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Saatchi & Saatchi

Toyota Brand Launch: “Moving Forward” (2004) | YO
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GO NEW PLACES, EXPERIENCE NE

| ROLE:

e Art Director — Concept Development

| BRIEF:
* Brand Design, Tagline (Print/TV/Digital) o amn £ S

| RESULTS:

By 2007, Toyota surpassed Ford to become the
2nd-largest automaker in the US

» US sales increased more than 60% between '04 - & TOYOTA
'07

 Market share: 12.9% (2004) to %16.3% (2007)

« BrandZ top 100 Most Valuable Global Brands raked | | P TOYOTA

L T

MOVING FORWARD »




Saatchi & Saatchi

e
Toyota Brand Launch: “Let’s Go Places” (2004) 32 TOYOTA

\E_]/ Let’s Go Places

| ROLE:

e Art Director — Concept Development

Let’s Go Places
I BRIEF:

e Brand Design, Tagline (Print/TV/Digital)

| RESULTS:

 No Analytic Data Available

D |

Places i #LetsGoPlaces And celebrate when we get there. TOVOTA Places

Let's Go Places




Saatchi & Saatchi BIGGEST ADVANCE IN FRAME

Toyota Tundra Launch (2007 TECHNOLOGY SINCE BOLTS.

INTRODUCING THE ALL-NEW FULL-SIZE TUNDRA. Il would've been wimple fo give
dra & fully bosed frame from stem 1o stern. That's the way some Va-tons ¢o it, But Rundra

1 other trucks. It was engineered from & clean sheet of paper, with no ties to tradition
The result & ¥

new TripleTech™ frame. It uses theoe types of design, materials and construction
of strength, ride Quadity and durabilty.

@ an optimal combinatio

ROLE:
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* Art Director — Concept Development & Design

TRIPLETECH™ FRAME. A frame has three jobs. caery the weight of the components, delver
a smooth rnide. and haul or tow cargo. Do ai three withcut compromise? That's where this
frame excels, thanks 10 its unique design: Fully Ecwed front, a Reinforced C-channel under the
40 and a0 Opan C under the bed, IU's not the senplest way 10 budd & frame, Just snarter,
Find out more at toyota.com

THE TRUCK THAT'S CHANGING IT ALL.

TUNDRA

BRIEF:

e Launch the new 1/2-ton Japanese pickup into a segment
dominated by Ford, Chevrolet, and Dodge (Print/OOH

RESULTS:

HEAT’S ATROUBLEMAKER.
* No Analytic Data Available HERE’S THE BOUNCER.

THE 2010 FULL-SIZE TUNDRA. When you're towing 10,000 5! up an incline that seems to go for days thats
whan you find out what makes a truck sweat. The crivetrain on the svadable 578 V8 Tundra was engineered
10 £e4 ric of excess heal with an Muminum Iransmession, 8 D of Iransmission cookr and » dechcated
engre ol cooler for thase Bmes whan you push the imits Find out more at toyotacom/tundra
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HEAT-RESISTANT. Tuncra won't call quits,
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Saatchi & Saatchi

Toyota Tundra Launch (2007)

| ROLE:

* Art Director — Concept Development & Design

|

I BRIEF: == e (A - V8 POWERED

Multi-Function Full-Size

» Special packaging awareness
e Campaign support to drive traffic to online :15 spots

| RESULTS:

* No Analytic Data Available




Saatchi & Saatchi It's qll —

Toyota Sienna Launch: “Swagger Wagon” (2010) good in the .
parenthood.

| ROLE:

e Art Director

| BRIEF:

The New Sienna Minivan. Daddy Like.

L] n L}
e Special Promotional, POS, Display, Brochures, & e e e e RS
) J J J Y Search Sienna on VWiche shown with options YouTuba and M YouTube 0G0 re Sackmarks “aurince Instite for Mighway Sasty 2010 rating for Sienna, veticle Cass Minkans. toyota.com/sienna
w Facebook and of Google Inc. Facenock is & registennd tracemark of Facebook, Inc. Ratngs are only meaningiué when comparning vericies in the same weight class, 2011
' YouTube ©2010 Toyota Motor Sales, USA. Ino model year tested. For mom detais on 2010 Top Satety Pick Awnnds, see www itis.ong

Asset Generation

@@ TOYOTA  ®rovoma

I RESULTS (Campaign-wide):
 17% increase in sales (120K+ vehicles)
e 2011 carry-over sales increased 5%

e (Viral campaign = 19+M YT views-AdAge)

The New Sienna Minivan. Daddy Like.

