

mailto:niranjanau457%40gmail.com?subject=
tel:+7805545649
http://brndnudesignstudio.framer.website
https://www.linkedin.com/in/niranjana-unnikrishnan/

Senior Designer with a background in
luxury hospitality. I spent 18 months as
the sole in-house designer at Mandarin
Oriental Jumeira — one of Dubai’s Forbes
5-star properties — producing 300+ assets
across 10 hotel outlets, from campaign
launches to in-room collateral. Now
running BRND NU, my independent studio,
with a client base across hospitality,
F&B, and lifestyle. I’'m drawn to projects
where the visual system has real work to
do — brand identities that need to scale,
campaigns that need to feel considered
rather than produced. I care about the
full arc of a project, from brief to

final output.

TECHNICAL SKILLS

EXPERTISE
Brand Identity Systems Campaign Design
Environmental & Signage Print & Packaging

Motion Direction Luxury Hospitality

EDUCATION

Bachelors in Creative Arts
Yorkville University |
September 2022 - December 2023

Diploma in Graphic Design
Toronto Film School |
July 2021 - July 2022

EXPERIENCE

Graphic Designer - Freelance
January 2022 - Present
Hospitality| Wellness & Beauty |
Healthcare Services

Lead Graphic Designer
Mandarin Oriental Jumeira, Dubai
April 2024 - October 2025

Intern Graphic Designer
Mandarin Oriental Jumeira, Dubai
November 2023 - April 2024

Sole in-house designer for a
Forbes 5-star luxury property

— no agency. Responsible for

all marketing output across 10
hotel outlets over 18 months:
300+ assets across digital,
print, and social, including
campaign visuals, menus, event
collateral, and signage. Built a
presentation and template system
adopted property-wide. Led multi-
team campaigns across F&B, Spa,
and Events. Promoted from intern
within 5 months.
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ART DIRECTOR & MOTION DESIGNER

01 NETSU BAR INSTAGRAM | DIGITAL MEDIA

MANDARIN ORIENTAL JUMEIRA.DUBAI

NETSU BAR

DIGITAL MEDIA | MOTION DIRECTION

THE BRIEF

A series of cinematic intro reels for the launch of
Netsu Bar, a Japanese Kabuki-inspired concept blending
traditional drinking rituals with modern mixology at
Mandarin Oriental Jumeira, Dubai.

PROBLEM

Netsu Bar needed to establish a distinctive visual
world before its doors opened, in one of Dubai’s
most competitive F&B markets, without defaulting to
conventional bar marketing or trend-led aesthetics.

INSIGHT

The brand’s theatrical Kabuki DNA wasn’t just a theme —
it was a narrative structure. Shadow, flame, and ritual
could be choreographed like acts in a performance,
building suspense rather than selling a menu.

DESIGN INTENT

e Build a theatrical four-act narrative arc across the
reels (Prologue—Conclusion)

e Use a moody, controlled palette with layered
movement and shadow

e Prioritise ambience, texture, and cinematic rhythm
over product shots

e Maintain brand consistency while creating intrigue
and anticipation

e Optimise all formats for 9:16 and Netsu’s social
media tone



ART DIRECTOR & MOTION DESIGNER

01 NETSU BAR INSTAGRAM | DIGITAL MEDIA

MANDARIN ORIENTAL JUMEIRA.DUBAI

OUTCOME

A cinematic motion identity that established

Netsu Bar’s visual world before the doors opened.
The campaign ran across Instagram as a four-act
narrative sequence, positioning Netsu as theatrical
and considered in one of Dubai’s most competitive
F&B markets.


https://drive.google.com/file/d/1VvkeiRU63KNxS4V1X2asCRgpBDOZWjtE/view?usp=sharing
https://drive.google.com/file/d/1VvkeiRU63KNxS4V1X2asCRgpBDOZWjtE/view?usp=sharing
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https://drive.google.com/file/d/1eFdSPuhwjHTCFdbyRwdxnyeLMOTiGYdn/view?usp=share_link
https://drive.google.com/file/d/1ss3K6Xp7hGfqpI41EBwFY1Xlraa1f0Sz/view?usp=sharing
https://drive.google.com/file/d/1adlAX89-JxNwen-wqotQL8jPP0_7A3sg/view?usp=sharing

LEAD BRAND DESIGNER

02 AMBER GROUNDS | BRAND IDENTITY

BRND NU DESIGN STUDIO

BRAND IDENTITY | PACKAGING | ENVIRONMENTAL

THE BRIEF

Amber Grounds is a warm, refined café concept inspired
by global flavours and relaxed comfort. They needed

a complete brand identity that felt modern and
approachable while signalling genuine craftsmanship,
scalable across multiple future locations.

