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| AM
CREATIVE EDGE _

With over 14 years of rich experience in the private
and public sectors of the creative and marketing
realms, | proudly serve as a Senior Freelance Creative
Director. My journey has been marked by the
successful development and implementation of
world-class destination and public sector brands
across the Middle East and Europe.

Notably, some of my proudest achievements include
orand identities that have garnered approval from
distinguished figures in the Middle Eastern and
Furopean markets.

My passion lies in pushing creative poundaries anad
crafting brand experiences that resonate deeply with
audiences. Thiscommitment makes me a trusted
leader in the ever-evolving world of branding and
mMarketing.




ACHIEVEMENTS
JOURNEY

My journey in the realm of brand and marketing has been marked by a trail of achievements and accolades. Several of
My INNnovative marketing ideas and brand campaigns have secured prestigious awards, attesting to their impact and
creativity. Notably, key projects under my stewardship, including Riyadh Expo 2030, Saudi Made, Riyadh City Strategy,
Tuwaig Sculpture, and Red Sea Global, have received high praise from distinguished figures, including His Royal
Highness Crown Prince Mohammed Bin Salman. These recognitions underscore my commitment to excellence and
the transformative power of strategic and creative endeavors in the marketing landscape.

ENDORSED BY HRH CROWN PRINCE

MOHAMMED BIN SALMAN

NEOM RIYADH EXPO 2030
BRAND IDENTITY BRAND CONCEPT

RED SEA GLOBAL RIYADH STRATEGY 2030
BRAND IDENTITY BRAND CONCEPT
SAUDI MADE TUWAIQ SCULPTURE
BRAND IDENTITY BRAND CONCEPT

SILVER TELLY AWARDS
DESTINATION BRAND - RAS AL KHAIMAH

BRONZE TELLY AWARDS
DESTINATION MARKETING CAMPAIGN - RAS AL KHAIMAH

WORLD TRAVEL AWARDS
EXPERIENCE BRAND - JEBEL JAIS

WORLD TRAVEL AWARDS
EXPERIENCE LAUNCH VIDEO - JEBEL JAIS
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ACADEMIC
JOURNEY

My academic journey has been defined by a dedication to mastering the intricacies of communication, earning a
Master's degree in Mass Communications, also recognized as Media Sciences. Additionally, | pursued a diploma from
the University of Arts London in Creative Directions and Art Directions. This diverse educational background has
significantly contributed to my professional journey, equipping Mme with a comprehensive skill set and a nuanced
understanding of the dynamic fields of media and creative arts.

MASTERS IN MASS COMMUNICATIONS DIPLOMA IN CREATIVE DIRECTIONS
UNIVERSITY OF KARACHI UNIVERSITY OF ARTS LONDON
BACHELORS IN ARTS DIPLOMA IN ART DIRECTIONS
UNIVERSITY OF KARACHI UNIVERSITY OF ARTS LONDON



WHOM
| WORKED WITH

lam proud of my experiences.

From global agencies, to the private
and public sectors, | am always eager
on the lookout for new and interesting

collapborations.
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VARIED YET WELL
ROUNDED

ACross various industries and arounad
different countries, | provide and manage
complimentary 300° services.

BRANDING

Research

Brand Positioning
Business Strategy
Brand Identity
Packaging

COMMUNICATION

Market Research
Brand Strategy
INntegrated Advertising
Digital Marketing
Content Creation

DIGITAL

Wireframing
JI/UX Design

PRODUCTION

Production
Management
Video and Film
Photography
Retouching
Branded Content

EVENTS

Activations

Brand Launches
Event Ideation

Event Branding
Experiential Marketing

W



DISCOVER
MY WORK

| offer a global approach to brand's

needs, as well as more specific anad
ounctual services. From small to large scale
and local to global, each project and branao
lwork on is unigue in approach yet

treated with one same passion.
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THE
WORK _
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BRAND
EXECUTION
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LET THE FUTURE IN

CLIENT EGYPT COVERNMENT
INDUSTRY Public Sector S
SCOPE Positioning | Brand Identity | Look & Feel | Brand Architecture | Storytelling| Infographics | Launch Video. \\
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CLIENT EGYPT COVERNMENT

INDU STRY Public Sector .
SCOPE Positioning | Brand Identity | Look & Feel | Brand Architecture | Storytelling| Infographics | Launch Vide o. \\
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CLIENT EGYPT COVERNMENT
INDUSTRY Public Sector
SCOPE Positioning | Brand Identity | Look & Feel | Brand Architecture | Storytelling| Infographics | Launch Video.
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CLIENT SAVOY HOTELS & RESORTS
INDUSTRY Hospitality
SCOPE Brand ldentity | Look & Feel | Hotel Collaterals.

