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PROFESSIONAL SUMMARY

I'm an award winning Senior Creative
Director with 22+ years of design
experience across Creative Strategy,
User Experience and User Interface
design.

| have extensive knowledge in
branding, conceptualization strategy
and art direction, with proven
expertise in digital arenas of
experience design, UI/UX, app and
web design. My tenure spans
experience in agencies, boutique
design cells and print production
houses.

I'm a brand evangelist, extremely

passionate about digitally transforming

brands from an experience
perspective.

WORK EXPERIENCE

Associate Director (Sr.
Creative / Experience
Director) - Cognizant
(Sept 2014 till date)

National Creative
Director - Indigo
Consulting-Leo
Burnett, Publicis
Groupe (Dec 2007 to
Sept 2014).

Creative Consultant -
World Wide Media
(July 2007 to Dec
2007).

Creative Head -
IL&FS Design Centre
Nov 2004 to June
2007).

AREAS OF EXPERTISE

Creative Strategy

Campaign Management

Art Direction

* Branding & Innovation

AWARDS WON

+ Conceptualization

* Experience Design

Art Director - Spenta
Multimedia (April
2004 to November
2004).

Sr. Art Director -
Schoolnet India (Dec
2000 to April 2004).

* Interaction Strategy

» UX Strategy

Sr. Web & Multimedia
Designer - Myiris.com
(Dec 1999 to Nov
2000)

Graphic designer &
Copywriter - Mid-Day
Multimedia (April
1996 to Nov 1999)

* Persona Mapping
* Ul Design

| love infusing brand mapped design
thinking across projects and ensuring
that digital innovation is key to the

I've been fortunate to win a host of awards through my career, including 3 Webby honorees, a Marcom
Platinum, a Stevie bronze, and a host of others.

business objectives of the client. =3 THE \//AWARDS -
: we B BY \VAB S I HQWRRDS
AWARDS
| play a key role in defining strategies, DIGITAL
winning new logos and executing > tqc \v MWARDS
creative strategy with a strong = . e

undertone of brand.




PROJECT SHOWCASE

CAMPAIGNS



3M KCI ONEIT - INTEGRATION CAMPAIGN

Unifies the
campaign
communication
under a single,
positive umbrella
thought

Stays away
from usage of
words like
‘integration’,
‘alignment’
etc.

Brings a sense
of ‘oneness’
to the
campaign

am:kcl OnelT

Leaves behind a
positive
association with
the integration
campaign

CREATIVE LEAD FOR 3M KCI ONE IT INTEGRATION OCM CAMPAIGN: Lead the 3M KCI IT Integration OCM communication campaign to update
legacy KCI employees about the IT Integration from KCI to 3M. Based on the NEXT framework, this campaign is targeted at that legacy employees
understand about the transition of existing KCI IT Services to the 3M environment. And to ensure that the employees swiftly adopt to the new systems. w < KC I~

As a creative lead, | led the campaign effort, establishing the branding identity of the campaign, crafting the campaign plan, the tone of communication

and the phase wise asset delivery plan.

© 2022-23



KCIIT - OCM CAMPAIGN

& )
Acelity

Communlcatlng Acelity”

ange We listen.

We act.

We make lT — ’ Welcome
better. '

Let's help you access
%le
anvti
anywhere

with the mobile app

in 3 simple steps

: We listen. Cormmitted to improving your
make lT A\ ,I_l_ A We act. experience, the IT Team presents

better = o e ke 1 beter _M_\ /lTA n >
I £
I

How can we help you?

Your Service Desk Porta

»

ArAalidy ™
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KCI PREVENA - MARKETING CAMPAIGN

PREVENA RESTOR'

Scarswon'’t
define them!

Ensure a confident recovery experience for your
patients with PREVENA RESTOR BELLA*FORM™
Incision Management System. It aids in incision and
surrounding soft tissue management, providing up
to 14 days of negative pressure therapy.

Help your patients to feel like themselves again.

PREVENA RESTOR bttt

Regain Mobility. 8 =
Restore Normalcy.

Less Edema. Faster Recovery.
PREVENA RESTOR ARTHRO-FORM:

16 6oys of negative pressure therapy

© 2022-23

INCISHON MANAGEMENT 3Y3TM FDA Indication*

REDEFINE
POST-

14 days of negative
pressure therapy.
Less edema to
hold them back

Give your pat.ients an
optimized
healing experience!

