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About me

am an ambitious UI/UX Designer
and have an eye for attention to detail
and am adaptable to multidisciplinary
streams.

| have an understanding & dedication
towards visual communication, user
research, user empathy, wireframing,
prototyping, usability, leading to

user satisfaction.



ITALIAN HOSPITALITY
LUOMO VOGUE ITALIA COLLECTION

My City Movement My City Movement

TRICK OR TREAT, START-UPS / RESTAURANTS
Juice Bar & Cafe
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Domus Academy

In collaboration with LUOMO VOGUE

How L'uomo Vogue can adapt to continue
to engage its audience and what should be the near future?

How L'uomo Vogue can appeal to
inetrnational community?

Keerthana Reddy Nina Grubisic  Zhang Yin

Strategic & market research, concept development,
visual design & communication



L'uomo Vogue is a men’s ltalian
magazine that can be used as a
reference tool and is a window
into the ltalian culture and legacy



Strategic research

STRATEGIC RESEARCH

LUOMO VOGUE DNA
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Male: 20-54 y/o
Social Class:
Upper-middle to Upper

Education;
College degree+high school
diploma

Industry Professionals
Fashionable Businessmen

Male and Female: 18-30 y/o
Social Class:
Uppermiddle to Upper

Education;

College degree+high school
diploma

Currently studying

Qccupation:

Students

Industry Professionals
Fashionable Businessmen

STRATEGIC RESEARCH
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Font Overload
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WHAT DOES LUOMO VOGUE OFFER?
SeaE
LUCMO VOGUE / Prestige

Influence

v
/ Connections
v

Knowledge/Skill

35.000 FASHION STUDENTS

Top 50 Fashion Universities in the world

15% OF GENERAL GRADUATES HAVE
DIFFICULTY IN FINDING JOB

Current unemployment rates vary per country

61% SENIORS HAD INTERNSHIP OR
CO-EXPERIENCE

*Consulted World Bank, US Bureau of Labor Statistics, National Offfice of Statistics, HESA, NACE, news sources, Business of Fashion to find data
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L’UOMO VOGUE EXPERIENCE PROGRAMME
TO APPEAL TO AN INTERNATIONAL COMMUNITY
EDUCATING YOUNG GENERATION

When?

18-28 Millennials
“New Generation”

IDEATION

l WHAT?

WHO?
HOW?
WHEN?

WHERE?

AND THEN

LUOMO VOGUE EXPERIENCE

For university students interested in the
fashion and editorial industry

Intensive 4 week programme

Marketing, advertising, styling, journalism
+ workshop and internship

Staff are mentors and lecturers

L'uome vogue brand ambassadors



IDEATION

WHAT?

WHO?

HOW?

WHEN?

WHERE?

AND THEN

ldeation

PARTNER WITH INTERNATIONAL FASHION UNIVERSITIES

Central Saint
Martins
(London)

A

Istituto Europeo di
Design (IED)

(S0 Paulo)

e e

203 Students 231 Students

“Schools mentioned here are suggestions; there are many options both internationally and within Italy. Information found from Forbes and the Business of Fashion.
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Shenkar College of
Engineering, Design
and Art (Ramat Gan)

A

2946 Students

RMIT University
(Melbourne)

A

379 Students

IDEATION

WHAT?

Millennials

WHO?

HOW?
WHEN?
Digital natives
WHERE?
AND THEN
IDEATION
WHAT?
Career Services
Magazine
E-mail
WHO?

HOW?

?
WHEN:? Millennials &
“New Generation”

WHERE?
Facebook
Instagram

Twitter
AND THEN

Career focused

Upcoming
Generation

O)

Competitive

Global mindset

LPUOMO VOGUE EXPERIENCE

Apply to
Experience

A=

Selection
L'Uomo Vogue

L'Uomo Vogue
Experience

n "
Brand Ambassador

+
Universities’ Exposure



Business model canvas

Key Partners é Key Activities u Value Propositions ﬁ% Customer Relationship s ' Customer Segments
Research Department Events /
Print Production — : U}r]l.ique Itollion g special projects 4 Men 25 - 54 y/o
Photography as lonitsty e an |
Communication — cullure y . . .
Magazine Designers/ Artists
agency. 4 B2B (Advertisements) o
_d Design/photography/
. . content Italian style lovers
Freelance writers Design B A L’'Uomo Vogue Experience k4 ~ |
: i Brand Status Industry
pMoncgs | o
e Ch | 5
Conds Nast Key Resourse el Referelnce annes Nk
A :
Physical: °e | Awareness: generation
Advertisers Offices, print production Events, Social MedioJ
_ Career International
Intelle ctual: Opportunities Purchase: Newsstands,
Freelance photography, content o online subscription,

bookstores 4

photographers
- Human: journalists, Knowledge Delivery:
) hotographers, graphic :
International P gdeI:ignersg P IJ Images and content 4
Universities ...