NE X T

Connected Atlantic Hotel




CLIENT SAVOY HOTELS & RESORTS
INDUSTRY Hospitality .
SCOPE Brand ldentity | Look & Feel | Hotel Collaterals. \\



CLIENT SAVOY HOTELS & RESORTS
INDUSTRY Hospitality

SCOPE Brand Identity | Look &Feel | Hotel Collaterals. e e e
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CLIENT SAVOY HOTELS & RESORTS
INDUSTRY Hospitality
SCOPE Brand ldentity | Look & Feel | Hotel Collaterals.
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CLIENT SAVOY HOTELS & RESORTS
INDUSTRY Hospitality

SCOPE Brand Identity | Look &Feel | Hotel Collaterals. e e e
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CLIENT Public Investment Funds
INDUSTRY Public Sector
v
SCOPE Positioning | Brand Identity | Look & Feel, \\



CLIENT Public Investment Funds
INDUSTRY Public Sector
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This page demonstrates how
in each instance the Red Sea
brandmark is used with the
collection of brands.

1. Wordmark - Vertical

This first use s the preferred use for the
wordmark. This lockup will be suitable for all
but a few instances. It will work effectively
across collaterals. The Red Sea Collection
brandmarkis half the width of the full lockup.
This allows dominance of the Red Sea
Collection brandmark and maintains a suitable
hierarchy for the product / destination brands
underneath

The relationship of the width of the wordmark
is set to half but the Red Sea Collection
wordmark can be distanced above the
products brandmarks manually (see fig 1)

1. Wordmark - Horizontal
For very wide or thin formats it may be
applicable to use this lockup. It can work vell
at the base of advertising due to its co&t
size, or on outdoor if the panels are very wide

and thin. It is however preferred to be ysed
secondary to the vertical format at all {m

JAN 20

Applications which have
restrictions of height, but not
length we use the version of
the brandmark without the
icon as shown here.

REDSTEA

COLLECTION

Brand Guidelines v1.0

Brandmark

Wordmark Lockup with Collection

1.Red Sea Collection wordmark (Vertical)

2. Red Sea Collection wordmark (Horizontal)

REDSEA

COLLECTION

. -

DUO

REDSEA

COLLECTION

Brandmark Colours

Brandmark
Applications

Brandmark - Book spine

Brandmark Colours

CLIENT

INDUSTRY

SCOPE

Typography Image Style

Public Investment Funds
Public Sector

Colours are an important part of
our visual identity. Consistency
is essential in creating a coherent
brand. The body of pristine

and natural sea & sand that
surrounds the Red Seais the
main inspiration behind the
colour palette.

Four distinctive shades capture
the depth of water and natural
quality of the surroundings.
Together the colours represent
our strong values, harmony and
flow of energy in any thriving
community.

Note
Colours are pending print tests and need
aprint tested conducted before use.

Positioning | Brand ldentity | Look & Feel.

Introduction

Moodboard — Lifestyle

HEX #4E4B48

Image style

Brandmark

Colours

Pantone 7604 C
C R 228
M8 G 213
Y5 | B2l
K4 |

HEX #E4D5D3

Typography Image Style

Typography Image Style

Pantone 663 C

Pantone 2121 C

C 51
M 21
Y 0
K 0

HEX #8FACD9

Largescale applications like
outdoor signages can utilise
the brandmark with icon
version allowing maximum
visibility.

There are two possible
variations of the brand as
illustrated here—just the
brandmark and brandmark
with the icon.

The brandmark & the icon can
come together to create an
alternate version, as shown
here. There are instances
where the icon and wordmark
can be separated. This is to
allow the brand to be versatile
and give the opportunity for
some applications to hero the
icon, enabling the designs to
become clean and simple.

The Red Sea Collection icon
can be used alone throughout
the brand, this can be through
either heroing the icon with
the wordmark on the same
application—or by using the
icon alone on materials such
as flags, outdoor banners,
stamps and signages.