Protect your high risk patients with
reduced infections in incisions. PREVENA™
Therapy is the only medical device
indicated by FDA to aid in the reduction , 4
of superficial surgical site infections

in Class 1and Il wounds '

Request Complimentary
Product Evaluation Now

precaurions, @«

+Sa0 full Wdicaticn Statemant

*

PREVENA RESTOR

PREVENA RESTOR

Q) ot

PREVENA RESTOR BELLA+-FORM™ Incision
Management System aids in incision and
surrounding soft tissue management,
providing up to 14 days of negative
pressure therapy, and ensures a confident
recovery experience.

e only medical device indicated by FDA Lo aid i the reduction
of superficalsurgicl sie nfections in Cass | and | wounds,

PREVENA™Theray can help potect your high is patients*

W KCI

FeKC

»

A (-mli-l-a 7"



PROJECT SHOWCASE

UI / UX STRATEGY

PLEASE NOTE: Owing to client confidentiality clauses, an exhaustive portfolio of UX wires and workflows cannot be shared online at this point.

© 2022-23



Fasenra

(benralizumab) 2=,

FASENRA is an add-on
maintenance treatment for
patients 12 and older with
severe eosinophilic asthma, See
mere.

Not for other eosinophilic
conditions or sudden
breathing problems.

What is Eosinophilic Asthma?

Starting FASENRA

Cost & Savings

Resources & Support

sign Up

v

IMPORTANT SAFETY INFORMATION
Do not use FASENRA if you are allergic to benralizumab or any of ¢
Do nat use to treat sudden breathing problems

FASENRA may cause serious side effects, including:




MEDCALIESOUSCES  PRESCHIBING MFORNATION  PATIENTWERSITE  MEQUESTSAMPLES

< EXPLORELONG-TERM DATA ~

r.
CALQUENCE

APhase 3, open-label, randomized, multicenter trial
in patients with previously untreated CLL!2

Study design

A next-generation selective BTKi for adult patients with CLL/SLL?

< Choose Indication

IMPORTANT SAFETY INFORMATION
INDICATION AND [MPORTANT SAFETY INFORMATION
IMPORTANT SAFETY INFORMATION

Serious and Opportunistic Infections

Fatal and serlous infections, including opportunistic infections, have occurred In patients with hematclogic malignandies

treated with CALQUENCE

ious or Grade 3 or higher infections (bacterial, viral, or fungal) ccourred in 19% of 1029 patients exposad to



Lynparza gkt mportot Suety oot Etstisan ot ()

olaparib

WHAT IS LYNPARZA LYNPARZA RESULTS STARTING LYNPARZA SIDE EFFECTS RESOURCES & SUPPORT

LYNPARZA is the only PARP inhibitor approved
for all of the following types of cancer:

For use in select patients:

ADVANCED OVARIAN CANCER

METASTATIC PROSTATE CANCER

METASTATIC PANCREATIC CANCER

EARLY OR METASTATIC BREAST CANCER

For certain cancer types, your doctor whl
parform a test to make sure that LYNPARZA is
right

rnn.chamnatharanv aral madicatinn that mav aive
READ MORE [

LYNPARZA miry Cause serious side effects, including treat adults who
Bone marrow problems called Myelodysplastic Syndrome

(MDS) or Acute Myeloid Leukemia (AML). Some vho o er. Of primary
nave ovarkan cancer of breast cancer and who have @ perfioneal cancer with a cartain type of nherited (germilne) or

Not real patients.




This site is intended for US Consumers Full Prescribing Information ®  Patient Information &  Cost and Affordability @  HCP Site ®

Benefits of BREZTRI Safety Information COPD & Flare-Ups Talking to Your Doctor Savings & Support BREZTRI No. 3 Car BREZTRI Zero Pay

BREZTRI A : A )
AEROSPHERE® BREZTRI is used long term to treat chronic obstructive pulmonary disease (COPD).
(budesonide 160 mcg, BREZTRI does not replace a rescue inhaler for sudden symptoms and is not for the treatment of asthma.

glycopyrrolate 9 mcg and
formoterol fumarate 4.8 mcg)
Inhalation Aerosol

[brehz-tree] [G))

IF YOU HAVE COPD,

ASK YOUR DOCTOR ABOUT

BREZTRI

o N ° . 0 HerpseO

Get COPD Resources for
You and Your Doctor

The BREZTR

that is desioned to help

your COPD. The ex

and instructions for using your inhaler

Savings & Support

How to Use Your Inhaler

Frequently Asked Questions

What is the approved  What are COPD How could Isaveon  How do | store my
use for BREZTRI? flare-ups? my BREZTRI BREZTRI inhaler?



