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SAVEDROID APP DESIGN

C R Y P T O C U R R E N C I E S  F O R  E V E R Y O N E

The idea: 

Save smaller amounts every now and then and automatically exchange them 

for Bitcoin and other cryptocurrencies. This way, the user can benefit from 

cost-average effect and does not have to worry about the right time to enter 

the market. 

The execution: 

The app gives the user the ability to convert recurring actions into savings 

rules. For example, the user can save a self-selected amount if he has walked a 

certain number of steps per day, if he reaches a predetermined location, every 

time a pre-set celebrity tweets, or every time the sun shines at a certain place. 

These savings events are aggregated and exchanged into cryptocurrencies 

once a day until the user reaches his pre-set savings goal.



SAVEDROID APP UX /UI DESIGN

Please click on the link to see more funktionalities of the app: https://youtu.be/ybU-FW5SR8U

https://youtu.be/Y6pT4pItlHQ
https://youtu.be/ybU-FW5SR8U
https://youtu.be/ybU-FW5SR8U


SAVEDROID APP UX /UI DESIGN

Please click on your preferred store to find out more:

TrumpBit – 

a simplified version 

of the savedroid 

crypto app.

Only tweets about 

Trump trigger the 

exchange for 

cryptocurrencies.

https://youtu.be/Y6pT4pItlHQ
https://youtu.be/Y6pT4pItlHQ
https://youtu.be/ybU-FW5SR8U
https://apps.apple.com/de/app/trumpbit/id1524427518
https://play.google.com/store/apps/details?id=com.trumpbit.app&hl=de&gl=US


SAVEDROID WEBSITE CONCEPT & DESIGN

BitcoinKing – a simple and straight forward web application 

to exchange FIAT currencies for Bitcoin.

www.gobitcoinking.com 

https://youtu.be/Y6pT4pItlHQ


SAVEDROID WEBSITE CONCEPT & DESIGN

SecPay – a Bitcoin payment gateway which allows small- and 

mid-sized businesses to accept Bitcoin a payment method.

www.secpay.io

https://youtu.be/Y6pT4pItlHQ
http://www.secpay.io


PORSCHE DESIGN TIMEPIECES KAMPAGNE

T H E  P O W E R  O F  T H E  I D E A .

A concept for the Porsche Design watch collection - the Timepieces. 

The job: strengthen the brand, support jewelers and bind them to the brand, 

win new customers, bind existing customers and increase sales. 

In addition, the concept had to be adaptable to the most important watch fair –  

the Baselworld. 

With the motto „The power of the idea,“ the campaign is visualizing the parallels 

between watchmaking and sports car manufacturing and is making them perceptible  

and tangible. The visual language of the communication – the „Black and Contrast“ 

imagery – was specially developed for this purpose. It allows the Timepieces to be 

presented in a purist and aesthetic way, uncompromising  and rebellious and at the 

same time. The dark appearance of the images underscores the high-quality look of 

the watches and builds up a certain tension. The watch is the hero and presented in 

the foreground. In the background, the power of the idea is visualized through design 

sketches depicting the world of Porsche and motorsport.

The whole concept is declined through countless media: from analog to digital. 

From ads, catalogs, trade fair appearances and social media to dealer events.



PORSCHE DESIGN TIMEPIECES CATALOGCONZEPT



PORSCHE DESIGN TIMEPIECES PRINT CAMPAIGN



PORSCHE DESIGN BASELWORLD  FAIR DESIGN



CREDIT SUISSE WORLDWIDE INTEGRATED IMAGE CAMPAIGN

T H I N K I N G  N E W  P E R S P E C T I V E S  . . .

... is a claim as well as a promise to Credit Suisse. It is the universal thought which runs 

like a thread through all communication measures.

The large-scale, costly executed, worldwide image campaign addressed the very 

wealthiest target-group of Ultra High Net Worth Individuals. The wide perspectives 

symbolise the overview, the bigger picture. The photographs show familiar situations 

one seems to know. But Credit Suisse sees something different, something new.

In numerous print executions, TV commercials, airport posters and an 

online-campaign, this integrated campaign acquired many new high 

potential clients and won several awards.



CREDIT SUISSE WORLDWIDE INTEGRATED IMAGE CAMPAIGN

To see the case film, please press 

the play button or click on the link

https://youtu.be/x1Gn3mIJqPc

https://youtu.be/x1Gn3mIJqPc
http://www.florianschreiber.com/home/CREDIT_SUISSE_Corporate/Seiten/Corporate_Communication.html
https://youtu.be/x1Gn3mIJqPc
https://youtu.be/x1Gn3mIJqPc


Since 1856, we have focused on bringing new perspectives to our clients. Understanding the 
past, but shaped by the future. Always looking at opportunities and challenges from a different 
point of view. Bringing together new partners to achieve results that can make the difference 
for our clients. Because our sole ambition is to turn your vision into a reality. 
www.credit-suisse.com

Thinking New Perspectives.

�

Some think 
competition.

We think 
partnership.

CREDIT SUISSE WORLDWIDE INTEGRATED IMAGE CAMPAIGN



Since 1856, we have focused on bringing new perspectives to our clients. Understanding the 
past, but shaped by the future. Always looking at opportunities and challenges from a long-term 
point of view. Because we know the future doesn’t just happen. It has to built. 
www.credit-suisse.com

Some think 
two generations.

We think 
succession 
planning.

Thinking New Perspectives.

CREDIT SUISSE WORLDWIDE INTEGRATED IMAGE CAMPAIGN



Thinking New Perspectives.

