-44a2631b/
https://www.behance.net/christopherarun652f
https://christopherarun.wixsite.com/home

CRANES SOFTWARE

Design and develop Sales
PoVs, marketing collaterals,
presentations, ads, newsletters,
and email communications.

I SCC myself inVOlved Maintain and improvise the
Wi th teams /indi Vidu al S ;(;/rsr;i);r.ly’s Brand Visual Identity
who appreciate and
valu vation.

Design and develop
artworks for facility/

space branding projects.

HEWLETT-PACKARD

Design and develop Sales
promotional collaterals for a
targeted market segment

Collaborate with other Creative
teams to develop content for
RFPs.

Engage, motivate and
support a team of design
professionals on high-
level and crisis projects.

SGK INC.

Provide design and brand
guidance support for projects
submitted for review, from
internal Creative services
teams and the client’s

Agency partners.

Develop and maintain

the client’s Brand by
constructing design templates
for a wide range of marketing
applications.

Conduct training programs/
sessions for the internal design
teams, agency partners, and
vendors.

SGK INC.

Build a team that provides
Creative Services and
Presentation Deck
services as a specialized

creative portfolio.

Oversee Sourcing, Planning,
and Reporting for projects
undertaken by the team.

Adyvice and guide Consultants
and Account Managers on
developing constructive
presentation best content.

Create and build assets,
processes, and design workflows


https://www.linkedin.com/in/arun-christopher-44a2631b/
https://www.behance.net/christopherarun652f
https://christopherarun.wixsite.com/home

My goal is to try
and exceed rather

than h up.
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PERPETUAL
HELP
I N ST I TUT E A painting of the institute’s patron is

the base of the logo. A metaphorical
mnemonic was created using

One for the community the simplest of geometric shapes

intersecting each other to bring a

This abstract mnemonic breathes a new and
refreshing way of seeing and consuming the
identity. By using strong primary colors,
pushes the visual focus onto the brand logo.

new contemporary meaning to the
institutional visual philosophy.

PERPETUALHELP

COMPUTER TRAINING INSTITUTE

<BACK TO BASE APPLICATION



PERPETUAL

HELP

INSTITUTE

<BACK TO BASE

The new brand assured in a revived
energy and initiative to the institute.
I worked with a larger team in building a

range of collaterals and brand assets for
the re-launch of the institute.

POSTER DESIGN

e

PERPETUAL
HELP

MEET US. TALK US.

+91803457364

info@perpetualhelp.co.in

FOR DETAILS COURSES
& PROGRAMS, VISIT US
@perpetualhelp.co.in

ENROLL NOW AND GET

20% OFF

ON COURSE FEE.

'‘NILSIT OL "31vDNd3 OL
“TINS dN OL ‘WHO4ANI OL

HIMOdIWT OL "19VYN3 OL
LINIWLIWWOD JHL V S 1|

3 MONTH
PROGRAMS

Diploma in
Computer Applications

Diploma in
Tally ERP

Diploma in
Hardware & Networking

6 MONTH
PROGRAMS

Diploma in

Desktop Publishing
Diploma in

Web Design & Programming
Diploma in

Digital Studio Technology

EXTERNAL SIGNAGE

PERPETUAL
HELP

COMPUTER TRAINING INSTITUTE

GOVERNMENT RECOGNIZED INITIATIVE

Local
Langauge

transiation

ADDRESS

Neque porro quisquam,
est qui dolorem ipsum quia
dolor sit amet, consectetur,
adipisci velit.

PH: +91.XX.XXXX.XXXX



REJECTED
PROPOSALS

Yes means No!

Here are some identities | have developed
and proposed, but unfortunately, they were
not accepted (mostly for financial reasons).

<BACK TO BASE

JUST BE

A one of a kind vegan cafe in Bengaluru. An interesting cafe

with an interesting menu needed an interesting logo.

)

Q{' L@
% free exp?’

inictha

UJd LI/

your guilt free space

128

i ickha

rudrdeore
Ui U L/

your guilt free space

JB&CO.

A heritage confectionery house upscaled to open a counter at an
international airport and wanted to re-design their logo to reflect
his new stage in their business.

5% & c'\o

/ A\
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FILLY &
COLT

From Shoppz’ng to experience

FILLY& = oy
— COLT

> iR Il

OLT = # &GN

ABOUT THE SHOP DESIGN OBJECTIVE

Filly&Colt, is a neighborhood children The job was to create an identity that
multi-brand apparel store, catering to the invokes as a sense of playful nostalgia.
kids who are hard to please. Building a mnemonic that can be used and

repurposed cleverly within the retail space.

<BACK TO BASE APPLICATION



STATIONARY
o FILLY& G F I I | Y &
n CoLT L —
E = -
(R0 |-9<°
(a)
0 0
o] = o L I
L
p— shoppers visiting the retail store shared S F:;:fﬁ:: ~
great feedback and loved the playful gj 3\(
m nhostalgic logo.
LABELS AND STORE TIMING
PRICE CARDS B—

10:00 am to 9:30 pm

SCOPE OF WORK
WRAPPING SHEETS IN-STORE SIGN

A clever reference of a ‘rocking horse’ was
designed to reflect a meaning of Filly and Colt.
A host of brand assets and collaterals were
created across different applciations and for Location
different site branding purposes. Markers

& www.fillyandcolt.in i

O fillyandcott.iny

fillyandcolt.in’

€9 +91 80 XX XX XXXX
R X 0O X X X

Saddle Up!

N
T
i:\ /:j
r
O
@)
o3|
2
—
L

Location
Markers

BACKLITE SIGNAGE




HAPPY
FLAMINGO

Eventful visualization

ABOUT THIS

Happy Flamingo is an event and wedding
planning company. A group of friends
joined in to build this service.

DESIGN OBJECTIVE

The name and design strategy needed to

invoke a sense celebration and happiness.

The name needed to stand out over the
identity.