PROBLEM

The brand needed to stand apart from the saturated
“artisan café” aesthetic without losing warmth. It
had to communicate global integration and multi-
location scalability while still feeling rooted and
personal at point of purchase.

INSIGHT

The crown-and-globe motif could carry genuine dual

meaning, the warmth of hospitality and the inclusion
of global flavours, but only if resolved into a single
cohesive mark rather than a descriptive illustration.

DESIGN INTENT

e Integrate crown and globe into one cohesive,
ownable symbol

e Maintain clarity and legibility across light and
dark applications

e Build a scalable system usable in print, packaging,
and signage

e Create an identity that feels warm, modern, and
rooted in craft



LEAD BRAND DESIGNER

02 AMBER GROUNDS | BRAND IDENTITY

BRND NU DESIGN STUDIO

OUTCOME

A complete identity system across 12+ touchpoints
including cups, bags, trays, facade, awning, and
window graphics, all built for multi-location
rollout. The colour and pattern language creates
instant brand recognition at first contact, whether
on a paper cup or a café exterior. Delivered
through BRND NU Design Studio.



LEAD BRAND DESIGNER BRND NU DESIGN STUDIO
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BRND NU DESIGN STUDIO
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EDITORIAL DESIGNER SELF-INITIATED

BOOK GOVER
STUDIES

EDITORIAL DESIGN | PUBLICATION

THE BRIEF

Redesign the cover and full jacket for a series of
contemporary titles across fiction, nonfiction, and
culinary editorial. Each cover should interpret the
emotional and conceptual core of the book through a
distinct visual language — not its surface content.

PROBLEM

Each title required its own authored visual world — not
a house style applied across a series. The challenge
was to move from literal illustration toward concept-
led interpretation that felt deliberately designed,

not commercially safe.

INSIGHT

The strongest covers don’t illustrate the story — they
embody its emotional register. Restraint and conceptual
clarity work harder than decoration, particularly at
digital thumbnail scale where most cover decisions are
actually made.

DESIGN INTENT

e Build a clear typographic hierarchy that supports
readability at all sizes

e Create concept-driven imagery that reflects each
title’s tone and themes

e Ensure strong shelf presence and recognisability in
both physical and thumbnail formats

e Balance visual restraint with expressive,
narrative-led design decisions

« Demonstrate range across genre while maintaining a
consistent approach: concept first, then type, then
image

03 BOOK COVER STUDIES | EDITORIAL DESIGN 12



EDITORIAL DESIGNER

03 BOOK COVER STUDIES | EDITORIAL DESIGN

SELF-INITIATED

OUTCOME
Three concept-driven jacket redesigns across fiction,
nonfiction, and culinary editorial — each built around

a distinct visual interpretation of the book’s core
subject rather than its surface content. Delivered
as full jackets including front cover, spine, back
cover, and presentation mockups. Designed to hold at
both physical shelf size and digital thumbnail.



EDITORIAL DESIGNER
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SELF-INITIATED



BRAND DESIGNER STUDIO PROJECT

SE.RA'NA.TA

EDITORIAL DESIGN | PUBLICATION

THE BRIEF

SE.RE'NA.TA is a seaside destination brand blending
retro refinement with modern minimalism. The identity
needed to feel calm, rhythmic, and quietly luxurious
— built around a visual system inspired by musical
structure.

PROBLEM

The brand had to convey luxury, heritage, and coastal
atmosphere without falling into predictable nautical,
resort, or *“destination hotel” visual language. It
needed to feel genuinely authored — restrained where
others are decorative.

INSIGHT

The name itself was the mark. The punctuation embedded
in SE.RE'NA.TA — read as musical notation — resolved
the brand’s identity conceptually and visually in a
single reading, giving it a voice that required no
illustration to carry weight.

