DARIA PETRILLO

Art Director & Brand Consultant

www.dariapetrillo.com
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SELECTED WORKS

Currently a Senior Art Director at FSC, Daria brings over two decades of diverse
experience across both B2B and B2C industries. Prior to joining FSC, she
worked as a freelance creative for Oliver for one year, where she honed her
skills collaborating on dynamic brand projects. Before that, Daria spent over
eight years as the Creative Director of her own company, where she pushed the
boundaries of creativity, mastering disciplines such as photography, filmmaking,
motion graphics, and illustration.

Herversatile careerhas seen hercollaborate with startups andlarge corporations
alike, leading brand and communication strategies that deliver impactful results.
Daria’s passion for innovation and her ability to adapt to any creative challenge
have made her a sought-after leader in the industry.
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UP PECKHAM IS A COMMUNITY
GOOD FUND DESIGNED TO
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UP! PECKHAM

ROLES
ART DIRECTOR / BRAND DESIGN /

MORE ABOUT THE PROJECT

As Senior Art Director at FSC, | developed the branding and
merchandising for Up Peckham, a Community Good Fund focused
on strengthening social cohesion in Peckham (SE15). This involved
crafting a vibrant, cohesive brand identity and designing a range

of products, from apparel to beverages, that reflect local pride.
Every purchase supports community-driven projects, with all profits
reinvested into local initiatives. The challenge was to authentically
represent Peckham’s diversity, balance social impact with
commercial appeal, and establish trust within the community.

UK/ LONDON
CREATED AT FSC
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CHANGE PLEASE

A CUP OF COFFEe CAN CHANGE
SOMEONE ELSE'S LIFE FOR THE BETTER.
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CAHNGE PLEASE

Premium quality and taste

—, Welcome to a community
of the like-minded

Positive and authentic
storytelling at a local level

Challenge the status quo
and change lives
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CHANGE PLEASE

ROLES

ART DIRECTOR / BRAND ReESTYLING /
DESIGN / PITCH PROPOUSAL

MORE ABOUT THE PROJECT

Change Please is a transformative social enterprise dedicated to
combating homelessness through the power of coffee. At FSC, we
were tasked with bringing the functional and emotional elements of
the Change Please brand to life in one central communication idea.
In just two weeks, we crafted a pitch with a comprehensive brand
strategy and graphic proposal, centered around the deep meaning
embedded in their logo. Drawing inspiration from hobo signs,

our proposal highlighted the fusion of two powerful messages:
“Employment First” and “Seize the Opportunity, but it takes hard

work.”

UK/ LONDON
CREATED AT FSC
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MATERIAL ASSEMBLE

ROLES

ART DIRECTOR / BRANDING / MOTION &
WeB DeSIGN

MORE ABOUT THE PROJECT

| developed the brand identity and website for Materials Assemble, a
consultancy specializinginmaterials sourcing, bespoke manufacturing,
and construction solutions. She crafted a sophisticated and modern
brand identity that reflects the company's expertise in innovative
materials and manufacturing processes. The new website design
enhances user experience, showcasing the firm’'s ability to deliver
cutting-edge solutions for constructing unique spaces. Thisrevitalized
brand presence positions Materials Assemble as a leader in their field,
resonating with clients seeking expert insights and tailored solutions.

UK/ LONDON
SOLO PROJECT
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FUTURE
STRATEGY
CLUB

-ReSH BRAND LOOK AND FEEL FOR FSC,
AN INDEPENDENT CREATIVE AGENCY
NESTLED IN PECKHAM
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FUTURE STRATEGY CLUB

With our 500+ members selected from
the UK’s best creative talent, we deliver
a truly full service agency experience
without the unnecessary costs and

sell of large group agencies.

www.futurestrategy.club

Qv

@ Liked by falsesummitclub and others
f_strategyclub BIG NEWS ! {& It's finally here:

We're excited to announce that FSC is... more

View all 7 comments

morganmunroeofficial ¢ % ¢
5 September 2022

A QA B & O

We deliver growth for our clients via:

Transformation Programmes;
Comms & Social Strategies; .
Global 360 Campaigns;
World-leading Websites;

Brand Communities; '
TV Ads

FUTURE
STRATEGY CLUB

ROLES

IN-HOUSE SENIOR ART DIRECTOR
/ BRAND RESTILING AND BRAND
AMBASSADOR FOR FSC AND CIC

MORE ABOUT THE PROJECT

In my capacity as Senior Art Director at Future Strategy Club (FSC), I've
been fortunate to play a part in shaping our evolving creative identity
alongside a vibrant team. FSC distinguishes itself with a distinctive
approach, leveraging the collective talents of over 400 passionate
members to offer unparalleled services, challenging the conventions

of the traditional agency model.