<BACK TO BASE

#1 Primary Color #2 Primary Color Reserve color
HF Pink Black HF Cream
c0: m70: y50: kO c0: mO: yO: k100 c0: mO: y50: kO

r243: g113: b108

r0: g0: b0 r255: g245: b155

U
ING
E

assages »
ut the majority have suffered
alteration in some farm, by injected

humour, ar randomised words which
don’t look avan slightly baliavable. If
are going Lo :‘9‘0-& passage of
Ipsum, yol.nead to be sure
ian't anythiny barg
intha middle of

—w=<
>0

(@)

O

3
3

Q v . ) htarnpt tp
Q . i at :
HAPY E eae,
‘eol \ ahdful of
A sen ructures, to

£ @ Lorem Ipsum which looks
able. The generated Lorem
is therafore always free from
of, injected humou

o)

O

S
£

QV
HAPPY

E Happy Flamingo Home 1

DESIGN SOLUTION

§
e
i [ﬁ

A simple yet funky logo element was created Timeline ~ About  Friends s3  Photos  More ~
to express this idea. The visual application _
i . . [ what was your position at Design Head? Status || Photo/Video [l Life Event
for the logo was designed to be captivating
and fluidic.
Worked at Design Head y Shamli Sakhare 2 new photos Jude D'Souza
Hewlett-Packard i 10 others.



I
LOKA

Together for dance

The logo design uses the most basic form and shape
to interpret itself. The wholeness and blockness of the
logo promises a world of opportunities.

LOKA
Studio for

, \\‘

Movement )) / : \ » \
Practices (\ (\

ABOUT THIS

Here is a version that expressses motion,
LOKA is a space to explore Movement and fluidity and expression.
This is the logo descriptor an quitel dance in its myriad forms. Specifically focuses
literally does what it’s supposed to do. on providing training and creating platforms

Just keeping it simple. for discourses on the folk landscape of

southern India.

DESIGN OBJECTIVE N \\%:
» S —~— S
Create a logo that can be self containing V///% %,/\\ -
and visually abstract. Eaily understood and //&\’// %S
_—> =

metaphorical depending on its purpose in

time. The studio has large local following and the

brand had to be accessible to this group. This
design exploration is based on the devanagiri
kannada script.

<BACK TO BASE APPLICATION




LOKA

SITE BRANDING PANELS HANGING BANNER

Contemporary Dance e
Month r
Bharatanatyam g)verowe:keﬁf‘s’)u o
Ml Yakshaga?na Drop-in Sessions &
Exchibitions | ‘ : Dollu Kunitha Hybrid Sessions
Installations I/ Bafey

Tae-kwon-do
Bolly-H ETUS AT Capoeira
LY S olly-Hop b = . .
Workshops Hip-Hop RT Nagar & HSR Calisthenics

Film Screenings J i ; [ Us
Art & Literature &7 @ aerialsilkloka_bir

CALLUS .
+91.636.4010261 +91.636.4010261 +91.636.4010261

loka.co.in \oka.cosin \oka.co.in
(@ namma _\oka
curated by = curated by curated by
VISHWAKIRAN VISHWAKIRAN VISHWAKIRAN
NAMBI-RANCE NAMBI-RANCE NAMBI<BRANCE :IASMH.VF'A;:IEPE
COMPANY COMPANY ;
phirke 4 COMPANY

SOCIAL POSTS
DESIGN SOLUTION

VISHWAKIRAN
The local meaning for LOKA is ‘the world". e ok &
and the visual treatment started from this
idea as a container/embodiment.

through
dance

<BACK TO BASE



HIWTK

India Wants
To Know

1hrough Mutual Interest

ABOUT THIS

India Wants To Know is a Team #9

Media productions initiative. Their mission
is to build the worlds largest curious
community- for people who love to learn
facts, trivia, and stories in a fun way. We
engage audiences through our trademark
#StorytellingQuizzing with interesting
questions, wrong answers, and fun facts in
an inclusive format.

DESIGN OBJECTIVE

The identity needs to be easily
recognizable and pose a question at the
same time; the answer for which can be
as many as the eyes balls viewing it.

<BACK TO BASE

%o gt

THINKING MAN

PUN

THE THINKING PUN

APPLICATION



HIWTK

India Wants
To Know

DESIGN SOLUTION

The logo design uses two parallel ideas. Firstly, the
Thinking Man and the other is a pop culture reference
to trendy news phrase.

WEBSITE

YOUTUBE

TWITTER

INSTAGRAM

FACEBOOK

https://indiawantstoknow.com

https://www.youtube.com/c/IndiaWantsToKnow

https://twitter.com/IWTKQuiz

https://www.instagram.com/IW TKQuiz/

https://www.facebook.com/iwtkquiz/

<BACK TO BASE

YOUTUBE COVER ART

ouT

POST TEMPLATES (SOCIALS)

HKNOW:

India’s national anthem is written
by Rabindranath Tagore (waaat?)
who also wrote the national
anthem for Bangladesh -

‘Amar Shonar Bangla’, and he’s
also supposed to have inspired
Anada Samarakoon to Sri Lanka’s
national anthem. Some believe
that Tagore actually wrote it.

Season.]
Episade.]

India’s national anthem is written
by Rabindranath Tagore (waaat?)
who also wrote the national anthem
or Bangladesh - ‘Amar Shonar
Bangla’, and he’s also
| supposed to have inspired
Anada Samarakoon to

Sri Lanka’s national anthem.
Some believe that Tagore
actually wrote it.

India’s national anthem is
written by Rabindranath Tagore
(waaat?) who also wrote the
national anthem for Bangladesh -
‘Amar Shonar Bangla’, and he’s
also supposed to have inspired
Anada Samarakoon to
Sri Lanka’s national anthem.
Some believe that Tagore
actually wrote it.

Lorem Ipsum dolor st omal, consectaiur o
effciur sod jusio st omet interdum, Mouri

amot lempor liquel, neque avgue ruirum mau
molestie enim odio ul lec.

Oy
N(9W)

Season.]
Episade.]

by Rabindranath Tagore (waaat?)
who also wrote the national
anthem for Bangladesh -
‘Amar Shonar Bangla’, and |
he’s also supposed to have
inspired Anada Samarakoon |
to Sri Lanka’s national
anthem. Some believe that
Tagore actually wrote it.

