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BUILDING WORLDS
THROUGH BRAND
MARKETING, ART
DIRECTION AND
CONTENT STRATEGY.



Hi! I'm Angie.

LASALLE graduate bridging high-concept creative direction with data-driven campaign
strategy. Fluent across the Adobe Creative Suite and familiar with leveraging Al to
accelerate planning. content workflows, and data analytics, | turn creative concepts into
proven impact, from $10K in 48-hour live revenue to nationally recognized campaigns.

Having worked with global brands across

FMCG, Fashion, and Luxury.

Qency  VOGUL

1878

CHARLES & KEITH

With scopes spanning:

360° Campaign Direction - Spatial Visual Merchandising - End-to-End Event Coordination
Multi-Market Content Strategy - Performance Analytics - Live-Commerce - Phygital Experience Design



Index

N
01 BEASTCORP Creative Agency (Automotive, FMCG, Beauty & Personal Care)
02 Vogue Singapore X Charles & Keith Media & Publishing / Fashion Retail
(0K] House of 28 | societyA, NAIIAN, OFFSEASON Luxury Fashion Retail / Luxury Beauty & Personal Care
04 Cetaphil FMCG / Beauty & Personal Care
05 NEO Media & Publishing / Sustainability

Note: Click the respective companies to navigate to the corresponding section immediately.



BEASTCORRP - Intern

Role: Marketing Intern

AtBEASTCORP, aregional creative agency handling activations
Venchi, | supported end-to-end brand presence online and offii

luxury automotive, FMCG, furniture and jewelry. My role comb
showroom activation with multi-brand social content creation, sct

Spatial Visual Merchandising
Multi-Account Management

Performance Analytics
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O Luminaire

BEASTCORP

Content Calendars + Performance Reporting

—inclu

arange of brands

g Sol Luminaire, Venchi, RISIS, Sabon, and Galeri

filming, editing,

~ Followers



https://vt.tiktok.com/ZSqoDJMYf/

02 Vogue Singapore X Charles & Keith 2026

Vogue Talent Prize 2026 - Top 5 Finalist

Role: Creative Director, Photographer, Stylist, Set Designer

Selected i dged i search, pted, art directed, and d a full brand n—
from mood board to final delivery — inunder 3 weeks. The brief called for a youthful reimagining of Charles & Kelth's

Chance Turn-Lock Bucket Bag so | anchored the conceptin this year's theme, Retrofuture, and in Singapore itself — a
Garden Cif i i i tandem.

The Rationale

SURGE builds on nature
breaking through concrete and
futuristic structures, with the:
bagandayoung model asthe
catalysts —ametaphorfor the
younger generation outgrowing
whatthey're

conformto.

360° Campaign Direction Brand Storytelling Earned Media Coverage




Behind the Results

Vogue Singapore X Charles & Keith

Abehind-the

build, styling,
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One week to VOTEJor SURGERS

| View here

won

was about.

13,700+ views, 10,000+ people, 350+ saves —
proving how the creative process resonates.

THE FINALISTS

The Vogue Singapore Talent Prize returns for
its fifth season, spotlighting five new voices.
This year's brief placed CHARLES & KEITH's
Chance Turn-lock bucket bag in the hands of
the finalists, each tasked to create a
campaign that reflects both the brand's DNA
and Vogue Singapore's spirit of storyteling,
The result is five distinct interpretations that
chart the possibilities of creativity today—
here's where you can explore their
campaigns and cast your vote to help decide
this year's winner.

Angeline Maytrie Mulia
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Read here

VOGUE Website Feature

SURGE 1Vogue.sg nthe

external ion

2026


https://www.instagram.com/reel/DbVSjH9Tm98/
https://vogue.sg/talent-prize-2026/finalists/

03 House of 28

House of 28 - Internship

Role: Marketing Intern

House of 28is amulti-brand that operates oneroof — NAIAN (luxury skincare),
societyA (multi-label luxury fashion), and OFF-SEASON pieces) — audience
andvoice.| lithree, tailored to each

oni i iali g Manager.
Multi-Market Content Strategy End-to-End Event Live G R

= oY -

2025

30+ Video Content, 60,000+ Views, 3 Varying Markets —
sshowing the importance of syncing brand identity with
content strategy and execution