Cost Structure 0/- Revenue Streams ﬁ

) . . Adbvertisers Events
Fixed cost: salaries, Variable Cost: o
office rent, utilities, photographers, featured
production J artists, events, special projects ‘

Sales and subscriptions L'Uomo Vogue Experience

-

(®Strategyzer®



Luomo Vogue in 2027

Online Platform

Specialized Programmes Professionals in the field give

lectures/teaches a course

® Creafe programmes that are
focused on specific field (i.e.
photography, journalism, etc)

Larger amounts of revenue from
widespread market

Cheaper and intensive Courses
(one week)

® Partner with local businesses
to deepen knowledge base.

o Speciakistions

. Managemen of Fashion an
Leadership Through Sacal Influe
N

§ERRY D Coeson ol Aniecs
e

2021

« Specializations : O ; :
‘ Management of Fashian &

z Lesderabip Through Socia il

529482 Design: Creation of Artfacts

Start PUomo

Larger location
Vogue Experience

More students/interns
more space.

Partner with universities to
create an accredited
programme

Use space year round with
programme expanding into
increased intakes



Italian "
Hospitality
Collection

Domus Academy

In collaboration with Italian Hospitality Collection

(Chain of luxury hotels, resorts & spas)

JOURNEY BEFORE THE JOURNEY

Which solutions, both digital and physical could be adopted by IHC to let its
client share their experiences in order to influence future travellers

Campaign Objective is to simulate a sensorial experience,

that stimulates the user to know more about Italian Hospitality Collection
and even download the IHC app or visit their social media to find out more.

Keerthana Reddy Alice Ridolfi Mansi Burande

Concept development, visual design, research



Brand Analysis

ITALIAN EXPERIENCE

TRADITIONAL HOLIDAY SPOTS IN ITALY
SERVICE PAR EXCELLENCE

LOCATIONS THAT TRIGGER SENSES
ITALIAN CULTURAL EXPERIENCE
WEDDING LOCATIONS

ACTIVITIES

LUXURY

= N [TT]

|

GROTIA, GIUSTI
FONTEVERDE

CHIA LAGUNA

BAGNI DI PISA

Concept
VISIBILITY
Curiosity ’N\A(jﬁsé;%ii
e Social Media
Continuum

Billboard

App Interaction Advertisements

Swot

Emotions

Promoting

Expensive

Lack of Visibility Online

Niche Target Market




Storyboard
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A billboard catches her attention.
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With the app she can see the real iImage. And enter a 3D paradigm (360 video). She explores the app and discovers IHC



Sensorial Experience

Billboard ads

Natural

Fresh Scent Location Sounds

Click /copy and paste the links below on web browser to view
the mock ups of the billboard ads

https://youtu.be/JmKTSW_113k
https://youtu.be/ymgNKGnJ3KU



Location

HIGH END SHOPPING MALLS

Malpensa Airport

ort Leunge




Actual iImage

132,949 views
itaianhospialitycollsction Unvel the beauty, discaver IMC

o stevemccurryofficial
Bairut, Labanon >

F g
\

Kaleldoscopic art advertisements on
soclial media to evoke curiosity and
leading the user to download the app.







Customer experience

Campaign Objective is to simulate a
sensorial experience, that stimulates
the user to know more about Italian
Hospitality Collection and even
download the IHC app or visit their
social media to find out more.
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Pixelated imagery Download app Unveiling the experience Experience Explore app
Digital advertising 3D continuum Locations Social media
Visibility 360 experience Rooms Magazines & newspapers

Geolocation Spa and restaurant Book hotel

Events



- My city movement

Own concept app

Community based app to bring people together to solve
everyday problems of the city and also bring awareness to the
citizens to avoid future problems

Design Ul and UX of the app to attract
users and be a part of ‘My City i s

can do so much

Movement' app to bring change to the T
city L °Y




Main screens
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Main screens




= My city movement

Website promoting ‘My City Movement’ app

Community based app to bring people together to solve
everyday problems of the city and also bring awareness to the
citizens to avoid future problems

Design Ul and UX of the website to give a brief understanding of
the app and promote the viewers to download the app



Main screens
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w Branding & Design : Trick or Treat, Juice Bar & Cafe

w Client : Trick or Treat

m  Project : Freelance

m  Task : Create brand Identity and design all the printables necessary for the restaurant

m Art Director & Graphic Designer : Keerthana Reddy




Printaples




Printables

Trick Or Treat

Do, Baroafe.

Trick Or Treat

ALL TAXES

Trick Or Treat
Br eafe




w Branding & Design © Logos
m  Clients : Banking company / Start up / Baby store / / Restaurant

w  Project : Freelance

m  Task : Design logos as per the identification of the brand/service

m Art Director & Graphic Designer : Keerthana Reddy







Turbulence
Hookah joint / Restaurant
Chennai, India

The shape represents an
imaginable shape of air when in turbulence

Goldman Sachs
Campaign
Bangalore, INDIA & Salt Lake City, USA
To initiate thought processes in people’s
mind to think in innovative ways in order to have more
efficiency in work production.

Outline of a man’s face along with
an imaginable shape of mind with colors notifying
innovative ideas.

Acuner
Manufacturer of accumulators, primary cells
and primary batteries using green energy.
Bangalore, India

Design of a tree (green energy)
that includes the technology icon as branches
(technology).

Teeny Weenies
Start up of a baby store which sells
baby clothes and products
Bangalore

Logo description : This flat logo being a colorful
bubble which babies & kids can relate to.



in fouch

] Linkedin o https://www.linkedin.com/in/keerthana-reddy-a7b43450/

B Sehance © https://www.behance.net/keerthanar?b7b

[ Skype : keerthana259

] “mail © keerthanareddy259@gmail.com

[ Phone @ +91 9886125167

B Address @ JP Nagar, Bengaluru City, India