ASTHMA
BADLY?

|rvm1{mm150munlrm
YOU MAY HAVE ADIFFERENT TYPE OF
AND EOSINOPHILS COULD BE TO BLAME

50, YOU HAVE {_%11777 BUT YOUR SYMPTOMS ARE STILLNOT
CONTROLLED WITH YOUR CURRENT MEDICATION




Prescribing Information e Approved Use e Important Safety Information ¢ Medication Guide

BEVESPI

AEROSPHERE

/) (glycopyrrolate 9 mcg/formoterol
fumarate 4.8 mcg) Inhalation Aerosol

BEVESPI AEROSPHERE

AIMS TO OPEN
AIRWAYS TO THE MAX

A maintenance treatment for adults with COPD.

BEVESPI AEROSPHERE iis a combination of two COPD medicines. When-used
long-term—two puffs, twice a day—BEVESPI AEROSPHERE works two ways to
help open airways and keep them open. Open airways can help open your world
for better breathing.

It is not a rescue inhaler and is not used to treat sudden COPD symptoms. itis
not for the treatment of asthma.

SEARCH

THIS SITE IS INTENDED HEALTH CARE
FOR US CONSUMERS PROFESSIONAL LINK >
+ BEVESPI AEROSPHERE is a ipti ication used long:

to treat adults with COPD READ MORE...

+ BEVESPI AEROSPHERE is not a rescue inhaler and is not for use to
treat sudden COPD symptoms. READ MORE... EX P LO R E

BEVESPI

AEROSPHERE

{glycopyrrolate 9 mcg/formoterol
fumarate 4.8 mcg) Inhalation Aerosol
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UX STRATEGIST & CREATIVE DESIGN

ROLE SUMMARY

Led the UX design and strategy work for
several user journeys for GSK Cell Gene
Therapy

Lucid, simple and easy — the journeys are
minimal in design and with no clutter and zero
distractions.
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£, Cognizant

MAX LIFE INSURANCE

CREATIVE DIRECTOR — STRATEGY & UX / UI DESIGN

ROLE SUMMARY:

Successfully anchored the creative effort, winning the
confidence of the client and building a good rapport with
the core client stakeholders.

Charted the creative strategy for the project and
coordinated the design effort, managing design teams
across locations, ensuring that the client was presented
with the best design strategy.

KEY RESPONSIBILITIES:

Led the complete design effort for this leading life
insurance brand based out of Gurgaon - right from
establishing the brand tonality to arriving at a visual look
and feel in sync with the brand drivers.

Collaborating with the UX lead and ensuring that the
interactions and design are complimenting each other,
while the brand essence is maintained through the
interaction behavior, including tone of content, call outs,
iconography etc.
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PROJECT SHOWCASE

DIGITAL TRANSFORMATION




JUMEIRAH

s

» .;‘ H7 ]

¥

Stay Different

Choose a location N || selectdateofres

Deluxe Two B BOOK

Jumelrah

HELLO,
JOHN SMITH King Jumeiah D: MST KHT 8383

u .
EEFE|
r
JE—

PANORAMIC ONE BEDROOM SUI

@ s

o Brignac BrutGold (A of Spades)

Jumeirah

AY DIFFEREN

© 2022-23



HOME HOTELS & RESORTS DESTINATIONS RESTAURANTS JU mel ra h SPAS OFFERS MEETINGS § EVENTS SIRIUS

Stay Different /d
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ADCB BANK

ADCB4

St o S v A At B Town  Wols  Lwwan

ADCBY

d lue Our Customer TOUL FREE N
velomeBackl We Value Our Customers Tou e

Learn more .

Welcome Backl We Value Our Customers

New to ADCB?