8

Effrais a contrasted sans

serif typeface, blending
classical elegance and modern
simplicity. This makes it an
ideal choice for the Red Sea
Collection brand. We use Effra
for Headlines.

Typography for the Red Sea
Collection brand is simple
and elegant which makes

a high attention to detail in
the typography even more
important.

When using 'Effra’ please pay
particular attention to the
kerning ensuring spacing is
consistent, and always set the
type with '‘Optical’ kerning.

Effrais designed by Dalton Maag, London,
andit can be purchased directly from
their website.

Brandmark
Applications

Brandmark with icon - Signage

Brandmark Colours Typography Image Style

Brandmark
Versions

Brandmark Brandmark with icon

S
2

REDSTEA REDSEA

COLLECTION COLLECTION

S
W

Brandmark Colours Typography Image Style

Primary Typeface Effra—

EFFRAIS THE

REDSEA COLLECTION
PRIMARY TYPEFACE
AND WE USE T IN
TWO WEIGHTS.

Brandmark Colours Typography Image Style

Brandmark

Applications
Applications which have con - Stamp
restrictions of height, but not
length we use the version of
the brandmark without the
icon as shown here.
Brandmark Colours Typography Image Style

Delving into the in-house
development of Red Sea
Collections' brand, our creative
team aimed for a distinctive visual
language that echoes the brand's
essence. From logo design to color
palettes and typography, every
element was carefully considered.

The comprehensive brand
guidelines serve as a roadmap,
outlining the dos and don'ts to
Maintain a consistent and impactful
orand image. This initiative
reinforces Red Sea Collections'
unigue identity, fostering a strong
connection with its audience across
various touchpoints.

W



CLIENT Saudi Export
INDUSTRY Public Sector
SCOPE Positioning | Brand Identity | Look & Feel.




ABUNDANT RESOURCES DRIVEN FORWARD

SAUDI
MADE
Acl_Lnn
adUa

CLIENT Saudi Export
INDUSTRY Public Sector
SCOPE Positioning | Brand Identity | Look & Feel.

INn My capacity as Creative Director, | played a pivotal role in
shaping the identity of Saudi Made. Collaborating with
emerging Saudi talent, | generated multiple design
concepts, each aimed at encapsulating the spirit of
inNnovation and excellence synonymous with Saudi-made
oroducts. Notably, one of the presented logos received the
esteemed approval of His Royal Highness Crown Prince
Mohammed Bin Salman, signifying its alignment with the
vision and aspirations of the Kingdom. This collaborative
effort underscores the commitment to showcasing and

celebrating the talent and creativity that defines Saudi Made.

| meticulously crafted and delivered comprehensive brand
guidelines to the agency for Saudi Made, ensuring a
consistent and impactful visual representation across various
platforms. These guidelines encompassed not only the
approved logo but also detailed specifications on color
schemes, typography, imagery, and other crucial elements.

ﬁ
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CLIENT Riyadh Schools Group
INDUSTRY Education

SCOPE Brand Identity | Brand Positioning | Look & Feel e



CLIENT BIO Middle East
INDUSTRY Biotech exhibition and conference

SCOPE Positioning | Brand Identity | Social Presense | Look & Feel, RS



Case Studies

Scan or Click

CLIENT BIO Middle East
INDUSTRY Biotech exnhibition and conference

SCOPE Positioning | Brand Identity | Social Presense | Look & Feel.



CLIENT Umrah & Zlyarah Forum
INDUSTRY Public Sector

SCOPE Positioning | Brand Identity | Outdoor Branding | Digital Presense | Look & Feel. RS



Case Studies

Scan or Click

CLIENT Umrah & Zlyarah Forum
INDUSTRY Public Sector
SCOPE Positioning | Brand Identity | Outdoor Branding | Digital Presense | Look & Feel.



Case Studies

Scan or Click

CLIENT Aora
INDUSTRY Sports Sector
SCOPE Positioning | Brand Identity | Look & Feel.



Case Studies

Scan or Click

CLIENT Gym Edge

INDUSTRY Gym Sector -
SCOPE Positioning | Brand Identity | Look & Feel.