Larem ipsum dolor sit amet, consectetur adipiscing elit. Ut
sfficitur sed justo sil amel intardum. Mauris sagitts, mauris
sit amet tempor aliquet, nequs augue rutrum mouris,

parititor molestie enim odi

DID RAVI

Season.l
KN owe Episode.7

IS WIFI OUR

\EUNDERMENTAL

INSTA PROFILE PIC

OF
TUNDAY
| KEBABS

Season.l
Episode.4

Season.l
|¢||°Vh Episode.8

Season.l
KNOW: Episode.10

WHO LITERALLY
WROTE THE



I
VNDC

One for the community
y
= = VISHWAKIRAN
= NAMBI<DANCE
ABOUT THIS : COMPANY

Vishwakiran Nambi Dance Company (VNDC) is
a Contemporary Dance Company based out of
Bangalore, India.

DESIGN OBJECTIVE

To create a visual experience that reflects
the essence of the dance practice. Combining
philosophies and art influences that is focused
and abstract at the same time.

<BACK TO BASE APPLICATION



VISHWAKIRAN
NAMBIDANCE

COMPANY

DESIGN SOLUTION

A logo needs a story that reflects

the experience and philosophy of its
protagonist. In this case, the leaf-like
shape is the protagonist and the circle is
the expression of influences.

<BACK TO BASE

MECHANICS>



VISHWAKIRAN
NAMBI DANCE

COMPANY

In contemporary dance, the output/performance
can vary depending on the idea and inspiration
of the piece. Constantly open and continuously
inclusive

The brand’s design strategy reflects this open-
minded, inclusive, and democratic approach.

From simple to abstract;
the Art wins the stage.

<BACK TO BASE

VISHWAKIRAN
NAMBI -DANCE
COMPANY

VISHWAKIRAN

NAMBI-DANCE
COMPANY

CRFATING
R A ey o raehe
MGdt  gee feel
CLRIOSITY

OF LIEE.

'O) ‘0’ (O)

VISHWAKIRAN
NAMBI<DANCE

VISHWAKIRAN
NAMBIBANCE
COMPANY

VISHWAKIRAN
NAMBI-RANCE
COMPANY

APPLICATION



MATTHEWS
INC.

Diversity & Inclusion
Presentation Template

ABOUT THIS PROJECT

Create a Presentation template for the Diversity
and Inclusion program.

DESIGN SCOPE

The client provided just a Brand Guidance
doc with a few design assets. The Scope
was to build a robust presentation
template and a supporting toolkit.

<BACK TO BASE

Title Slide Red

Secondary Slide: One Secondary Slide: One Secondary Slide: One Secondary Slide: Two
Column #1

Secondary Slide:

Secondary Slide:
Alternate One...

Closing: Contact
Detalls

Title Slide White

Column #2

Secondary Slide:
Image + Two Colum... Image + One Column Image + Two Colum...

Secondary Slide:
Call Out

Image Divider Slider

Column Centered

................................

Secondary Slide:

Divider Slider White

Column #1

Secondary Slide:

Color Block + On...

Column: Red BG

i b,

THANK YOU!

Closing: Thank You!

Matthows

Copyright Disclaimer

Secondary Slide: One Secondary Slide: One

Column: Black BG

Divider Slider Black

1_Secondary Slide:
Two Column #2

Secondary Slide:
Color Block + Tw...

Blank Slide

APPLICATION



MATTHEWS
INC.

Diversity & Inclusion
Presentation Template

DELIVERY

The template was built keeping in mind
the non-designer in mind. The objective
was to simplify the process of creating the
communication collateral.

<BACK TO BASE

Color Palette

The D&I Brand Color palette can be
accessed in your PowerPoint
Application with this template. The

brand colors are available to select

from the drop-down color picker. °’ ° p °
[
Theme Colours g
| mOn EEEEEE | SN
|
|
000 ©

DIVERSITY+

o
M INCLUSION

How to work with images in PPT

Clickicot g, Id picture

Insert Picture from File

Click the ‘Image’ icon. « Seloct (Doudle Ciick) the imago
rowss and go 1o the location of + Select ‘Picture Format tab
the image and insert into tha
+ Select the ‘Crop’ bulton to adju
i Select the ‘Crop’ bulton to adjust,

resiza the image scoordingly

© DIVERSITY+
M INCLUSION

The robustness of the layouts, accessibility of
the brand assets, ease of use, and usage toolkit
together boosted the design confidence of the
end-user. May non-designer appreciate the

handiness of the template.

Additionally, the remote template(s) deployment
saved time and energy for global marketing in
disseminating content within the company.

Charts & Graphs

The chart colors can be changes
using the ‘Change Colors’ option. [

Select the Chert/Graph > Select the
‘Chart Desig™’ option from the top menu

at Chart Design

Select the ‘Change
Colours’ icon from the
ribban.

cl Yau can use the Moncchromatic coiour
Colours options from the lis! shared below.

O DIVERSITY+
M INCLUSION

Charts & Graphs

{l] Column

de Show  Review  View
> ¥ Line
) pie

30 SmartArt) Chart

" Models

Click Insort > Chart

Click the chart type and then double-

lick the chart you "

ek e chartyeuwen »istQtr =2nd Q=3 Qtr = 4thQtr
In the worksheet that

apgears, replacs the
placsholder data with your + The default colors that appear in the charts are taken

own information. from the established D&I Color palette.

When youve finishe, ciose + You can customize the chart colors by select the
the werksheet. segments/sections of the chart and manually changing
the color using the Color Fill option.

O DIVERSITY+
M INCLUSION 3

A v

Theme Colours

CUSTOMIZED COLOR PALETTE

The brand color values are coded into
an XML file which is connected to the
Office Theme profile.

Aa Fonts v
Office

Office
Calibri Light
Calibri

Calibri

Calibri
(o1[1:]4]

ASSIGN DEFAULT TYPEFACE

The typeface is hardcoded in the master Slide.
This sets the default typeface as the official
brand typeface.



SGK
|, [od

Branded Presentation
and Office Templates

Q-
Title (OpenSans: ExtraBold,
32pts)

Heading 1 (OpenSans Extrabold: 12 pts)
HEADING 2 (OPENSANS EXTRABOLD: 12 PTS: ALL CAPS)

Presentation Title.