Some think  
barren.

We think  
source.

We look at things from a different perspective, for the benefit of our clients. 
By building on our experience and expertise globally, we help our clients realize 
fresh opportunities. This has been our mission since 1856. 
www.credit-suisse.com
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Since 1856, we have focused on bringing new perspectives to our clients. Understanding the 
past, but shaped by the future. Always looking at opportunities and challenges from a different 
point of view. Bringing together new partners to achieve results that can make the difference 
for our clients. Because our sole ambition is to turn your vision into a reality. 
www.credit-suisse.com

Thinking New Perspectives.

�

Some think 
competition.

We think 
partnership.

Since 1856, we have focused on bringing new perspectives to our clients. 
It’s a tradition based on analyzing both international markets and individual needs, 
looking for future opportunities – for you. By creating solutions ideally suited 
to your particular goals, even the most remote targets will come within reach.
www.credit-suisse.com

Thinking New Perspectives.

Some think 
privilege.

We think 
customized 
solution.

Since 1856, we have focused on bringing new perspectives to our clients. Understanding the 
past, but shaped by the future. Always looking at opportunities and challenges from a different 
point of view. Providing you with the information you need to give your business a competitive 
edge. After all, our future is based on making the most of yours. 
www.credit-suisse.com

Thinking New Perspectives.

�

Some think 
breakfast.

We think 
research.

Since 1856, we have focused on bringing new perspectives to our clients. Understanding the 
past, but shaped by the future. Always looking at opportunities and challenges from a long-term 
point of view. Because we know the future doesn’t just happen. It has to built. 
www.credit-suisse.com

Some think 
two generations.

We think 
succession 
planning.

Thinking New Perspectives.

Thinking New Perspectives.

Some think  
relaxing moment.

We think  
hard-working
money.

We look at things from a different perspective, for the benefit of our clients. 
By building on our experience and expertise globally, we help our clients realize 
fresh opportunities. This has been our mission since 1856. 
www.credit-suisse.com

At Credit Suisse, we develop integrated solutions - for the benefit of our clients. By building 
on our experience and expertise in Investment Banking, Private Banking and Asset Management, 
we help our clients realize new opportunities. This has been our ambition since 1856.
www.credit-suisse.com

Thinking New Perspectives.

Some think
high-flyer.

We think
successful
business.

Since 1856, we have focused on bringing new perspectives to our clients. 
Understanding the past, but shaped by the future. Always looking at opportunities 
and challenges from a visionary point of view. Considering from the outset 
our clients’ goals. Because our sole ambition is to help maximize their potential. 
www.credit-suisse.com 

Thinking New Perspectives.

Some think  
start-up.

We think 
IPO.

Thinking New Perspectives.

Some think  
old industry.

We think  
new 
opportunity.

We look at things from a different perspective, for the benefit of our clients. 
By building on our experience and expertise globally, we help our clients realize 
fresh opportunities. This has been our mission since 1856. 
www.credit-suisse.com

CREDIT SUISSE WORLDWIDE INTEGRATED IMAGE CAMPAIGN



CREDIT SUISSE CULTURAL SPONSORSHIP



CREDIT SUISSE CULTURAL SPONSORSHIP



CREDIT SUISSE F1 SPONSORSHIP AD

To watch the TVC, 

please press 

play or click the link

https://youtu.be/jp7uUuv1C_g

https://youtu.be/jp7uUuv1C_g
http://www.florianschreiber.com/home/CREDIT_SUISSE_Corporate/Seiten/Corporate_Communication.html
https://youtu.be/jp7uUuv1C_g


CREDIT SUISSE FOOTBALL SPONSORSHIP TVC

To see the TVC, please click on the  

play button or on the link:

https://youtu.be/EoC428YC3pA

For the football sponsorship campaign  

we were able to convince Köbi Kuhn,  

the trainer of the Swiss national team,  

to play an important role in the campaign.

https://youtu.be/EoC428YC3pA
https://youtu.be/EoC428YC3pA
https://youtu.be/EoC428YC3pA
https://youtu.be/EoC428YC3pA


PORSCHE CAMPAIGN

faszinierend funktional Identität 911faszinierend Identität 911faszinierend funktional Identität 911funktional agilfaszinierend agilfaszinierend Identität 911agilIdentität 911faszinierend Identität 911faszinierend agilfaszinierend Identität 911faszinierend 
Dr. Ing.

agil
Dr. Ing.

agil
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alltagstauglich
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agil

Dr. Ing.
agilalltagstauglichagil

Dr. Ing.
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formvollendettraditionsverbundenformvollendettraditionsverbunden

9 1 1 :  P O R S C H E  I D E N T I T Y

There are not many cars, which represent a brand as much as the 911 does. 

And in spite of all the improvements and state-of-the-art electronic 

assistance systems, that will never change. This was the communication 

objective for the catalogue as well as the print ads. 

Because 911 is Porsche and Porsche is 911.



effizient
wild

effizient
wild

effizient

entspanntsouveränentspanntsouveränentspannt
treu

spontan

bissig
treu
bissig

treu

bodenständigspontanbodenständigspontan
TemperamentwildTemperamentwild

entspannt
Temperament

entspanntbissig
Temperament

bissig
bodenständig

Temperament
bodenständig

Temperament
bissig

Temperament
bissig
spontan

bissig

PORSCHE CAMPAIGN

Auf dem Weg in die Zukunft hat er sich verändert.  

Und ist dabei immer eines geblieben: er selbst.  

  

Der neue 911.