Case Studies

CLIENT Riyadh Schools Group
INDUSTRY Education
SCOPE Brand ldentity | Brand Positioning | Look & Feel



Pattern

wgldioll - yuuluil
Primary - Inve

The main pattern can be used
over the images and plain
pages and also be used white
against dark and colored
background.

The secondary pattern can be
used at the bottom or top of
the plain pages or on images
and also be used white against
dark and colored background.

It should be used in all the
artworks for marketing assets
usage.

wgléoll - (ngild
Secondary - Inverted
Toolkit
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Creatives
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Clear Space dejlall daluuoll
w Clear space is the name d djlall daluoll
given to the amount wile @lhjgnall owll
Concept of space that must be L_J:_:.I\:nﬂlfiahuo.lljl o
kept clear around the ol dgo dyii ai
signature.
The Bedaya logo will L dollall pili Guuail 11
merge the Arabic letter This is to optimise = ._nlchm.!Iga,l Lol
" with a diamond the impact the brand 1 JiInN | J (0 Jad pali lm@bo
symbol, reflecting the ks andiolkeep -audl
brand’s name and its (S E DS e a V
cultural authenticity. consistent as possible. \f
This design will blend

heritage with modern Our clear space is

elegance, creating a determined by geo-lines

strong and sophisticated design calculations and

perception of Bedaya as each element of the

ajewelry brand. logo is aligned with one
another.

CLIENT Bedaya
INDUSTRY Jewelry
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SCOPE Brand Identity | Packaging

ol

Sizes

40mm width
160px width

Page 24 Toolkit

Page 31

Photography Style

At Bedaya, our photography
style is now more nature-
focused, incorporating natural

backgrounds, organic elements,

and natural light to enhance
our vibrant, colorful imagery.
This approach highlights the
beauty and craftsmanship of

our bold, unique jewelry pieces,

creating compelling visuals
that connect with the natural
world and emphasize our

commitment to sustainability.

| Story & Values

bedaya

Brand Guideline

VERSION 1.0

160

SRS 2=

a__Jh

bedaya

Page 15
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dolatwly Lioljill 154ig

Business Card

e
bedaya

Bedaya’s business card design
embodies our brand’s elegance
and uniqueness. Our custom
business cards feature a luxurious
navy blue background with lighter
navy blue accents, ensuring a
sophisticated look. The highlight
is a distinctive cut-out of our

main pattern, adding a tactile

and visual element that sets

our cards apart. This design not
only reflects our commitment to
quality and attention to detail

but also makes a memorable
impression, perfectly aligning
with Bedaya’s bold and unique
brand identity.

Creatives

Colors

The colors should be
w used in printed or digital
products when we
Concept need to emphasis our
logo with dark and light
backgrounds.

The Bedaya logo will
merge the Arabic letter
“" with a diamond
symbol, reflecting the
brand’s name and its
cultural authenticity.
This design will blend
heritage with modern
elegance, creating a
strong and sophisticated
perception of Bedaya as
ajewelry brand.

Toolkit

Values

Quiality

We pride ourselves on
our uncompromising
commitment to quality.
Each piece is made using
18k gold or solid silver,
ensuring elegance,
durability, and timeless
beauty.

jplallaica nan
mohammad abdelkader

Elegance

We cater to discerning
customers who value
sophistication and
style. Our designs are
meticulously crafted

to embody elegance,
making each piece a
timeless addition to any
collection.

a
ECEVES

doall ddlhy

121l Uoall ddlby ooni
JaoiT dylaill lilole j1oig ddlii
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wul otonill 3@ yuhey Lifldlhy
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Pa 27 .
woe Creatives

alglil Packaging
6 lgll ol il uay
gidegiholl alaiioll Bedaya's packaging is a testament to
ull Hlini Loaic drodyll our brand's elegance and attention
aldl le Lijlor jlyl ogadoll to detail. Each piece of jewelry is
-dajldgdiala presented in a luxurious navy blue

Heritage

Our brand is deeply
rooted in our personal
heritage and family
stories. We honor our
grandmother Badya
and the influence of
our mother, infusing
our designs with the
strength, wisdom,
and values they have
imparted to us.

box with lighter navy blue accents,
reflecting our signature color
palette. The packaging features our
unique pattern and logo, ensuring
a sophisticated and memorable

138 oo dalatll unboxing experience. Designed to
Glyill pjo wnle oronill protect and showcase our jewelry

@l diyanall dakvl beautifully, Bedaya's packaging

e ljtoog Ligd Lelhil perfectly embodies our commitment

dyylai ol dila to quality and exceptional
aliagaoll craftsmanship.