My role involves leading creative endeavors from ideation to fruition,
steering our team towards inventive solutions that inspire and exceed

expectations.

UK/ LONDON
INHOUSE SENIOR ART DIRECTOR



FUTURE STRATEGY CLUB

THE GEN Z

BLUEPRINT

: Building a Workforce that Thrives
Innovation and Inclusjon !

Q1i-2024

TABLE OF
CONTENTS

[e——

S, s

e 1 B g R

Thena Fap Enkuawers b Lisghorers

l‘ '
1]'48)
tXPANSIVE ANL
; Ty
) IRAN £ !
AMED
Lji:|
R
L
RE PRE r
AND ARC
TR
{0
i
BE i
i N A
*
' I

e
i chrichogical peowa
3 | el i,

pn's workplace inclinations,
ant to acknowledge and
d that there are further
bnal divisions that fall under
umbrella of Gen Z.

L ALPHAS

[T

ZOOMERS

VS BOOMERS:
PERCEPTIONS AND
MISCONCEPTIONS
OF GEN Z

Gen Z, or the ‘Zoomers’ as they
are colloquially known, often find

the s cast in the vast, overarching
shadows of their predecessors —
particularly the Baby Boomers.
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BOTTI RACING CLUB

ROLES

ART DIRECTOR / BRAND STRATEGY &
VISUAL IDENTITIES / PRINT PROMOTION

MacBook

MORE ABOUT THE PROJECT

| had the pleasure of working with a luxury brand that speaks to a rich
history of professional horse training. The Botti family’s passion for
thoroughbred racing dates back to 1950, and their legacy is nothing
short of unforgettable in the world of horse racing.

With a focus on experience, connection, and luxury, | was tasked
with creating a new brand that would embody the Botti Racing Club.
Inspired by their motto, “Victory comes from experience,” | crafted a
brand identity that captures the essence of the family's rich tradition
b S > of horsemanship. By highlighting the strong bond between trainer and
DS AUTOMOBILES S stallion, | aimed to showcase the family’'s commitment, passion, and

TEC Hu EEE TAH Position 6 . . . . .
unparalleled experience in raising true champions.

FRANCE / CHANTILLY
SOLO PROJECT
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Design in real time
with your teams,

from anywhere.

With just alaptop and an internet connection
you can accelerats Ideas from canception to
production, anywhere in the world,

Join the worlds
largest design studio

Now everyone
can make
anything

from anywhere.

WIKIFACTORY

ROLES

ART DIRECTION / BRANDING VIDEO AND
CONTENT FOR SOCIAL CAMPAING

MORE ABOUT THE PROJECT

At Wikifactory, | spearheaded the brand positioning and video
promotion campaign for the 3D printing platform. Working closely
with the PR and management teams, we developed targeted content
to highlight the platform’s unique features and innovations. |
focused on creating engaging posts and promotional videos tailored
to our audience, utilizing key social media platforms to build

visibility and drive user engagement.

The campaign was highly efficient, achieving a 35% increase in user
sign-ups and a 50% boost in social media engagement within the
first two months, demonstrating strong resonance with our target
audience.

UK/ LONDON
CREATED FOR WIKIFACTORY
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With
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laptop...




BABEL DE B

ALCHEMIE OF TUNISIAN FLAVOUR




Dabelsh

Alchemie of Tunisian Flavours
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BABEL DE B

ROLES

ART DIRECTOR / BRAND STRATEGY / BRAND
RESTYLING / DESIGN / WEB DESIGN

MORE ABOUT THE PROJECT

As a Art Director for BabeldeB, | had the exciting opportunity to
work on a project that redefined Tunisian cuisine. The concept of
“Alchemie of Tunisian Flavour” was born out of the idea that Babel
has a dual identity - vibrant and full of life during the day, yet

mysterious and magical at night.

Drawing inspiration from ancient royal seals, we created a symbol
that represents blessings and good luck. With a focus on the artistry
of the chef behind Nafas, we explored the fascinating distillation

of essences and the use of refined spices to create unique,
unforgettable flavors. Through a strategic approach and deep
understanding of the brand’s identity, we crafted a compelling brand
story that captures the essence of BabeldeB and sets it apart in the

competitive culinary industry.