Kraftstoffverbrauch (in l/100 km) innerorts XX,X · außerorts X,X · kombiniert XX,X; CO2-Emissionen XXX g/km 

Porsche empfiehlt                             Mehr unter www.porsche.de oder Tel. 01805 356 - 911, Fax - 912 (Festnetzpreis 14 ct/min; Mobilfunkpreise max. 42 ct/min). 
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PORSCHE CAMPAIGN

Das beste Mittel gegen alles Identische?  

Identität.   

  

Der neue 911.

Kraftstoffverbrauch (in l/100 km) innerorts XX,X · außerorts X,X · kombiniert XX,X; CO2-Emissionen XXX g/km 

Porsche empfiehlt                             Mehr unter www.porsche.de oder Tel. 01805 356 - 911, Fax - 912 (Festnetzpreis 14 ct/min; Mobilfunkpreise max42  ct/min). 



unangepasst
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erwachsenPersönlichkeiterwachsen
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Persönlichkeit
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Persönlichkeit
feinsinnig

Persönlichkeit
perfektionistischklarperfektionistischklar

Persönlichkeit

PORSCHE CAMPAIGN

Identitätsfindung in 3 Ziffern. 

  

Der neue 911.

Kraftstoffverbrauch (in l/100 km) innerorts XX,X · außerorts X,X · kombiniert XX,X; CO2-Emissionen XXX g/km 

Porsche empfiehlt                             Mehr unter www.porsche.de oder Tel. 01805 356 - 911, Fax - 912 (Festnetzpreis 14 ct/min; Mobilfunkpreise max. 42 ct/min). 



911 10 Year Anniversary Edition

PORSCHE POSTER



PORSCHE CATALOGUE



PORSCHE CATALOGUE CONCEPT

EngineeringEngineeringEngineeringEngineeringEngineering

Cayman S Black Edition
Power of attraction



8

What is it that makes the 

Cayman S Black Edition so 

 alluring? Firstly, it has a design 

that reveals the car’s true 

colours. Inside and out,  

in every detail it is stylish, 

 unadulterated and irresistible.  

It also offers engine power of 

243 kW (330 hp) – 10 hp  more 

than that of the Cayman S – and 

Concept. 

Why would you explore any 

 direction but your own? A 

 direction that you find more 

compelling than any other.  

There is one thing that will  

draw you to it above all: the 

power of attraction. The new  

Cayman S Black Edition.

a standard specification that 

promises uncompromisingly 

sporty performance. The allure 

of the Cayman S Black Edition is 

intensified by the car’s limited 

edition run, which magnifies its 

power of attraction and sets 

pulses racing exactly where it 

belongs: on the road.

Black has always been synonymous with attraction.

Here’s one reason why. 

The new Cayman S Black Edition.

Fuel consumption in l/100km (mpg) urban 14.1 (20.0)–13.6 (20.8) · extra urban 7.1 (39.8)–6.6 (42.8)  

combined 9.5 (29.7)–9.4 (30.1); CO2 emissions 223–221 g/km 

Here’s one reason why. 
Black has always been synonymous with attraction.Black has always been synonymous with attraction.

Concept 06
Engineering 10
Design 16
Interior 24
Summary 32

Contents

PORSCHE CATALOGUE CONCEPT



HONDA INFLUENCER CAMPAIGN

T H E  N E W  C I V I C  T O U R E R . 
S I Z E  M AT T E R S .

Honda wanted to show to a whole new target group what 

the new Civic Tourer has to offer. Unfortunately there was 

only a rather small budget for a car launch. 

So we came up with the idea of inviting influential bloggers 

to get to know the car and use it creatively and document 

it on their blogs. We collected the very different entries on 

a microsite, which showed how versatile the station wagon 

can be used – always in line with our motto „Size matters“. 

The social media campaign reached more than 800,000 

users, and the Civic Tourer thus opened itself up to a whole 

new audience in a likeable and authentic way.



HONDA INFLUENCER CAMPAIGN



HONDA INFLUENCER CAMPAIGN

Please 

click the link 

to watch the film:

https://www.youtube.com/watch?v=nUVfIWBXJ-0

https://www.youtube.com/watch?v=nUVfIWBXJ-0
https://www.youtube.com/watch?v=nUVfIWBXJ-0
https://www.youtube.com/watch?v=nUVfIWBXJ-0


HONDA SOCIAL MEDIA CAMPAIGN

H O W  M U C H  T Y P E  R  I S  I N  Y O U ?

The Honda Type R is a „race car for the road“ and the roaring proof of Honda‘s sporty 

positioning. The Honda Type R community in Germany is exceptionally committed and 

has a special connection with the brand and the Carline. We wanted to capitalize on 

and stage this enthusiasm and passion for the Type R for the market launch. 

In an entertaining user-generated social media campaign, we succeeded in illustra-

ting the Type R‘s characteristic sound. On a microsite, fans could enter their personal 

„Rrrr“ sound to win tickets to the big WTTC Racing weekend at the Nürburgring. 

The German launch campaign reached more than 560,000 Facebook users and  

captivated both fans and participants with over 150,000 video views.



Please click the link to watch the film:  https://youtu.be/OmMsQSDSGhE

HONDA TEASER FILM

Kontakt  |  Impressum  |  Rechtliche Hinweise  |  Datenschutzhinweise  |  Teilnahmebedingungen

Kraftstoffverbrauch Civic Type R in l/100 km: innerorts 9,8; außerorts 6,3; kombiniert 7,5. CO2-Emission in g/km: 175. 
Energieeffizienzklasse: F (Alle Werte gemessen nach 1999/94/EG.)