Jojg "W yupall@pll
owluusa loo wulolll
Laillnig dyjlaill dolall

Pa 7 2
o Creatives

Innovation

Our business model is
driven by innovation.
We leverage social
media, particularly
Instagram, and host
immersive pop-up
events to engage with
our customers and
provide memorable
experiences.

-
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2 Brand Identity
Patterns

Clean geometric lines from our identity form the

2 Brand Identity
Logo - Symbol

2 Brand Identity
Logo - Clear Space & Minimum Size

Clear Space

X
Our symbol is the simplest graphic representation Clear Space
patterns. of the brand. The symbol can be used alone if the Our Areeba Wagas logo should always be
logo is present somewhere on the same application. surrounded by sufficient clear space in order to
In social media, merchandise and digital appear as clear and distinct as possible. The
applications, the symbol can be used alone without minimum clear space around the logo should be
the logotype. equal to the height of the ‘icon’ from our symbol.
Clear Space This measurement is the minimum space allowed
— Our symbol should always be surrounded by around the logo and should always be applied in all
sufficient clear space in order to appear as clear and instances. It's important to point out that the
distinct as possible. The minimum clear space defined clear space is a minimum. It is of course
around the symbol should be equal to the width of allowed and recommended to go above this in
the largest triangle from the symbol. order to create clear and consistent designs.
Minimum Size Minimum Size
To ensure legibility and detail, the width of the To ensure legibility and detail, the height of the
symbol must never be less 10mm in print and 80 Areeba Wagas logo must never be less than 15Smm
h— pixels on screen. This is not necessarily a in print and 150 pixels on screen. This is not
recommended size, it is the absolute minimum. necessarily a recommended size. It is the absolute C
minimum. X
Areeba Waqas 3 Minimum Size - Print Minimum Size - Digital
6,167 posts 252k followers
A Areeba Waqas
Every Dress, A Journey.
=< www.areebawagas.com
AREEBA WAQAS
\J p— AREEBA WAQAS
150px

Areeba Wagas Brand Guidelines Brand Identity

Areeba Wagas Brand Guidelines

Brand Identity

Areeba Wagas

Brand Identity

2 Brand Identity
Logo - Overview

The Areeba Waqas logo is more than a mark, itis a
monogram of identity and artistry. At its center, the
circular form conveys harmony, unity, and timeless
continuity, while the geometric structure inside
elegantly reveals the initials “A” and “W". This subtle
integration transforms the logo into a symbol of both
personal legacy and brand distinction.

The interplay of lines creates a star-like rhythm,
representing aspiration, luxury, and refinement. The
bold logotype paired with the emblem establishes
authority and sophistication, ensuring the brand's Symbol
presence is instantly recognized. =

Together, the circle and the AW monogram embody
the promise of Areeba Wagqas: couture that balances
heritage with modern luxury, empowering women to
carry elegance and confidence in every step.

EBA WAQAS

Logotype

Areeba Wagas Brand Guidelines Brand Identity

\‘“‘\ W/,O
1 Brand Strategy < - 3 Social Media 4 Brand Applications
: A 3 Individual Posts Feed
Introduction iy yad Instagram Feed

Envelopes - DL

Instagram Individual Posts:
Size: 1080x1080 px

"Areeba Waqas is redefining Pakistani couture by fusing o 5 ®

@ @ i
) necoatanes | ] 8 aecvomocs

heritage craitsmanship with Arab-inspired elegance,

creating luxury womenswear that resonates with global
modernity."