DESIGN INTENT

e Use retro-inspired refinement grounded in modern
minimalism

e Build warm, textured tones that evoke coastal
nostalgia without cliché

e Create consistent rhythm and movement across all
visual elements

e Establish a tone of voice that is lyrical,
intimate, and quietly luxurious

04 SE.RE'NA.TA | BRAND IDENTITY 15



BRAND DESIGNER

04 SE.RE'NA.TA | BRAND IDENTITY

STUDIO PROJECT

OUTCOME

A typographic identity that carries full emotional
weight without illustration. The punctuation-as-
musical-notation concept resolves both conceptually
and visually in a single reading — giving the brand a
distinct voice that holds across logo, pattern, and

application. Built for a luxury coastal context where
restraint is the point.

SERF
WA




BRAND DESIGNER

Body Text
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STUDIO PROJECT
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Ul / WEB DESIGNER

05 SCHOOL GIRLS UNITE | WEBSITE DESIGN

ACADEMIC BRIEF

SGHOOL GIRLS
UNITE

WEBSITE DESIGN | Ul DESIGN

THE BRIEF

A redesign of the School Girls Unite website to
communicate the global education crisis and inspire
action — through clarity, emotional connection, and
structured storytelling that does justice to the
organisation’s mission.

PROBLEM

The existing site underserved the cause: unclear
information architecture, navigation that worked
against the user, and a visual design that didn’'t

reflect the urgency or credibility of the organisation’s

work.

INSIGHT

Data and real imagery, when structured with empathy,

do more persuasive work than advocacy copy alone. The

redesign needed to show the crisis — not just describe

it — and reduce friction between understanding the
issue and taking action.

DESIGN INTENT

e« Establish clear structure with defined content
hierarchy across all pages

e Use real imagery and data to humanise the cause and

build credibility

e Design accessible layouts with intuitive navigation
e Create a distinct visual identity per section while

maintaining system cohesion



Ul / WEB DESIGNER

05 SCHOOL GIRLS UNITE | WEBSITE DESIGN

ACADEMIC BRIEF

OUTCOME

A cleaner, more engaging website experience that
strengthens the organisation’s message and removes
barriers between user and action. Delivered as UI
layouts, page structures, and visual hierarchy across
homepage, programme pages, and impact graphics —
designed in Figma and Photoshop.
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ACADEMIC BRIEF
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POSTER & CAMPAIGN DESIGNER

06 TIFF POSTER | POSTER & CAMPAIGN DESIGN

ACADEMIC BRIEF

TIFF POSTER

WEBSITE DESIGN | Ul DESIGN

THE BRIEF

Anniversary design has a built-in trap, it rewards
safe nostalgia over genuine creative response. A
poster that simply celebrated 50 years would disappear
into the category.

PROBLEM

TIFF's 50th needed to feel genuinely significant a
milestone marker, not a generic anniversary piece. The
design had to signal longevity and cinematic ambition
while remaining adaptable across outdoor, digital, and
editorial formats.

INSIGHT

Fifty years of cinema isn’t static, it’s motion,
memory, and accumulation. Glitch and distortion could
signal this temporal layering more honestly than

a clean celebration would, and would translate to
campaign thinking over a single poster execution.

DESIGN INTENT

e Capture 50 years of cinematic evolution through
abstraction rather than literal imagery

e Use glitch, motion blur, and distortion to convey
movement and transition

¢ Maintain strong informational hierarchy throughout

e Create three colourway variants adaptable for
future campaign rollouts

e Use Toronto iconography without relying on film
stills or figurative imagery

22



POSTER & CAMPAIGN DESIGNER

06 TIFF POSTER | POSTER & CAMPAIGN DESIGN

ACADEMIC BRIEF

OUTCOME
Three colourway variants designed for outdoor,
digital, and editorial formats — demonstrating

campaign thinking rather than a single poster
execution. The approach signals cinematic energy
through glitch and motion without relying on licensed
imagery. Delivered as primary poster, alternate
colourways, visual effects, and mockups.
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POSTER & CAMPAIGN DESIGNER
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ACADEMIC BRIEF
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THANK

CONTACT ME:

email
phone

website

linkedin

niranjanau457@gmail.com
+1 (780) 554 - 5649

brndnudesignstudio.
framer.website

https://www.linkedin.com/in/
niranjana-unnikrishnan/
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