Weitere Informationen zum offiziellen Kraftstoffverbrauch und zur offiziellen spezifischen CO2-Emission neuer Personenkraftwagen können dem "Leitfaden über den Kraftstoffverbrauch, die 
CO2-Emissionen und den Stromverbrauch neuer Personenkraftwagen" entnommen werden, der an allen Verkaufsstellen und bei DAT Deutsche Automobil Treuhand GmbH, Hellmuth-Hirth-

Straße 1, 73760 Ostfildern, unentgeltlich erhältlich ist.

   STEHT FÜR RACING.
Wild. Ungezähmt. Mit 310 PS und 270 km/h Spitze. Das ist unser Rennwagen für die Straße. Entdecke 
den neuen Honda Civic Type R. Und erlebe Honda von einer Seite, die direkt aus dem Rennsport kommt. 
Beim Type R sind unsere Racing-Gene in jedem noch so kleinen Detail erkennbar: Vom ausdrucksstarken, 
aerodynamischen Design mit funktionalen Stilmerkmalen bis hin zur Motorisierung. Denn mit dem leis-
tungsstärksten Motor in der 22-jährigen Geschichte des Type R liefert die Generation 2015 im Vergleich 
zu allen Vorgängern der "Type R"-Serie eine bisher unerreichte Leistung – und brach als Entwick-
lungsmodell mit 7 Minuten und 50,63 Sekunden so erst kürzlich den Rundenrekord in der Kategorie „Sch-
nellster Fronttriebler“ auf der Nordschleife. Mehr Nervenkitzel geht nicht. Steig ein und spür es selbst: 
Der Type R ist ab Sommer 2015 im Handel erhältlich. 

Der Kraftstoffverbrauch des Civic Type R beträgt in l/100 km: kombiniert 7,5. CO2-Emission in g/km: 175.

MEHR ERFAHREN

Motor      2.0 VTEC

Max. Leistung    310 PS bei 6500 U/Min

Max. Drehmoment   400 Nm bei 2500 U/Min

Höchstgeschwindigkeit  270 km/h

0-100 km/h     5.7 Sek

So klingt echte Motorsport-Begeisterung! Unzählige Type R-Fans aus ganz Deutschland 
haben bei unserem großen Gewinnspiel mitgemacht und ihre Faszination zu unserem Ren-
nwagen für die Straße ausgedrückt. Die glücklichen Gewinner freuten sich über 2 von 10 
VIP-Tickets für das sofort ausverkaufte ADAC Zurich 24h-Rennen auf dem Nürburgring. 
Was sie dafür tun mussten und wie das ganze aussah, kannst Du hier ansehen.

WIE VIEL TYPE      STECKT IN DIR?

Du willst mehr über unseren Rennwagen für die Straße erfahren? 
Kein Problem. Hier bekommst Du alle wichtigen Infos. 

https://youtu.be/OmMsQSDSGhE
https://youtu.be/OmMsQSDSGhE
https://youtu.be/OmMsQSDSGhE
http://www.typer-gewinnspiel.de


LUFTHANSA EMPLOYEE MAGAZINE

H E AV E N LY:  T H E  N E W  B U S I N E S S  C L A S S  S E AT.

Lufthansa‘s new business class seats came with many new features and can be  

folded out for a completely horizontal sleeping position. So their launch was a  

complex and important event.

Because the rollout was an ongoing process which took place plane by plane,  

we created a in-house magazine in order to keep employees and crews up to date 

with the experiences and functionalities and to make them part of the launch.

150 days of  
flying comfort!

The grace period is over: after 150 days of operat-
ing our new Business Class, we have taken another 
close look at our on-board product and asked our-
selves how it’s being received by passengers 
and of course by Lufthansa employees? What has 
happened since its introduction? And where will 
Business Class go in the future?

Questions and concerns that we have collected 
and answered here. Here’s a sneak peek: in one 
survey, 93% of respondents confirmed that they 
felt very comfortable in Business Class. A result 
we can be proud of.

That’s how the new 
Business Class has 
been greeted

150
days
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BASF INVESTOR RELATIONS CAMPAIGN

A  D I F F E R E N T  V I E W  O N  B U S I N E S S  F I G U R E S .

BASF is a global player that is able to leapfrog the competition in many ways. 

But Ludwigshafen is far away from Wall Street and often not in the relevant  

set of the US-American investors. This is what we attempted to change with  

this campaign.

The ads place the impressive numbers of BASF in the context of easily recognisable 

American topics to illustrate the sheer size of the enterprise for future investors.



BASF INVESTOR RELATIONS CAMPAIGN

With an EBIT like ours, Hollywood could 
produce 32 more sequels of “Titanic”.

With an EBIT of €5.2 billion 

in 2004, BASF lives up to its 

claim of being ”The Chemical 

Company“.  Successful product 

innovations, intelligent cost 

reductions, the ongoing opti- 

mization of our portfolio and 

increased investment in growth 

markets, have also played 

their part in this remarkable 

achievement. 

As the world’s leading  

chemical company, our ex- 

pertise and financial strength 

are capitalized to sustainably 

enhance corporate value in 

global markets. Which is very 

good news for your investment  

in our shares.



With our cost of capital premium,
we could finance 6 missions to Mars.

Last year we not only earned 

our capital costs, but a sub-

stantial premium on top:  € 1.8 

millions. A figure which goes to 

show that as the world’s lea-

ding chemical company we are 

well positioned and that our 

clear, long-range strategy pays 

off. By helping our customers 

be more successful. By forming 

the best team in industry. And 

by sustainably enhancing cor-

porate value. 