2 Line

NAME OF CLIENT

heading (SubHeading: O

ABOUT THIS PROJECT DESIGN SCOPE How to create charts & graphs :Iow I:o apg:y SGI;coIor swatch How to re-layout for charts & graphs Graphs: Primary Color Palette
'or charts & graphs

Create Templates for the companies new The brief was simple— ‘Create Templates.. = e BEHER

Brand. The templates were developed for MS This was the first time these templates/ B |z |

Office and Keynote applications. collaterals were being created for the — L] um baull bduE b

company and it needed to manage and e

satisfy multiple departments/leadership
demands.

Infographics: Primary Color Palette Graphs: Secondary Color Palette : Graphs: Secondary Color Palette

Y E . G CHART TITLE . '
Q@ © O ' | “
|
il || il I b

Graphs: Secondary Color Palette Graphs: Monochrome Graphs: Monochrome

il 1y 1 M oo I

Q@

<BACK TO BASE MECHANICS>



SGK
INC.

Branded Presentation
and Office Templates

DELIVERY

The templates was created from formulating the
grid structure to building Usage guidelines.

The templates were remotely pushed onto end-user
systems. The research and strategy was developed
keeping this complete exercise in mind.

<BACK TO BASE

The brand template soon became the most
important asset in the Brand Library.

The template deployment initiative saved
time and effort and was much appreciated
by the Global Marketing team.

SGEK
Srand

Presentation Title. 1 Line

NAME OF THE CLIENT Date

Deployment

Deploying Brand Assets

Color Profiles, Templates, Artworks, Iconography,
Imagery, Infographic, Guidelines ﬁ'}}

Brand Assets: Microsoft Office

T @ ©

ji Slide Layouts ) Page Layouts
Font Styles ) Font Styles Font Styles
(1‘ Color Palette/Styles (O Color Palette/Styles O Color Palette/Styles

ations > Microsoft Office 2011 > Offica > Media > Office Themes

Lo
User == User Name > Library > Group Gontginer >- UBFBT345G8.Office > User Content > Thermas == Theme Fonts . Color . Effects

i f*wT 1 l:’ ”r’ﬁj RN
.jI | L r l\_, I‘;/‘t}‘bk:)

n and run atest
e along with the

Identify 7N Deployment

Assets Asset Schedule
Management '

Assign destination paths for
Bran

Disseminate




HOME
DEPOT

Branded
Consultation Current Design

emplate Proposals Ad d ‘t‘ I t

ANALYSIS MEEHG I I o n a e rm s
1. Title Slides T
2. Agenda Slides
3. Transition/Divider Slides

— 4. Body/Secondary Slides

ABOUT THIS PROJECT

Charts & Graphs Slides

o

Infographic Slides

ANIMATION Broad definition for FILE FORMAT Presentation TOOLKIT

A new opportunity from an existing client. The

client’s request needed expertise outside the The deckis saved as pptx

. . e 7 this as a potx
(Powerpoint Presentation), late file) pr’A

existing service portfolio. . R
virtual control on the

(% ; y for 0 e 3 the file as .potx
(Powerpoint Template).
aslide. This adds to the SUppPOIT. This file format would help design.
overall experience of the manage the file usage at
DESIGN SCOPE Design presentation th I user level.
Proposals Less is more, but .potx opens a standard
Improvize the existing brand presentation & e R R nothing is boring. . powerpaint file
w0 the presentatin, [l Ful Colorside. on the slde everytime it's opened.

template and make it more eCommerce-
focused.

content is consumed.

DELIVERY

The existing template needed to be studied e
thoroughly, to understand and wireframe

sulislole soll.ivons, The solution was appreciated by the

A design proposal was created to illustrate Design internal stakeholders and the client.
ideas and suggestions that can improve Pro:osals

the industry friendliness of the deck. Here

is a list of deliverables

The client found the usage toolkit very
L semizic HomebepoL aComm helpful and mentioned that it eased the
learning curve.

+ Modified PowerPoint template, built basis
of the proposal

+ Supporting graphics in .svg and .png
formats

+ Guidance/Usage toolkit Q-

<BACK TO BASE
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J&J
COLDARIN

10 TABLETS

- ] a . . L) ' ) | Il I| '|. (]
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. . [ ‘ [ a - U
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o n: . o . . o g an 396 i
= Diphenhydramine HCI & == Diphenhydramine HCI & = . Lic: No. DD/36
=1 i = = : = © d by: Johnso S0 \
= Caffeine Tablets = = Caffeine Tablets 2 COLDARIN COLDARIN Yt et el
[+’ 0= oc o pal 400080, Ind ¢an OR cod
= n7¢ B3 S ALLIN 1¢ ALLIN 1° orslmer Care: ot Impor
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. » e revised desig eeded to have a e statuto ectio 7 P UF REA ( RILUREN
The design references that were shared had many predefined conditions. It was ona anchor vo 5 1o v - Jesianed to e ORE A PERATUR x
P P /4,
important to understand what did not work before presenting new options. ; Josia o Tote desian discinle to ; er side p or, Lot:, Mfg. Date =
D D 0 [ -
® Trade 0l JO 0 0 0 988
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i 1 {
DELIVERY et a5 hoad & body ACRISWRIIRL i robe, ase
The design phase of the project was Apart from the front of the strip, the Based on the success of this project .'..:. ;“ one ablet every 4 to 6 he ot to exceed
completed in 10 working days. Many boxes statutory on the back was redesigned multi . ' S / wbr el edsests oy
ultiple other adaptations and new or as « a0y a3 Cle
needed to be checked off— from branding as well. A sleek and neat typographic . . U0 not use dren DeI0 als Ot dg
. : package design projects came through ompositio ncoated tablet contz
to legal compliances. approach was applied to clean the to the studio. '.r.l ol P 1.1”.' N :
The design needed to focus on the Ol SREGIS ol e Dip ! drg l' 'I :
demographic literature of Tier2 cities. We Based on the success of this project, 2 ured by: M/s Unique Pharmaceutical Laboratories
used the print behavior of the substrated  multiple other adaptations and new Fiy - ', ; ' /A D ,' YT
to bring in a new visual flavor to play. package design projects came through to Qustna b ; " I'”.‘: 496
The Coldarin brand logo was also JE S g A f. l.. ‘ nson & Johnsg d
revisited and redesigned by changing the B e le“_. " :
typographic treatment, making the brand 0 or Care o T
stand-out and legible. i 8, ol ot ikl
p(@) (] Q
or Impo 0 io COIG
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ABOUT THIS PROJECT

The cliented was introducing a new
premium variant in this category and
was looking for a refreshing design
interpretation.