Tell w5 what you are looking for:

K. =

==
= Learn more .
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= vedanta .

on strong

. |
-Konkola gears

Financial " 12
Highlights

=3 Revenue of USSH4 bilkon, up 23%

=P Underlying EPS) of US$142, down
465%, due to lower attribotable profit
from:

= Total dividend for the year of 55 US.

s o s 10 5
= ox.. (B 0.

Share price

st Gose 116300
g Price 16400
OaysChange @ 100
DaysChange 0 009

etayed shase price from

24919 2000

= vedanta

Factshest Oue Journey

Know Us

Every company is what it's employees make of it and at Ved:

anta, lorem ipsum. lorem ipsum lorem ipsum, lorem
ipsum, I forem ipsum, lorem ipsum

ipsum lorem ipsum, lorem ipsum, lorem

Management Team

Vedanta's management structure Is designed
to bring the skilfs and expersence of our
executives to bear In the most efficient way
possible, facilitating decision-making across

all the business units.
=3 Read moce

2357 600 216,160

e fotomers Vo views.

aboard our time capsule
the making of a
it shaped the future of
natural resources development i

=> Read more.

©x. e’ o
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VEDAN

= vedanta

Our Social media presence

We believe that social media plays a critical role in propagating knowledge and that we have a responsibility to
engage thoughtfully in the same. The various social media channels that we use to engage with our audience are
given below.

'F Creating i ,f
happiness 4 ! '

N vedanta
=

.o ~ . .
3 Twit & in Linkedin
CSRteams. compankes on Uinkedin.
aboct 11 minutes 300 ] Vedanta Aluminium Limited ~3

ot Wit 1 i K that b

m R . Sesa Goa Limited ~3
about 12 Sterite industries 3
OMiicetwents ba's out of the office

meeting PR ar t Cairn Indka =3
T tamren
Folowgvedantameda

2,357 600 216,160 XK 24919 X0
O=2.. ne Q. Qu O




MAXLIFE DIGITAL TRANSFORMATION

> )
<42l For g

CREATIVE DIRECTOR IN CHARGE OF DESIGN STRATEGY, BRANDING, UX / Ul DESIGN: Charted the creative strategy for the MaxLife Insurance Digital
Transformation project - coordinated the design effort, managing design teams across locations, ensuring that the client was presented with the best design MAX
strategy. Led the complete design effort for this leading life insurance brand based out of Gurgaon, India - right from establishing the brand tonality to arriving at LIFE
a visual look and feel in sync with the brand drivers. Collaborating with the UX lead and ensuring that the interactions and design are complimenting each other, N NSURANCE
while the brand essence is maintained through the interaction behavior, including tone of content, call outs, iconography etc. Successfully anchored the creative

effort, winning the confidence of the client and building a good rapport with the core client stakeholders.

© 2022-23



YUM FOODS

© 2022-23

Finder_Fle_Ed0 View Go Window Welp

300 enjpy whal your

Freshly prepared
/n $wo minvies!

a KFC
,&isogood”  FODDMENU  ORDERPLANNER  DROOLDEALS  STORELOCATOR

'WELCOME

TOKFCINDIA =~ -

f Connect
and enjoy what your friends love ;)

Freshly prepared

N fwo minvtess
KNOW MORE »

ONG
8 iece WiNG-ATHON 8

TIAM YITTATAC

Order Now Slice of Pizza Catering

d Online

Bl ations and upto 3 toppings each,
o1 more ways to enjoy Pizza Hut

ORDER NOW

Want a different deliv

H
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TOKEGWW R

§ Conmect
300 eojpy whal you triends

TUO0MEND  OROERPLANNER  DRAOLDENS S

Freshly prepared
in fwo minvies!

YUM FOODS WEBSITE
TRANSFORMATION

CREATIVE STRATEGIST & DIRECTOR — UI DESIGN

ROLE SUMMARY

Played a pivotal role in crafting the design and interaction
strategy. Worked with the UX team to craft a superior user
experience for users. Integrated a much required brand
perspective into the design s.

KEY RESPONSIBILITIES

Creative Strategy, Brand Insight & Analysis,
Conceptualization and visualization, Visual Design,
Interaction Design, Art direction, Coordination and leading
visual design effort.
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COGNIZANT FOUNDATION

The hing effects of

EDUCATION

are like ripples that last for generations.