That’s how we will continue to 

turn in excellent results – which 

in the final analysis benefit your 

investment too.

BASF INVESTOR RELATIONS CAMPAIGN



US $1 billion – that’s how much 

you’d have to pay for a comple-

te major league baseball team.  

The same amount we save 

each year with our “Verbund” 

network.  It’s one of BASF’s ma-

jor strengths – a unique system 

that uses resources efficiently, 

reduces emissions and waste 

products, and creates cost ad-

vantages via networking. 

For BASF as the world’s lea-

ding chemical company, an 

important contribution to su-

stained profitability and long-

term success.  Every Cent that 

we save with the „Verbund“ will 

be invested just as efficiently 

for the future – which should 

benefit your investment in our 

shares, for a long time to come.

For the money we save with 
our “Verbund” integrated network, 
we could buy 
a major league baseball team.

With our cost of capital premium,
we could finance 6 missions to Mars.

Last year we not only earned 

our capital costs, but a sub-

stantial premium on top:  € 1.8 

millions. A figure which goes to 

show that as the world’s lea-

ding chemical company we are 

well positioned and that our 

clear, long-range strategy pays 

off. By helping our customers 

be more successful. By forming 

the best team in industry. And 

by sustainably enhancing cor-

porate value. 

That’s how we will continue to 

turn in excellent results – which 

in the final analysis benefit your 

investment too.

Over the past ten 
years, our dividend 
has grown faster 
than the economy 
of China.

BASF‘s dividend has grown 

by more than 10% a year on 

average since 1995. In the 

same period, the price of BASF 

shares rose by more than 200%. 

Two clear indications of su-

stainable profitable growth.   

BASF‘s growth has a solid 

foundation: a continuously opti- 

mized business portfolio, effec-

tive cost management, close-to-

the-customer innovations, and  

a strong position growth 

markets. 

So as the world’s leading che-

mical company, „we aim to 

further increase our dividend 

in the future“. Which naturally 

benefits your investment too.

With an EBIT like ours, Hollywood could 
produce 32 more sequels of “Titanic”.

With an EBIT of €5.2 billion 

in 2004, BASF lives up to its 

claim of being ”The Chemical 

Company“.  Successful product 

innovations, intelligent cost 

reductions, the ongoing opti- 

mization of our portfolio and 

increased investment in growth 

markets, have also played 

their part in this remarkable 

achievement. 

As the world’s leading  

chemical company, our ex- 

pertise and financial strength 

are capitalized to sustainably 

enhance corporate value in 

global markets. Which is very 

good news for your investment  

in our shares.

With an EBIT like ours, 
a museum could buy the world’s 
400 most expensive paintings.

With an EBIT of €5.2 billion 

in 2004, BASF lives up to its 

claim of being ”The Chemical 

Company“.  Successful product 

innovations, intelligent cost 

reductions, the ongoing opti- 

mization of our portfolio and 

increased investment in growth 

markets, have also played 

their part in this remarkable 

achievement. 

As the world’s leading  

chemical company, our ex- 

pertise and financial strength 

are capitalized to sustainably 

enhance corporate value in 

global markets. Which is very 

good news for your investment  

in our shares.

If our entire research staff wanted 
to go to the Metropolitan Opera,
it would be sold out twice.

Around the world, BASF relies 

on the talent of more than 7000 

research scientists and tech-

nicians. They’re backed by an  

annual research investment of 

1.2 billion Euros and colla- 

borate with some of the finest 

minds in the chemical industry 

at highly respected univer- 

sities, as well as working  

on innovations directly with 

customers. 

Successful innovations have 

made us the world’s leading 

chemical company. And as 

we explore the very promising 

long-term growth potential  

of nano technology, botani-

cal biotechnology and fuel cell  

energy, we know that every 

Euro we invest in research will 

be worth much, much more to 

your investment in our shares.

BASF INVESTOR RELATIONS CAMPAIGN
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As a travel destination, Japan is mainly known to business travelers, cultural 

tourists and gourmets. But the average European tourist is mainly longing for  

two things: recreation and relaxation.

In order to make Japan accessible to a broader European target group, we  

developed a creative concept, positioning Japan as THE perfect destination,  

where one can relax around the clock.

Together with a travel journalist and a photographer, we developed a fascinating  

tour in Japan, which presented the ideal recreation spot for every hour of the day. 

This was reflected in a unique supplement in some of Europe’s largest daily papers, 

with a large sweepstakes as well as a meticulously designed pan-European website.  

It was further supported with out-of-home measures at airports as well as with  

online banners.

With more than 500,000 page views in only 6 months, more than 30,000 banner 

clicks, more than 27,000 participants in the sweepstakes and an immense jump in the 

number of visitors to Japan, this journey really paid off.

JNTO JAPAN NATIONAL TOURISM ORANISATION TOURISM CAMPAIGN

24h
Japan

Erleben Sie den
perfekten

Tag!