DESIGN SCOPE

After quick design research, a visual
moodboard was presented; it helped
define the thematic approach for the new

pack. ®
A master layout was to be created N Ig ts

followed by adaptations based on the size - -Q'

" | Cottony Soft Comfort

*

2X Better Coverage® =
For All Round Leakage Protection

<BACK TO BASE




J &J Stc’i);{ggg Nig hts @ =:v===.. 285/-

STAYFREE wensis G0 g @
%

&’ 285/~ St &);Qg e Nig hts ' Net Contents:

: 40N SANITARY PADS

SANITARY PADS E Licensed User of Trademark
’ i ®&TM: Trademark of Johnson & Johnson, US.A

: @ Consumer Care:

: Call toll free 1800 22 8111
i Write o: Johnson & Johnson Pt Ltd, LB.5. Marg,
i Mulund (West), Mumbai-400080

: Email: care@jnjindia.com
i MRPZ 285/ inclusive of all taxes
A i Best before 36 months from MFD.
\, & £ For MFD, Batch Detals & Buy Back Pric, ee beow.

D15

24N298,

-

Stdyfree

e

syb

DELIVERY

;
,
" “aag Cliapg

A new design interpretation of the pack
started with re-visualizing the iconic
butterfly used on the Stayfree packs.

Stayfree Secure
Stayfree Secure
Extra Large

Stayfree Secure

Regular

The project was completed in
14 working days and the client
was happy with the output and
Two options were presented, with a timelines it followed.

vibrant visual storyline. The client shared

his preference and the rest of the layout

was built based on the preference

thematic idea.

2X Better Coverage™ Cottony Soft Cover
For all round leakage protection Supericr comfort through the night

© ©

Odor Control System LeakLock Technology
Keeps you feeling fresh Upto 100% Liquid Locked

secure

For comfortable protection
during regular flow days
For long lasting protection

through the day
For all round night

protection
6121616

012‘!65737‘

For manufacturing address, read the first alphabet of MFD. and see below

©, Manufactured by: Johnson & Johnson Pwt, Ltd., at

D) A2/509-516, GIDC, Sarigam, Dist. Valsad, Gujarat 396 155, India.

K) J.L.NO:124, Banganagar, P:S. & PO: Falta, Kolkata, West Bengal 743 513, India.

V) E-6 Industrial Complex, Maraimalai Nagar, Chengalpattu Dist., Tamil Nadu 603 209, India,
F) B-805 and B-806 Industrial Area, Pathredi, Bhiwadi, Rajasthan 301 707, India.

M) L.B.S. Marg, Mulund (W), Mumbai, Maharashira 400 080, India.

s Stayfree Nights €8

For all round leakage protection

Stc"i)gfggfg Nig hts @ izl -/sg2: S]-q 6|N ggﬁ?(‘yj S

MASTER PACKAGE DESIGN

. il et R, EDOEE “StlyfreeNights @ 2o Xa8) _SIYBIN3Ejipas
StayfreeNights @ === SWBINFJEZIS @ P60 . e . o ¢ e
‘@sn Jo} suopIea -

- Stdyfree .

secure’

+

- %
Sm}iéjﬁf nghts Consumer Care:
« Call Toll Free 1800 22 8111
Write To: Johnson & Johnson Pyt Ltd.
SANITARY PADS | g5 Marg, Mulund (West) Mumbai-400080
Email: care@ijnjindla.com
*mrP T 45/- (inclusive of all taxes)

For MFD. & Batch Details, see below. Best before 36 months from MFD
Buyback price Rs. 12/kg in MH for empty polybag in dry conditions

(=)
=

*

, . Net Contents:
\.., : : Sr:'i);fggg-[ﬂlghts @ * auu:n ‘ms!:r?nznw_runs

= Stayfree .

- & secure

s

Care:

ree 1800 22 811
Write To: Johnson & Johnson Pyt. Ltd.
LBS, Marg, Mulund (West), Mumbai-400080
Email: care@inindia.com

‘urP ¥ 145/- tnclusive of all taxes)
For MFD. & Batch Details, see below:
Best before 36 months from MFD
Buyback price Rs. 12/kg in MH for empty
polybag in dry conditions

24N29S,
Hights

SIYBIN-224/(01S

=
s

24n20s,

BIN 224/

*

i through tho day  Extra Large
£ For all round
I night protection  Securo

Stayfree
Secure

sy

Nights

Cottony Soft Comfort

*
secure

Nights

Cottony Soft Comfort

flow days | Regular

&

il round night
*

Stayfree Nights

night protection | Secure

For all round

ree Nights

o:xummw.clrm' - - : >, by Johnson & Johnson
i A2 0, Saigam, Dk, Vlsad, G
¥

‘secure’
6121616

iy

8 “‘}Uh

0

| P e LI

x Stéiyfree Nights e - o SWBINSSians

©, Menufactred by: Johnson & Johnson Pl Lid., at
A2/505-516, GG, Saigam, Dist Valsad, Gujerat 396 155, Inda

St

StEXf{Fgnghts @ oo RasE SWB!N-sgijQJS‘

#1VARIANT DESIGN #2 VARIANT DESIGN
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JOHNSONS
BUDS

Sentle cleansing
round the ears

ABOUT THIS PROJECT

This job came through after the success of
the Coldarin project. The Johnson’s Buds
brand was moving along two new routes.

+ bring in the old visual style into the new
brand visual style.

+ Changed the base material of the
product.

DESIGN SCOPE

The design process followed the standard
research, mockup, and build strategy.

ntle cleansing

und the ears
<BACK TO BASE

Biodegradable paper sticks

ﬁi

100% Pure cotton tips

Soft and Gentle for use on delicate skin

Designed to clean difficult and delicate areas

Biodegradable paper sticks

ii

100% Pure cotton tips

Soft and Gentle for use on delicate skin

© @

Designed to clean difficult and delicate areas

T

ICONOGRAPHY

While the design followed a strict branding language.
There was this opportunity to design a few benefit icons
for the label.