Search Senno on
f & Focebook and Yo

toyota.com/sienna




Saatchi & Saatchi

Toyota.com All Model Landing Page (2013)

| ROLE:

e Art Director

| BRIEF:

« Standardize Model Landing Pages

| RESULTS:

* Analytic Data Not Applicable

@ TOYOTA SelectVehicle @  ShoppingTools  Find a Dealer Search Q Owners s

Tacoma2013

T~ e

| Built for action
$17,625 Seagmy (] 1220 st mein

21/25=™ ‘ .‘ .

| Gallery | Tough | Interior | Personalize | Safety

%éze,s“o@
=]=

Lorem ipsum dolor sit amet, Lorem ipsum dolor sit amet, Lorem ipsum dolor sit amet, Lorem ipsum dolor sit amet, The Star Safety System and eight
consectetur adipisicing elit. consectetur adipisicing elit. consectetur adipisicing elit. consectetur adipisicing elit. airbags protect to you.




Saatchi & Saatchi

Toyota Tacoma Brochure (2014)

| ROLE:

e Art Director

| BRIEF:

 Print
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| RESULTS:

* Analytic Data Not Applicable
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Saatchi & Saatchi

toyota.com 3D Asset Generation & Animated Demos

| ROLE:

e Art Director

| BRIEF:

e Develop 3D Exterior/Interior Animated Demos

- Camry

- Rav4

- Corolla

* Avalon

+ Highlander
* 4Runner

* Matrix
* Yaris
* Prius

| RESULTS:

* No Analytic Data Available
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Saatchi & Saatchi
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toyota.com/owners Enterprise Digital Style Guide (2019) g B o e o»
=@ -
| ROLE: <o e =
* Art Director YYEEE e
| BRIEF: zhisisforlarge o =
isplay
 Design Digital Visual Identity Style Guide ey .

This is for secondary
headings

subheadings

s for comparment
headogn

| RESULTS:

* Analytic Data Not Applicable



http://toyota.com/owners

TOYOTA Vehicles v Shopping Tools v Owners v Search Inventory @ ®

Saatchi & Saatchi —

toyota.com/owners Enterprise Digital Platform Redesign (2019)

OWNERS RESOURCES

Amp Up Your
Ownership

Access to all the tools and information for your Toyota—in one place.

| ROLE:

5| ] i i) (©)

Manuals & Recalls & Service

.
* Art Directo o - it
r I r r Watrsnties Service History Audio Multimedia Campaigns Schedule Service Warning Lights

Get Started with My Toyota

| BRIEF:

* Optimize Functionality
* Update Brand Design

i ’
= ‘ A -
You'll be connected 24/7 Receive offers from your preferred dealer Personalize and protect your vehicle -

# toyota.com

Get special parts, service and maintenance offers from As you set out going places, explore a wide range of

aler and receive regional and national Ge ssories designed to protect and

TOYOTA

Learn more >

| RESULTS: -

( Join Now \
~— Select A Vehicle @

* Increased monthly CTRs from 22% to 71%

Learn more about how Toyota makes
ownership easy

Toyota App

‘ Appéto}e ‘ P’ Gooéle Play

SAp UpYour
i

“Accessto all the tools and information for

your Toyota—in one place.
e —

Generate QR Code > Generate QR Code >

»

Clean Assist

Sign In



http://toyota.com/owners

Saatchi & Saatchi

Toyota Additional Campaigns (2001-2020)

| BRAND: | PRINT: | MOTORSPORTS:
* Get the Feeling (2001) « Tacoma e Inaugural Tundra NASCAR Launch &
* Moving Forward (2004) e Tundra Team Introduction
e Let’s Go Places (2012)  RAV4
(B  |Inaugural Camry NASCAR Launch &
. Corolla Team Introduction
BROADCAST: - :
I Camry « Toyota Racing Development Indy
« Retail Sales Event: Toyotathon * 4Runner Racing League
e Full-line ° Highlander
e FosiEas  Sequoia * Toyota Racing Development NHRA
« Tundra (2nd Gen) ’ Ayalon
e Camry ’ Sllen.na
e Toyota Brand: Moving Forward, Let’s Go Places * Mirai
* Highlander
* Motorsports IRL
e Land Cruiser
e FJ Cruiser
| DIGITAL:
* In-market customized ad banners I ENVIRONMENTAL.:

* Toyota Owners Digital platform design & responsive optimizations
* 3D Animated demos
* Post-marketing email campaigns

* National Auto Shows
* Dealerships
» Sports Arenas



oppPo

Great Inc. o0

Oppo International Brand Style Guide (2022)

| ROLE:

 Creative Director S ABAEDNEgY

Lo
Every portrait is a story that deserves to be told.

EXPLORE MORE

| BRIEF:

e Develop International Marketing Guidelines

| RESULTS: ¢ Implamentation Guideines

* Analytic Data Not Applicable

PPPO OFPO Renoé OpPPo OPPO Renoé oPPo
(@
\ % Renob6
N EVERY EMOTION,
\ IN PORTRAIT

Template OPPO Renoé Template OPPO Renoé Template OPPO Renoé
Standard Multi-product Version for Jin

Do

Mind the safe area if you are going to post the digital
posters on Instagram/Facebook Stories.

Don't

Don't overlap the logo and the visual.
Don't put text or Logos 250 px from both
top and bottom of the creative.

oppo



Thank You