JNTO JAPAN NATIONAL TOURISM ORANISATION CASE FILM

To see the case film, please press  

the play button or click on the link

https://youtu.be/Y6pT4pItlHQ

https://youtu.be/Y6pT4pItlHQ
https://youtu.be/Y6pT4pItlHQ
https://youtu.be/Y6pT4pItlHQ


Please click on the link 

to go to the website. 

http://www.welcome-japan.eu

JNTO JAPAN NATIONAL TOURISM ORANISATION CAMPAIGN SITE

http://www.welcome-japan.euhttp://www.welcome-japan.eu

http://www.welcoe-japan.eu
http://www.welcome-japan.eu
http://www.welcome-japan.eu


Win a dream holiday. Participate now. welcome-japan.eu

24h
Japan

Experience 
the perfect 

day.
Hiking Mt Fuji 

7:00
Enjoying sunset at Miyajima 

19:00

Win a dream holiday. Participate now. welcome-japan.eu

The onsen – slip in and tune out 

17:00
Feast more than just 

your eyes at Dotonburi 

20:00

24h
Japan

Experience 
the perfect 

day.

JNTO JAPAN NATIONAL TOURISM ORANISATION AIRPORT POSTERS



JNTO JAPAN NATIONAL TOURISM ORANISATION NEWSPAPAER SUPPLEMENT

24h
Japan

Erleben Sie den
perfekten 

Tag!
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SUSHI IN TOKIO

 O-Toro!
Ich dachte, ich kenne gutes, auch sehr gutes Sushi: Der Thunfi sch 
schmilzt auf dem Gaumen, das Wasabi kitzelt die Zunge und der mit 
Reisessig vermengte Reis ist weder trocken noch feucht. Die Sojasoße 
verstärkt den Geschmack des Fisches noch ein wenig. Außerdem 
gehe ich lieber zur Sushi-Bar als zum Laufband-Sushi, um dem 
Sushi-Meister bei der frischen Zubereitung zuschauen zu können: 
Wie er das Messer im etwa 30 Grad-Winkel ansetzt, um aus dem 
großen Fischstück ein kleines Stück herauszuschneiden. Dann die 
Finger mit Essigwasser benetzt, damit der vorbereitete Reis nicht an 
ihnen haften bleibt, und den Reis fi ngerfertig in Form bringt. Einen 
Hauch Wasabi darauf gibt und zum Schluss Fisch und Reis vereint. 
Alles schon gesehen und bestaunt.

Aber nach meinem Besuch in Japan werde ich Sushi nie mehr so 
essen können wie früher. Denn ich weiß jetzt, wie perfektes Sushi 
schmeckt. Das beginnt bei den Details. Sushi, bei dem selbst das 
getrocknete Nori-Algenblatt für sich genommen ein Hochgenuss 
ist: Ein wenig knackig, ein wenig salzig, eine Prise Meer. Dazu eine 
Sojasauce, die nicht aus der Fabrik stammt, sondern im Hause 
mit Gewürzen selbst abgeschmeckt wurde, damit sie den Fisch 
begleitet, aber nicht ertränkt. Wasabi, gerne ein wenig mehr, damit 
das Geschmackserlebnis ganz schnell zwischen Fisch und Reis hin 
und her saust. Und natürlich der Fisch. Frisch, groß, zart. Er steht 
im Mittelpunkt. Mal salzig, wie die Rossmakrele. Mal schmelzig wie 
der Meeraal. Und mal vollmundig wie der Lachs – der sich gerade bei 
jungen Sushi-Fans steigender Beliebtheit erfreut. 

Aber wieso nur Fisch? Ein leckeres Stück Krebsfl eisch, bloß nicht zu 
verwechseln mit dem Imitat Surimi, begeistert mit seinen reichen, 
zugleich zurückgenommenen Aromen. Der Seeigel Uni, cremig, 
salziger als Fisch, weniger salzig als Fischrogen. Die frische, weiche 
Jumbo-Garnele. Der salzig-knackige Heringsrogen, der überraschend 
trockene Mantis-Shrimp. Und natürlich ein schönes Stück Tamago, 
dieses leicht süße, im Inneren noch etwas feuchte japanische 

Omelett – wobei die Behauptung, die Güte eines Sushi-Restaurants 
erkenne man an der Qualität des Tamago mit einem scheuen Lächeln 
der Chefi n ins Reich der Mythen verwiesen wird.

Zum Schluss der Höhepunkt, die Thunfi sch-Trilogie: 
Maguro, der typische Thunfi sch, relativ fettarm. Tiefrot liegt er auf 
dem viel zu kleinen Reisbett. Chu-Toro, der mittelfette Thunfi sch, 
schon deutlich heller gefärbt vom Fett, aber ganz zart. 

Und ganz, ganz am Ende – weil man beim Sushi mit den dezenten 
Geschmäckern beginnt und mit den starken Noten endet – der König 
des Thunfi schs: O-Toro, der ganz fette. Respektvoll greife ich mit 
der Hand nach dem O-Toro-Nigiri. Denn ich habe gerade gelernt: 
Vom Holzbrett, das an die traditionelle japanische Holzsandale Geta 
erinnert, kann man Sushi gerne mit der Hand essen. Eine leichte 
Drehung aus dem Handgelenk, damit zuerst der Fisch die Sojasoße 
berührt. Dann in einem Stück in den Mund. Erstaunlich fest, unwider-
stehlich lecker. Oh, dieser Toro.