JOHNSONS
BUDS

gcﬁwvm&x buds’

EAR BUDS

CAUTION: DO NOT INSERT INTO THE
EAR CANAL OR INTO THE NOSE.

@\

o7

KEEP OUT OF REACH OF CHILDREN.

@ Pure and soft Now with

cotton tips paper sticks

Net Quantity : 75 N sticks /150 N swabs

©, MANUFACTURED BY JOHNSON & JOHNSON PVT. LTD.,

at Desai Wadi, Bombay - Ahmedabed Highway, Shirsad Naka,
Usgaon, Post Bhatane, Tal. Vasai, Dist. Palghar, Pin Code -
401303, India.

Licensed User of Trademark.

® Trademark of Johnson & Johnson, USA

Visit us at: hitp://www.johnsonsbaby.in

Consumer Care: Call: Toll Free 1800 22 8111
Write To: Johnson & Johnson Pvt. Ltd.,
L.B.S. Marg, Mulund (West),

Mumbai - 400080, India.

Email: care@jnjindia.com

FOR LOT., PKD.,

MRP T (incl. of all taxes), see label.

IF USING ON EARS, USE
GENTLY TO REMOVE
£~ DIRT FROM THE OUTER
SURFACE OF THE EAR
ONLY. IMPROPER USE
CAN CAUSE INJURY. IF
PROBLEMS OCCUR,
CONSULT A PHYSICIAN.

6126885

NEW MASTER LABEL DESIGN

The project was delivered on
time to hit the production phase.

EAR BUDS

CAUTION: DO NOT INSERT INTO THE EAR CANAL OR INTO THE NOSE.

DELIVERY

PROBLEMS OCCUR, CONSULT A PHYSICIAN.
KEEP OUT OF REACH OF CHILDREN.

IFUSING ON EARS, USE GENTLY TO REMOVE DIRT FROM THE OUTER
SURFACE OF THE EAR ONLY. IMPROPER USE CAN CAUSE INJURY. IF

The new label needed to satisfy a
combination of brand conditions.

Net Quantity: 30 N sticks / 60 N swabs

©, MANUFACTURED BY JOHNSON & JOHNSON PVT. LTD.,

at Desai Wadi, Bombay - Ahmedabed Highway, Shirsad Naka, Usgaon,
Post Bhatane, Tal. Vasai, Dist. Palghar, Pin Code - 401303, India.
Licensed User of Trademark.

® Trademark of Johnson & Johnson, USA

Visit us at: hitp://www.johnsonshaby.in

Consumer Care: Call: Toll Free 1800 22 8111

Write To: Johnson & Johnson Pul. Ltd.,

L.B.S. Marg, Mulund (West), Mumbai - 400080, India.
Email: care@jnjindia.com

FOR LOT., PKD.,

MRP T (incl. of all taxes), see below.

+ The main brand design was
designed to align with the new
regional branding standards.

+ A new set of benefit icons was
designed for the pack.

|"“f68

2L0

820661

NEW LABEL DESIGN
VARIANT #2

<BACK TO BASE

Gentle cleansing
around the ears

geiimwzbudsﬂ EAR BUDS (

CAUTION: DO NOT INSERT INTO THE

. EARCANAL OR INTO THE NOSE.
£ IF USING ON EARS, USE GENTLY TO
REMOVE DIRT FROM THE OUTER
SURFACE OF THE EAR ONLY,
IMPROPER USE GAN CAUSE INJURY.
IF PROBLEMS GOCUR, CONSULT A
PHYSICIAN.

NEW LABEL
DESIGN

VARIANT #3

KEEP OUT OF REACH OF CHILDREN.,

v,

Pure and soft
cotton tips

sdi uonod
Yos pue aing

syons Jaded
Yum moN

30 N sticks
60 N swabs

(NI
8190101215501 1" Bypyyryt

Net Quantity: 15 N sticks /30 N swahs

©, MANUFACTURED BY JOHNSON & JOHNSON PVT, LID.,

at Desal Wadi, Bombay - Ahmedabed Highway, Shirsad Naka, Usgaon,
Past Bhatane, Tal. Vasai, Dist. Palghar, Pin Code - 401303, India
Licensed User of Trademark.

@ Trademark of Johnson & Johnson, USA

Visitus at: hitp/wvewjohnsonsbaby:in

Consumer Care: Call: Toll Free 1800 22 8111

Write To: Johnson & Johnson Pyi. Lid.,

L.B.S. Marg, Mulund (Wes?), Mumbai - 400080, India.

Email: care@jnjindia.com

FORLOT., PKD.,
MRP T fincl of all taxes), sow below.

Now with
paper sticks

15 N sticks
30 N swabs

75 N sticks

ospnq sponmyof

150 N swabs
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ABOUT THIS PROJECT

Standard packaging adaptation
exercise for a range of Mondelez
(India) products. A new graphic
asset had to be created for a new
marketing campaign. This graphic
needed to be added to a range of
labels and artworks.

DESIGN SCOPE

Created a new campaign graphic
and work with the studio to art
direct the adaptations.




I
MONDELEZ

New
Campaign

Graphic

00

DELIVERY

A new graphic asset was created after
a focused research window. It was
important to allow the graphic to be
malleable, so it can be used across a
range of formats and label sizes.

<BACK TO BASE
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Dairy Milk.

lickableg

@ g‘hﬁo
@l p Chunks

T

| cawo
uﬁ’I.IJLN A

)

PROPRIETARY FOOD
Chocolate Substitute Product (Categery 5.1.4) with Oreo
Bits (Category 7.22) and Wheal Crispies (Category 6.3)
ngredients. Sugar. Palm Superclein Oil. Milk Solids
(11%°). Biscuit 10%" (Refined Wheat Flour (Maida).
Sugar. Palmolein, Invert Sugar. Cocoa Solids
Leavening Agents (S00(i), 563(i0). lodised Salt,
Emulsifier (322)). Cocoa Solids. Wheat Crispies 54° G
{Refined Wheat Flour (Maida). Sugar. Starch. lodised hdded Sogars | 413 | 165%
Salt. Cocoa Powider. Palm Kemel Oil Leavening Todfatg | 25| 8%
T L Dol R

‘Agent (1400). Sunflower Seed Oil (High Oleic Acid) *Approximate values
FyiroguaisdVogwabeFot EMuiors Wiz 470, aacammandad DitaryAlowanc requiemen for
Flavours (Natural, Nature Identical, Artificial

average adult per day

FOR SALE IN INDIA ONLY

STORAGE CONDITIONS:

STORE IN A COOL, HYGIENIC AND DRY PLACE
NOT FOR RETAIL SALE

NetWt.: 240 g [12 Units x 20 g Each)

(Caramel and Vanilla) Flavouring Substances).
Allergen information: Cantains Milk, Wheat, Say.
May Cantain Barley.