The Areeba Wagas brand envisions the future of ethnic couture through a refined

vQvy Al A (s
lens, balancing tradition and innovation. Each collection harmonizes Pakistani
artistry, Arab silhouettes, and contemporary design, crafting garments that are both a Q o e a Q o L
culturally rooted and globally relevant. ' '

The Areeba Wagas narrative frames the brand'’s defining values: heritage, luxury, and
modernity aligning with our ambition to position the label as a go-to destination for

Back Inside

CLIENT Areeba Waqas
INDUSTRY Clothing Brand

i
SCOPE Brand ldentity | Brand Positioning | Look & Feel \



CLIENT RAMY PROJECT®
INDUSTRY Personal Branding
v
SCOPE Brand ldentity | Look & Feel \\



CLIENT RAMY PROJECT®
INDUSTRY Personal Branding
SCOPE Brand ldentity | Look & Feel




CLIENT Al Khadir Investment Group
INDUSTRY Livestock trade and feed

SCOPE Positioning | Brand Identity | Print Packaging | Look & Feel. T



CLIENT Clave
INDUSTRY Coffee Shop

SCOPE Positioning | Brand Identity | Print Packaging | Look & Feel. e e e



CLIENT Bolt
INDUSTRY Electric

SCOPE Positioning | Brand Identity | Look & Feel. @2026 WAQAS MOHAMMED AMIN. ALL RIGHTS RESERVEVED.



CLIENT Sarah Blake
INDUSTRY Personal Branding

SCOPE Digital Design | Landing Page | Look & Feel @2026 WAQAS MOHAMMED AMIN. ALL RIGHTS RESERVEVED.



CLIENT Sarah Blake
INDUSTRY Personal Branding
SCOPE Digital Design | Landing Page | Look & Feel




CLIENT Kasia Siwosz
INDUSTRY Personal Branding for Life & Career Coach

SCOPE Digital Design | Welbsite Development | Look & Feel T



CLIENT Emme
INDUSTRY Personal Branding

SCOPE Brand ldentity | Look & Feel @2026 WAQAS MOHAMMED AMIN. ALL RIGHTS RESERVEVED.



CLIENT AL ISLAMI
INDUSTRY FMCG Sy
SCOPE Product Packaging \\



CLIENT DTTIO
INDUSTRY Digital Agency
SCOPE UI/UX | \V



CLIENT SERENITY YOGA
INDUSTRY \Vellness
i
SCOPE UI/UX | A\



OOH & Campaign
Design




CLIENT Umrah & Zlyarah Forum
INDUSTRY Public Sector

SCOPE Positioning | Brand Identity | Outdoor Branding | Digital Presense | Look & Feel. P



CLIENT Umrah & Zlyarah Forum
INDUSTRY Public Sector

SCOPE Positioning | Brand Identity | Outdoor Branding | Digital Presense | Look & Feel. RS



CLIENT Umrah & Zlyarah Forum
INDUSTRY Public Sector

SCOPE Positioning | Brand Identity | Outdoor Branding | Digital Presense | Look & Feel. RS



RENAULT

CLIENT RENAULT

INDUSTRY Automotive
SCOPE Outdoor | Creatives | Marketing Assets | Art Directions, e e




RENAULT

CLIENT RENAULT

INDUSTRY Automotive
SCOPE Outdoor | Creatives | Marketing Assets | Art Directions. e e e




RENAULT

CLIENT RENAULT

INDUSTRY Automotive
SCOPE Outdoor | Creatives | Marketing Assets | Art Directions, e e




emirates.com

_—

Dubar inspires

a whole new Iqo..

Say hello to the hame of tomorrow. Fly Emirates to Dubai and:
shop from traditional gold souks and hip boutiques to the gree
€ollection of the world's fashlon at Dubai Mall.

>IN

CLIENT EMIRATES
INDUSTRY Airlines
i
SCOPE Communications | Creatives | Art Directions. \\



CLIENT EMIRATES
INDUSTRY Airlines

SCOPE Communications | Creatives | Art Directions. e e e



CLIENT AUDI
INDUSTRY Automotive

SCOPE Outdoor | Creatives | Marketing Assets | Art Directions, e e e



CLIENT DORITOS

INDUSTRY FMCG
SCOPE Print Production @2026 WAQAS MOHAMMED AMIN. ALL RIGHTS RESERVEVED. \\







- e
DERMAPEN

CLIENT DMC
INDUSTRY Health & Medical | Skin Care
SCOPE Social Media | Creatives | Marketing Assets | Art Directions,