“This radiating power of education makes it one of the primary
focus areas for Cognizant Foundation in its CSR efforts.
through the past ten years.

proving the quality of

[ HEALTHCAT

fé’f to addlife to yearsS

] t .
Wity
Wiy

| EDUCATION

We Battres wlyexpect
- X0ets o ol e
Sty sducion o s e

Breathing ffe into

LIVELIHOOD

to create equal opportunities for the
Toss fortunate.

‘Cogrizant Foundation believes that the right
kil wil set aur yauth on the path of better
ployment opportunities

CIECogniza nt

Foundation

© 2022-23



COGNIZANT
FQUNDATION. orecror - ur

DESIGN

ROLE SUMMARY

Led the creative design and strategy work
for the website, annual report and the 10
year commemorative collaterals.

KEY RESPONSIBILITIES

Re-designed the CF website to a fully

responsive, dynamic version with classified
L i project database, aesthetic tile display, to

| 4 5 s highlight recent projects using actual

EDUCATION project imagery.

We partnes wi
Pt with expests \g Womike atesy

Yo quaity education T \Mk-;su"’vqfd

The design also communicates upfront the
core areas supported by the foundation.

MATOH RTINS
SR IONRNEY A

In addition, the website also displays
announcements about completed projects,
special events and leadership videos,
effective search and quick calls to action.

©2022-23 - WWW.cognizantfoundation.org



http://www.cognizantfoundation.org

msm-ammofmummlmdmm y
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through the past ten y

‘ Wnprovmq the gquality of .
to add life to years.

Over the last decade, Cognizant Foundation has
'& od on helping the poor and needy acce:
ality healthcare, by promoting suppert
deserving institutions.

\SER) .

Breathing fife into

LIVELIHOOD

to create equal opportunities for the
less fortunate.

Cognizant Foundation believes that the right
skills will set aur youth on the path of better
- employment opportunities

{

\Y'“l\\m\

Wity




1 10 YEAR COMMEMORATIVE WEBSITE
EDUCATION & BOOK - COGNIZANT FOUNDATION

This radiating power of education makes it one of the primary

focus areas for Cognizant Foundation in its CSR efforts CREATIVE STRATEGIST & DIRECTOR — UI DESIGN

through the past ten years.

ROLE SUMMARY

Led the creative design and strategy work for the 10 year

: commemorative microsite ‘Creating impact from the inside out’
£ ”‘T-\v proving the guality of and print CO”ateraIS.

ALTHC

KEY RESPONSIBILITIES

As 2014-15 marked the 10 year milestone for Cognizant
Foundation, this year, an online commemoration was created that
would not just communicate the achievements and milestones of
the foundation effectively but also leave behind a lasting impact.

Using a visual metaphor of ripples, the website interactively
captures the journey of the Cognizant Foundation over the past
decade, showcasing some of it's noteworthy projects and the ever
A wtey. widening effects that it's work has had over the beneficiaries, the
| “ volunteers as well as the visionaries.

Cognizant Foundation believes that the right
will zet aur youth on the path of bet:
employment opportunities

http://cf 10comm



http://www.cognizantfoundation.org/commemorative-book/commemorative-book.html

The online metaphor theme was well received and
continued into print format, in the form of a

commemorative book that was released at the CF 10th
anniversary event.

EA

i,

doon;




Cognizant
CFFm?nuauon Downiosd PP

201415:At a Glance
Cognizant Foundation's core focus include supporting education
initiatives, providing healthcare opportunities and enhancing

livelihood options for the under-privileged sections of the society.

Education

Education

Unlocking the key to development

< View the stories

The major issues affecting each strata of education in India are quality
and relevance. Adequate infrastructure facilities, relevant curriculum
‘and pedagogy, quality teachers and financial aid for students are some.
of the pressing needs of India's education sector.

Cognizant
(FFoundalion Download PDF

201415:At a Glance

Performance Highlights

Throughout 2014-15, our endeavour was to empower underprivileged communities and individuals in vital
sectors. Our performance highlights showcase the numbers behind the success. for the year.

Operational Highlights ial Highlights

Total Project Expenditure:
Si

nce Inception
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BRAND PORTFOLIO

Studio

Indu Shankar

Cettsty

ADCED

Growing
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.-
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