Dairy Mllk

lickableg

e \O«BEO
3 37 eﬁrﬂmai% Chunks
o e

“PRODUCT QUALITY.
1fyou are not satisfied with the praduct quality,
retain the package & call 1800 22 7080/

email at suggestions@mdlzindia.com/

write to Mumbal address on pack

4274537

Lic. No. 1004022002711

Mid By: Parsans Nutritisnals Private Limited.
Unit- Il - South, Plot No. 320-B/321  Harohall.

‘ g o i ) :A 4 I
i::&";‘iﬁi: o L. TS = Discover,the world of AR
Karnataka,




I
JJ WATERS

ABOUT THIS PROJECT DESIGN SCOPE

JJ Waters is a local mineral water @ b Design a master label and define the new
dispensing company, running its ey graphic assets. Adapt master label design
operations in a targeted market in ' onto other size variants.

south India (Madurai). \F"*

+ 4 size variants (4 labels)
The client needed a new and }

professional look to the label design | TEBICESe T e SIS

with third party brands (4 labels)

S =, S ————



JJ WATERS

HYDRATE YOUR BODY

JJ PACKAGED
DRINKING WATER

ssa
12421032000029
Manufactured by: JJ&CO.
1/202A, Thimmapuram Village,
Kariapatti Taluk,
Virudhunagar- 626106.

Customer Care:
+81 99622 53644

Batch No./ Mfd on/ }See
MRP {incl. of all Taxes)

bottle

BEST BEFORE SIX MONTHS
FROM MANUFACTURE.

KEEP IN COOL DRY PLACE
AWAY FROM DIRECT SUNLIGHT.

Net Quantity: 500mil

HYDRATE YOUR BODY

JJ PACKAGED
DRINKING WATER

INGREDIENTS: Added
Minerals (Magnesium
Sulphate - Omg, Potassium
Bicarbonate- Omg), RO
Purification, UV Treated, GAC
Technology, Ozonisation.

Every 1000 bottles we sell,
we plant 10 saplings.

Total Fat 0g -0
Sodium Omg- 0
Total Carbs Og- 0%
Protein Og

with minerals contact@jjco.in with minerals

= OLD DESIGN

QUARTER #2 QUARTER #4

NUTRITION FACTS
(Typical Values Per 100ml)

Total Fat Og 0%
Sodium  Omg 0%
Total Carbs  Omg 0%
Protein Omg

BOTTLE

1/203A, Thimmapuram Village,
Kariapatti Taluk, Virudhunagar
626106,

SEE

For every
1000 bottles
we sell,

we plant
10 saplings

)

®
PACKAGED
DRINKING
WATER
WITH MINERALS

JJ
15 : 14543 PACKAG

! i DRIN KlNEGD
XY7}
2471032000029 WATER

WITH MINERALS

:]; Wanedacture by IR0,
1, emmapuram Village,
(aragatt Tabsk, Virudhurnagar ®

| JJ

BEST BEFORE SIX MONTHS FROM MANUFACTURE.
KEEP IN CODL DRY PLACE AWAY FROM DIRECT SUNLIGHT,
Net Quantity: 300 ¢z

Batch No./ Mfd on/

MRP (incl. of all Taxes)

B e PACKAGED &
: WATER .
oprrd 170000 k PURIFIED DRINKINE wATER Manufactured by”&cu. F NUTHITI“N FAETS
| 1 :‘fzqan.Iprﬁp\;{ra?hVillage. ; 515 g\{]%rrx[rles (Typical Values Per 100ml)
aiapat Tk Viuchunagar TR Totalfat  0g 0%
Lo - DS 625106, we plant :
I @ | JJ GNESIUM JJ Pt Sodum  Omg 0%

IS : 14543

=

CRATL-XKXXKXK

DRINKING Totalf:arhs Omg 0%
WATER & | omg

DRINKING
WATER
WITH MINERALS

fsai

12421032000028

SOLUTION & RESULT

After a comprehensive market research,

a thematic mood board was presented

to the client. This helped understand the
present design and production boundaries.

The client was excited with the new
design and was confident about the
value of the output.

1193

Two design options were created and then,
fine-tuned to align with print production
limitations.

<BACK TO BASE



SGK
AROUND
THE WORLD

SGK Around the World was an online event
that focuses on bringing the company’s
businesses services to life.

A comprehensive design strategy was
presented to the client for this online event;
defining milestones and action points based on
findings from market research.

Developed and presented the Concept &
Moodboard to the Global Marketing team. The
proposal hosted 3 unique design concepts
with mockups for reference and defined the
various milestones and support systems
required to conduct this online event.

VIDEO SAMPLES

<BACK TO BASE

Event
Prototyping

SCHEDULES & SOCIAL
EVENT FLOW REPOSTS
CONTENT ”

L]
Aesthetics /\ DATA COLLECTION
. Technical
.
.
CONVERSATIONAL ¢ *+, ol ves®

DESIGN

Aesthetics
. e®%%e, .
L]

* COMMUNICATION POST «e REACTIVE
MARKETING

Recreate

Aesthetics

CRISIS MNGT & T
TECHNICAL TECH SUPPORT
Aesthetics CONTENT
What are the graphic assets? Adobe Max Scene/Session transitions

01

02 vie:

03

CONFLUENCE
Thought Leadership from SGK
eaturing from SGK

DIMENSIONS / PERSPECTIVES
Cor ieas from SGK.
nilar from SGK

Framing Assets

REAL TIME REALITY
ay with with SGK
Travel with SGK



https://www.christopherarun.com/projects-6

EVENT BASED
MARKETING

SOCIAL
MARKETING

VIDEO TIMELINE: 30 SEC

CONTENT

The objective was to create sleek and brand-
aligned content that can be produced easily
within a manageable timeframe.