-
Interview 1 |

Interview 2


https://www.instagram.com/reel/DL1F2WpzDyf/
https://www.instagram.com/reel/DKhL9EQz7po/
https://www.instagram.com/reel/DJq7pCMy5h7/
https://www.instagram.com/reel/DKeVIzUyN3o/
https://www.instagram.com/reel/DLUdBtVyjvo/
https://www.instagram.com/reel/DKYWQdmyp7B/
https://www.instagram.com/reel/DLKhiAOSKbi/
https://www.instagram.com/reel/DMJ8Ke0yJQe/
https://www.instagram.com/reel/DM5M1v7ihSM/
https://www.instagram.com/reel/DL4g7ZbOtmU/

Brand Event Coordination Customer Relationship Management

three RM by nur

brands. Work i iith vendors for event viaWATI and feedback forms, sharing documented
costefficiency i i ) ot py . e

i dUGC invi and
supporting guest experience on-site through styling and real-
time documentation.
Brand Event Gollaborations STATE PROPERTY UNDA NODSPARK

f The N

Vendors Liason GREAT ROOM LLUXC andmore!

fips—

Strategic UGC Implementation

Boosted turnout by +50% at previously low-RSVP event by
inviting i inth

creative industry, resulting instrong UGC that amplified
brand visibility in anew audience group.

+50% Event Turnout with UGC —
ing event's purpose:
ncethat resonates.

Watch here



https://www.instagram.com/reel/DLAdDunTlUd/

03 House of 28 2025

Channel Expansion - TikTok Livestream
Co-led planning and executing OFF-SEASON's first TikTok Live selling Inltiative with

the Marketing Manager — managing KOL collaborations, monitoring live sessions, and
overseeinginventory in real time. The pitch took multiple rounds of internal discussion
bef it two day

prior I
revenue channel for the brand.

$10,000+ SGD in 2 Livestreams -
proving the potential of anew revenue channel

3 New Markets, 1Identity -
i tof

unified of y

International Market Expansion - Media Asset

For NAIIAN's expansion into Jakarta, Kuala Lumpur, and Dubai, the CEO personally
entrusted me to edit a dedicated video — compiling masterclass footage | fimed into a

structured asset that demonstrated lhe brand's product range and experience to a
potential international partner.


https://drive.google.com/file/d/1Dr4r9S2JH7c0TydmFDNKtDQz3dUOYSL0/view?usp=sharing

04

Cetaphil 2025

Cetaphil SkinLABS Activation

Role: Graphic Designer

1of for i’ i I desic of 10 sticker
assets foratoteb fthe pop-up'si Each design pai
P features, ting il's clinic B ]
—————— = for GenZs. e rested g, -
Fotow | - e %,

Experiential Brand Collateral Brand Activation Interactive Event Touchpoints 30 £
3 5
£ £
2 @ S

10 Assets, 1of 3 Designers Commissioned-
infusing youth into cult classic products.

Send message. B 3




shnnll NEO was es(abllshed | across prlm dlgllﬂl anda phyelmI exhlbltlon to pro

Cross-Functional Team Leadership
Audience Research Strategy

Phygital Experience Design

the topic of




Research Methodology

NEO built on Earth Logic as its core framework, translated througha
method | coined myst¢ ouble Semiotic Translation — converting
scientific concepts into visual and material metaphors, then testing
whether that translation actually lands with its intended audience.

2 User-Testing Rounds, 10 Gen Zs, 100% Scored Above Threshold —

interaction,

Expert Interviews and Features

d vapterir 1 tise, | dl d
expertinterview per
with editorial storytelling:

Woo Qiyun — Climate Communicator, Singapore
(@theweirdandwild)

Pratama Nugraha — Food Biodiversity Creator, Indonesia
(@tamtamwv)

Ronaldiaz Hartantyo — Co-founder of Indonesian Bio-

Note: Available for view upon request Tech Company MYCL (@mycl.bio)



NEO 2026

From Classroom to National Recognition

NEO hed 4 rgar platforms, the

the work as well Top § Finallst for the Vogue Talent Prize 2026.

Scroll here |


https://www.instagram.com/theneoissue/
https://theneoissue.framer.website
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hall we create something to
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Contact Me!

Email: angelinemaytrie075@gmail.com
Phone: (+65)90593418
Linkedin: @angelinemulia