Wir berichten von: Tsukiji Tama Sushi Harumi-dori 
www.tamasushi.co.jp
Geöff net: 11:00 – 23:00 Uhr

ONSEN-BAD IN YUGAWARA

 Eintauchen,
 aufh eizen,
 abschalten
Wohlige Wärme wandert den Körper hinauf, je tiefer ich in das 
weiche Wasser eintauche. Bis zum Hals sinke ich in das Becken 
hinein, vollständig eingehüllt von circa 40 Grad warmem Heilwasser. 
Nur der Kopf schaut noch heraus, der Blick ruht auf den kleinen 
Bäumen im grünen Garten. Onsen – das klingt viel weicher und 
entspannender als die harte Übersetzung „heiße Quelle“, so als 
wäre auch das Zen des meditativen Zen-Buddhismus im Wort 
enthalten. Als erstes vergessen meine Beine die Anstrengung eines 
bewegten Tages. Danach verlieren die Schultern die Erinnerung an 
die schweren Taschen. Ein bisschen Räkeln, ein leichtes Gleiten 
durch das Wasserbecken, dann nur noch Innehalten und 
spüren, wie der Geist auf Reisen geht. Wie er über Gärten und 
Straßen, Tempel und Schreine schwebt, bis er gänzlich entschwindet. 
Es bleibt: völlige Entspannung.

Bis die erste Schweißperle mich jäh zurückholt. Darum also haben 
die anderen Badegäste ihr kleines Handtuch zusammengefaltet 
auf die Stirn gelegt. Nach rund fünfzehn Minuten ist mein Körper 
durchhitzt, ich entsteige dem Bad, setze mich zum Abkühlen in die 
kleine grüne Oase. Zeit, die Umgebung wirken zu lassen: Vorne der 
Vorraum, die Reihe mit den Wasserhähnen, Handbrausen, Shampoos 

und Duschgels, wo sich alle Gäste gründlich auf 
kleinen Schemeln waschen. Denn ungewa-

schen oder mit Shampooresten im Haar 
darf niemand ins heiße Nass der Quelle 

eintauchen (Auch sollte man wissen, dass Tattoos hier, wie in den 
meisten Onsen, nicht erlaubt sind.).

Aber nun zurück ins heiße Wasser, das so herrlich die Zeit vergessen 
lässt. Dabei gerät fast in den Hintergrund, dass das Onsenbad nicht 
nur dem Geist Gutes tut, sondern auch dem Körper: Die Durch-
blutung wird angeregt, Muskelverspannungen lösen sich. 
Je nach Beschaff enheit des heißen Quellwassers tief aus der Erde, 
das meist noch erst auf verträgliche Temperatur abgekühlt werden 
muss, kann das Bad auch gegen Arthritis, Hautkrankheiten oder 
Bluthochdruck helfen. Und obwohl es mir langsam wieder zu heiß 
wird im Wasser, habe ich bereits entschieden: Ich will noch viele 
weitere Onsen in Japan besuchen. Schließlich ist das Land übersäht 
von den vulkanischen Thermalquellen, gibt es große und ganz 
kleine Becken, moderne und rustikale, designte und naturnahe, nach 
Kräutern oder nach Erde duftende, eisengoldene und kristallklare, nach 
Geschlechtern getrennte und gemischte, private und öff entliche, 
heiße und weniger heiße. Als ich entspannt nach dem Bad in den 
bequemen Yukata – eine Art einfacher Baumwoll-Kimono – schlüpfe, 
freue ich mich schon auf das magische nächste Mal: Wenn ich nach 
einem spannenden Tag in das Entspannungsbad gleite.

Wir berichten von: Yugawara Onsen Seiransou
www.seiransou.co.jp

Galerie der feinen Geschmäcker: Ganz links der O-Toro, der fetteste Thunfi sch. Daneben der mittelfette Chu-Toro.

Der Sushi-Meister bei der Zubereitung.Tief aus der Erde sprudelt das heiße Thermalwasser an die Oberfl äche – und bietet im randvollen Becken Entspannung für Körper und Seele.

Dieses lehmig-goldene Onsen-Wasser sorgt für angenehm weiche Haut.

17:00
Im Onsen, dieser 

japanischen Art des Spa, 
taucht der Besucher bis 

zum Hals ein ins heiße 
Thermalwasser.

18:00
Erst in Japan erlebt 
man die Feinheiten, 

die perfektes Sushi von 
sehr gutem Sushi 

unterscheiden.
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Merck Millipore is a division of

There is more to safety 
than meets the eye.
BioMonitoring by 
Merck Millipore.
BioMonitoring is about more than innovative microbiology  
testing methods. At Merck Millipore we also provide regulatory 
expertise, comprehensive service – and trust. For that one 
result which is invaluable: safe products. That’s how we define 
new standards in safety. Test for the best at 
www.merckmillipore.com/biomonitoring

Merck Millipore is a division of

new standards in safety. Test for the best at 
www.merckmillipore.com/biomonitoringwww.merckmillipore.com/biomonitoring

MERCK MILLIPORE B2B CAMPAIGN

M O R E  T H A N  M E E T S  T H E  E Y E .

BioMonitoring: compulsory and voluntary at the same time for all food and  

beverage processing plants, cosmetics manufacturers and pharmaceutical  

companies.

The customer briefed a campaign that on the one hand positioned Merck Millipore 

as THE reliable partner with comprehensive service, but also dramatizes the ease  

of use of the test methods.

The result was this emotional campaign for a complex topic that communicates  

subliminally: BioMonitoring with Merck Millipore is a piece of cake.



There is more to safety 
than meets the eye.
BioMonitoring by 
Merck Millipore.
BioMonitoring is about more than top-quality microbiology 
testing solutions. It’s a comprehensive approach: we’re also 
providing regulatory expertise, substantial service – and trust. 
This is vital for the highly regulated cosmetical industry. For that 
one invaluable result: the safety of your products. 
www.merckmillipore.com/biomonitoring

Merck Millipore is a division of Merck Millipore is a division of

There is more to safety 
than meets the eye.
BioMonitoring by 
Merck Millipore.
BioMonitoring is about more than state-of-the-art microbiology 
testing solutions. It’s a comprehensive approach providing
regulatory expertise, comprehensive service – and trust. These
are crucial factors for the beverage industry and municipal water 
suppliers to get that one invaluable result: safe products. 
www.merckmillipore.com/biomonitoring

There is more to safety 
than meets the eye.
BioMonitoring by 
Merck Millipore.