Worked closely with the Global Marketing
team to develop rich social content as part of
the Brand Awareness initiative.

The scope of work for these projects started
from scripting and visualizing the layout,
drawing the storyboard, and finally producing
the video.

Here is an example of the concept &
storyboard that was presented to the client.

This project was delivered within 2
weeks and was posted across various
social channels. Multiple other videos
followed a similar process during a
specified marketing calendar.

VIDEO SAMPLES

<BACK TO BASE

| Transformation starts
' right now,

4 sec 25 sec 30 sec

Introduction to
the topic
+ Title Introductior

+ Speaker Introduction Call-to- Sign-off
+ Video Transcript action SGK

Other Elements: Topic Hero Image, Speaker Profile Photo, Relevant images/video clips, Voice-over, background
music

The total length of the video will be
approx. 30 secs long.

VIDEO

.,

What can

COVID-19 is companies do right
S0 ECT N SR f ¢ now to begin building
building a highly

reshaping how
“. b{ﬁndS engage ] productive
 with consumers. marketing

\ 7 _ ecosystem? _

MARKETING RESILIENGY

Animation: Title text

One that responds [ DISCOVER PLAN UNDERSMAND | ‘ LEVERAGE
::,';:ﬂ};?:iim"ar what is critical to your strategy. the brand impact. | technology.
events? - . your business.

Animation: A quick transitic

1Y . READ OUR INSIGHTS ON
iy - : / MARKETING
' The vi 7 ; RESILIENCY
- pass, but \ Transformation )
‘consumers will starts right now. | scover more articles
remember your Y .
actions today. : q S5 Q K~

o

1B 79979)

text Animation: Image animation followed by the text

and the SGK logo

CONTENT

SCOPE

These are the list of
videos | created for

the Global Marketing
team for International
Women’s Day.

Apart from scripting and drawing out the
storyboard, | had to curate, categorize and
compose a collection of video clips.

It was important to stay calm during the
composition, always making sure to align with
the timeline since this project had a definite
launch sequence.

Breaking
Through

° https;//www.youtube com/watch?v=CTGNNMrkQI8

SOK

Internationa 2020

Women's D

u https//www.youtube com/watch?v=IFYrM8QWPPs

S Q K 0 ‘#BalanceForBe

° https;//www.youtube com/watch?v=UKONw2T5je4


https://www.youtube.com/watch?v=CTGNNMrkQI8
https://www.youtube.com/watch?v=IFYrM8QWPPs
https://www.youtube.com/watch?v=UK0Nw2T5je4
https://www.christopherarun.com/projects-6

VODCAST

SGK OpenMic Storyboard

O

John Dalziel

';! Nina Butt

E- Stephen Marshman
@ Joe Campise

oL

Topic in Discussion

The company introduced podcasts as part of
an internal comms activity. Over time, they
realized that the number of listeners dropped

: Opening Frame 01 Frame 02 Frame 03
down drastically. ‘ A , . . . . . . o .
Opening frame, carries the basic branding for this This frame introduces the speakers for this The questions can projected on this frame
L ) f collateral, Name of the product, a short description podcast.
The objective was to increase the number o and a synopsis of the topic of the podcast along
listeners and shelf life of the collateral. the right of the layout.

Alternately, we can use this layout as the resting
visual for the podcast.

Ieifend, sempar elit a,

AUDIO

We can use John's initial introduction clip along
with a up-beat sound track in the background. The
soundtrack will be used only for a few seconds.

lisid

Nina Butt Stephen Marshman Joe Campise

A measured and manageable solution was
provided to the client. Created a vodcast

(visual-based podcast) collateral with a
minimalistic design and template-based
production format.

Each speaker will have their respective frames, and the jist of the conversation will appear on the right side of the frame.

( Frame 04.a Frame 04.b Frame 04.c
SGK

A simple presentation-based layout was

created to carry visuals and content, Closing Frame 05

and layout templates were created and We shall use the SGK sign-off at the end of the
composition. We can replay the soundtrack in the

shared with the marketing team for future background.

productions.

The number of listerners increased by
10% after every issue. A provision to save
sections of the video for content reposts
was also provided.

VIDEO SAMPLES

<BACK TO BASE
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WOOLS-
WORTH

Promotional content
production

This Frane is
optional. We can

EXPERIENCE include at the

end of the video
to help tran

to the Call-to-
Action Frame

Visualize and build a storyboard for 6second -
promotional videos that will be played on Frame Description Frame Description Frame Description
kiosks inside the Woolsworth (Australia)
retail outlets.

Frame Description
s to The animated 5 The number rea
zer with

inish with th
nelp lead to

quence 10 I e
around the number,

m n

5in a random

Present a storyboard to the client and Art
direct the production studio in producing this
content.

REFERENCES

Neon Style

These videos needed to be visually attractive
and energizing and attract the customer’s
attention as they pass through the shopping
aisles.

v This Frane is
EXPERIM 1 optional. We can
; include at the
end of the video
to help transition
to the Call-to-
Action Frame

These storyboards were created as part
of the pitch exercise. Initially, | worked
on developing the storyboards, and after
winning the project, | created storyboard
templates and thereafter Art Directed the

prOdUCtion team aCCOFdingly. Frame Description Frame Description Frame Description Frame Description Frame Description Frame Description
The frame options with We mo S lik The circular blueberry ) 1 as > Finish with the
r elements m t ead to t

VIDEO SAMPLES

REFERENCES

<BACK TO BASE
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ILLUST-

y
7
o1 e text to ] T
. ' i
Took |
seader. { / y .
multiple times \ “

DIGITAL ILLUSTRATION + TOPICAL ILLUSTRATION

My skills as an illustrator are built upon many years
of ideation and constant practice. From figurative

to impressionistic expressions, | look inward and
construct my drawings from the core of the idea/
inspiration. Enjoying the mindfulness of every stroke.
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https://www.linkedin.com/in/arun-christopher-44a2631b/
https://www.behance.net/christopherarun652f
https://christopherarun.wixsite.com/home