UK/ LONDON
SOLO PROJECT









WONDER COOKIES

COOKIES FACTORY BRAND IDENTITY
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Be happy, bake cookies
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Necesitas un pedido personalizado

WONDER COOKIES

ROLES

ART DIRECTOR / BRAND STRATEGY &
VISUAL IDENTITY / PRINT AND DIGITAL
PROMOTION

MORE ABOUT THE PROJECT

Enter Wonder Cookies, the phenomenal cookie factory hailing from
the vibrant city of Barcelona, Spain. Headed by the audacious Bettina
Montagne, known for herrole as ajudge onthe popular “Bake Off Spain”
TV program and as a teacher at the esteemed Espaisucre school.

The challenge was to create a visual identity that was bold and
explosive, reminiscent of the iconic pop art style that originated in
the United States. As the liaison between the agency and the client, |
was tasked with identifying the uniqgue needs of this budding cookie
factory and translating them into a dynamic brand identity. This
involved developing a striking logo, a carefully curated color palette,
and unforgettable brand characters that were incorporated into every
aspect of the business, from the packaging and uniforms to the
captivating window displays.

SPAIN / BARCELONA
SOLO PROJECT - CREATED AT ADDAVIA
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DANCE CULTURAL ENTITY
BRAND IDENTITY
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7,8 i... DANSA

ROLES

ART DIRECTOR / BRAND STRATEGY / BRAND
DESIGN / PRINT PROMOTION / PHOTOGRAPRY /
VIDEO SHOOTING AND SOCIAL CONTENT

MORBRE: ABO UJnS-EMEuRtRzQ JrEiQ/-Eledicated to organizing top-tier

events in classical and contemporary dance. As a seasoned expert in
entertainment events and promotion, | had the honor of collaborating
with some of the greatest international stars of Spain and renowned
dance companies from around the world. From Het Nationale Ballet
to the Royal Ballet of Flanders, from the Compania Nacional de Dansa
d'Espanya to the National Ballet of Portugal, and from the Peridance
Contemporary Dance Company of New York, our events attract some
of the most talented and dynamic dancers of our time. Together, we
bring the beauty, passion, and creativity of dance to the stunning
island of Menorca, creating a uniqgue and unforgettable experience for
audiences and performers alike.

SPAIN / MENORCA & MALLORCA SEE VIDEO
CREATED AT ADDAVIA IN A TEAM OF TWO







SES BRUIXES

JARDI| DE SES BRUIXES BRAND
COLLECTION - BOUTIQUE HOTELS,
RESTAURANT & SPA




SES BRUIXES
LUXURY & HOSPITALITY
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SES BRUIXES SES BRUIXES

BOUTIQUE HOTEL BOUTIQUE HOTEL




SES BRUIXES

ROLES

ART DIRECTOR / BRAND STRATEGY /
BSRAND ReSTYLING / DESIGN / PRINT &
DIGITAL PROMOTION / PHOTOGRAPHY /
VIDEO PROMOTION

MORE ABOUT THE PROJECT

| had the pleasure of working as a branding consultant for a
prestigious Boutique Hotel in the Balearic Islands. The challenge
was to unify their range of brands under a cohesive parent brand.
After a thorough analysis and strategic planning, | created the
‘Jardi de Ses Bruixes Collection” brand that represented the unique
strengths of each sub-brand while maintaining the overall coherence
of the parent brand. The spa, restaurant, and satellite hotels were all
included under the Collection, resulting in a powerful and intelligent
brand strategy that highlights the hotel's exceptional services and
luxurious offerings.

SPAIN / MENORCA
CREATED AT ADDAVIA
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ILLA ILLA
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ILLA SPA

ROLES

ART DIRECTOR / BRAND STRATEGY / BRAND
DESIGN / PRINT PROMOTION / PHOTOGRAPRY /
VIDEO SHOOTING AND SOCIAL CONTENT

SPAIN / MENORCA
CREATED AT ADDAVIA IN A TEAM OF TWO
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ILLUSTRATION
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DARIA PETRILLO

+44 (0) 7883537401- daria.petrillo@gmail.com ART DIRECTOR &
www.dariapetrillo.com (Coming soon) BRAND CONSULTANT