Merck Millipore is a division of

BioMonitoring is about more than top-quality microbiology 
testing solutions. It’s a comprehensive approach: we’re also 
providing regulatory expertise, substantial service – and trust. 
This is vital for the highly regulated pharmaceutical industry. For 
that one invaluable result: the safety of your products. 
www.merckmillipore.com/biomonitoring

Merck Millipore is a division of

There is more to safety 
than meets the eye.
BioMonitoring by 
Merck Millipore.
BioMonitoring is about more than innovative microbiology 
testing solutions. It’s a comprehensive approach providing regu-
latory expertise, comprehensive service, and trust. Our solutions 
help identify unvantedcontaminants in food quickly and reliably 
to produce that. For that one invaluable result: safe products. 
www.merckmillipore.com/biomonitoring

MERCK MILLIPORE B2B CAMPAIGN



NESCAFÉ TVC

Please click the link to watch the TV commercial:

https://youtu.be/fx5pQ7Okrao

In terms of taste, instant coffee can hardly 

be distinguished from its freshly brewed 

counterpart. Only the non-existent scent 

exposes the „fake“. But thanks to state-

of-the-art technologies, the new Nescafé 

now also smells deliciously like freshly 

brewed coffee. This was amusingly  

communicated through late night 

talkmaster Harald Schmidt.

https://youtu.be/6B9XcQLWEzY
https://youtu.be/fx5pQ7Okrao
https://youtu.be/6B9XcQLWEzY
https://youtu.be/fx5pQ7Okrao


NESCAFÉ TVC

Please click the link to see the TV commercial:

https://youtu.be/k1RCnmo3Ei0

An incorruptible proof of quality 

for a good cappuccino is the milk foam.  

To show that Nescafé Cappuccino‘s foam 

is particularly rich, we invented the „coo-

kie test“, and Rudolf Mosammer is about 

to show us how it‘s done.

https://youtu.be/k1RCnmo3Ei0
https://youtu.be/k1RCnmo3Ei0
https://youtu.be/CsusRqBLc5c
https://youtu.be/k1RCnmo3Ei0


Credit Suisse // Deutsche Bank // Dresdner Bank // Mastercard // savedroid // Advanced Bitcoin Technologies
accenture // PwC // Deloitte
Honda // Porsche // Opel
JNTO // Lufthansa // Cunard // Thomas Cook
MAFF // Nissin // Barilla // Danone // Nescafé // Nesquik // Caro // Holsten
Panasonic //Hitachi // Intel // Microsoft // LG
BASF // Merck // Lohmann & Rauscher
Trevira // Vaillant // FAG Kugelfischer // Pohlschröder // Siedle // Roto
Camel // Deutscher Wein
RWE
Porsche Design

CLIENTS

Finance   
Consulting

Automotive   
Transport & Travel   
Food & Beverages   
Technology

Pharmaceutials

Industry  
Drinks & Tobacco 
Energy

Lifestyle   



2012   
2009   
2008   
2008   
2006   
2006   
2006   
2006   
2006   
2006   
2006   
2006   
2006   
2005   
2005   
2005   
2004   
2004   
2004   
2004   
2004   
1995   
1994   

Bronze, DDP, Integrated & Direct, Lufthansa, Welcome to the Spray
Nominee, Designpreis der Bundesrepublik Deutschland, Credit Suisse
International Sponsoring Award, Credit Suisse, Campaign for the EM 2008
Finalist, AME Awards, Credit Suisse „Thinking New Perspectives“ Campaign
Shortlist TV, ECON, Nescafé Cappuccino „Kekstest“ 
Shortlist TV, Comprix, BRK „Traffic Light“
Award of Excellence in Communication Arts Photography, Credit Suisse 
Grand Prix, Best Poster, EFMA, Credit Suisse „Fishing“ 
Shortlist, MIDAS Awards, Credit Suisse Youth Advancement
Finalist MIDAS Awards, Credit Suisse, New Perspectives Campaign 
Silver MIDAS Awards, Best Photography, Credit Suisse, New Perspectives Campaign 
Finalist New York Festival, Credit Suisse, New Perspectives Campaign 
Finalist Golden Award of Montreux, Credit Suisse, New Perspectives Campaign 
Shortlist, LIAA, Nesquik „Hummel“ 
Shortlist, The Globals 2005, DTC TV Advertisment, BRK „Traffic Light“ 
Shortlist, The Globals 2005, Consumer TV Announcement, BRK „Traffic Light“ 
Finalist, GWA EFFIE, Nescafé Klasse Kaffee 
Finalist, FAB 2004, Nestlé „Espresso Mashine“ TVC 
Shortlist, 16. Golden Award von Montreux, Nescafé Classic „Lift“
TV-Spot of the year, ECON, Nescafé Classic „Lift“
Nominee, VDW 2004, Nescafé Classic „Lift“
Merit, ADC Deutschland, Self-portrayal Rempen & Partner
Merit ADC Deutschland, Juniortalent of the year

AWARDS



T +49 69 17428692
M +49 151 11860552

mail@florianschreiber.com
www.florianschreiber.com

Florian Schreiber
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60385 Frankfurt
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