CLIENT DMC
INDUSTRY Health & Medical | Skin Care

SCOPE Social Media | Creatives | Marketing Assets | Art Directions. e e e



CLIENT DMC
INDUSTRY Health & Medical | Skin Care
SCOPE Social Media | Creatives | Marketing Assets | Art Directions,

drdinasabih

1,162 345K

Posts Follemwees

Dir. Dina Saban

{ o Mow, Ao Laled

Baring medical cenie




CLIENT Various
INDUSTRY Public | Theme Park | Hospitality | Restaurant | F&B | Private | Influencer S
SCOPE Social Media | Creatives | Marketing Assets | Art Directions, \\



CLIENT Various
INDUSTRY Public | Theme Park | Hospitality | Restaurant | F&B | Private | Influencer S
SCOPE Social Media | Creatives | Marketing Assets | Art Directions, \\
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IU/UX &
WEBSITES




Click or Scan Here

CLIENT RIYADH.DEV
INDUSTRY Public Sector

SCOPE U |/U>< @2026 WAQAS MOHAMMED AMIN. ALL RIGHTS RESERVEVED.



CLIENT Aora

INDUSTRY Sports Sector
SCOPE U |/U>< @2026 WAQAS MOHAMMED AMIN. ALL RIGHTS RESERVEVED.




CLIENT Riyadh Schools

INDUSTRY [Education Sector
SCOPE U |/U>< @2026 WAQAS MOHAMMED AMIN. ALL RIGHTS RESERVEVED.




Click or Scan Here

CLIENT RSG Website
INDUSTRY [Education Sector

SCOPE UI/UX



CLIENT Riyadh Academy Website (Riyadh Schools)

INDUSTRY [Education Sector
SCOPE U |/U>< @2026 WAQAS MOHAMMED AMIN. ALL RIGHTS RESERVEVED.




PRINT &
ADVERT




CLIENT Doritos

INDUSTRY F&B
SCOPE Print Productions @2026 WAQAS MOHAMMED AMIN. ALL RIGHTS RESERVEVED.




CLIENT Doritos

INDUSTRY F&B
SCOPE Print Production




CLIENT Lays

INDUSTRY FMCG
SCOPE Print Productions @2026 WAQAS MOHAMMED AMIN. ALL RIGHTS RESERVEVED.




CLIENT Aquafina
INDUSTRY Beverages
SCOPE Print Productions
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CLIENT Mountain Dew
INDUSTRY FMCC
SCOPE Print Productions




CLIENT RAK Tourism Authority

INDUSTRY Toursim
SCOPE Magazine Ads | Creatives | Marketing Assets | Art Directions.

| have developed numerous artworks for magazine features, ensuring visually captivating
representations of the subject matter. Additionally, I have taken the lead in conceptualizing and
executing campaigns, leveraging creative strategies to effectively communicate key messages and
engage the audience. Through these efforts, | strive to deliver impactful visuals and campaigns that

leave a lasting impression.



CLIENT Various
INDUSTRY F&B | Hospitality
SCOPE Magazine Ads | Creatives | Marketing Assets | Art Directions.

True happiness
is buying one brew
and getting two!

COCKTAILS,

VIEDITERRANEAN

SHISHA

CREEK VIEWS.

THURSDAY
FRIDAY NIGHTS

W



PACKAGING



CLIENT SELFIE LAB
INDUSTRY Skin Care S
SCOPE Packaging \\



CLIENT LUMONE

INDUSTRY FR&B

W

SCOPE Packaging



JAN 2026

The portfolio book presented here contains assets and artworks created during
my professional engagements with various entities. The intellectual property
rights of all assets and artworks showcased herein belong to the respective
entities for which they were created.

| have collaporated with these entities either as a consultant, advisor, or through
direct contracts or agency partnerships. The portfolio book is intended solely for
the purpose of showcasing my passion for creative services and demonstrating

the scope of my work.

Viewers are advised that they cannot reproduce, distribute, or use any content
from this portfolio book for their own benefit without prior consent. The content
IS presented for review purposes only and remains the sole property of the
creator.

Thank you for respecting these terms and understanding the purpose of this
portfolio book.

+966 59 227 0086
+97150 424 0026

WagasAminPatela@gmail.com

www.WagasAmin.com

W
@2026 WAQAS MOHAMMED AMIN. ALL RIGHTS RESERVEVED.
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Riyadh | Dubai
London | Lisbon | Paris

+966 59 227 0086 +97150 424 0026
WaqgasAminPatela@gmail.com

PREPARED BY
WAQAS MOHAMMED AMIN





