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Tanda Coffee

Client: Kelzin Group - Year: 2025 - Scope: HoReCa, Customer Experience

CHALLENGE

The company is a wholesale clothing supplier that offers complimentary coffee to partners
visiting its store. However, without a distinct identity, the coffee shop was perceived as just
another free amenity. The quality of the beans, the attention to preparation, and the
company’s investment in partner care remained largely invisible.

SOLUTION

We transformed the coffee shop into a standalone brand with its own logo, visual identity, and
branded touchpoints. The new identity communicates that this is not simply free coffee, but a
thoughtful, high-quality service created for the company’s partners.

By turning the coffee shop into a recognizable and premium experience, the branding
reinforces the company’s status and reflects its modern, global approach to hospitality and
partner service.
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Nidge

Client: Nidge LLC - Year: 2022 - Scope: Brand ldentity, Logo, Brandbook

CHALLENGE

Nidge is a Kazakhstan-based technology company specializing in web and mobile application
development. Its original logo was created by the founder while he was still a student. As the
company grew, this amateur identity no longer reflected the team’s expertise, scale, or
quality of work. It made the company and its employees appear less experienced than they
actually were and offered little visual distinction in a competitive technology market.

SOLUTION

We developed a professional and distinctive visual identity that better represented Nidge as a
mature technology company. The new branding strengthened its credibility, shifted client
perception away from that of a newcomer, and created a consistent visual language across
every brand touchpoint.

When the company later moved into a new office, the brand guidelines also gave the interior
designers a clear foundation for translating the character and identity of Nidge.kz into the
physical space.
























BRAND IDENTITY

Survey Suite

Client: Survey Suite - Year: 2023 - Scope: Logo, Brand ldentity, Digital product
CHALLENGE

SurveySuite.io is a survey platform designed to simplify the creation, distribution, and
analysis of surveys. As an early-stage startup preparing to launch, the team needed to build a
functional MVP quickly and present a credible product to potential investors. Speed was
critical, but the company still required a professional identity that could communicate trust,
clarity, and technological maturity from day one.

SOLUTION

We developed a complete visual identity for SurveySuite.io in just one week. The system was
designed to be clear, flexible, and easy to implement across the MVP without slowing down
product development.

This rapid branding process helped the team launch with a cohesive and professional image,
complete its working MVP on schedule, and present a stronger, more convincing product to
investors.
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Ancon

Client: TransTelecom - Year: 2021 - Scope: Naming, Rebranding, Identity

CHALLENGE

The company was originally known as Trans Telecom LLP. Over time, it grew far beyond its
telecommunications roots, developing its own engineering capabilities, technical
infrastructure, and equipment to deliver large-scale EPC contracts.

However, the original name and identity no longer reflected the company’s actual expertise.
When approaching clients with EPC proposals, the company often faced questions about why
a telecommunications provider wanted to undertake construction projects and whether it had
the necessary capabilities. The business had outgrown both its name and its visual identity.

SOLUTION

We created an entirely new brand, including a complete renaming and rebranding of the
company as Ancon. The new identity repositioned the business as a capable and established
EPC contractor, clearly communicating its expertise across engineering, procurement, and
construction.

By removing the limitations of the former telecommunications-focused identity, the rebrand
strengthened the company’s credibility, supported its expansion into new sectors, and helped
Ancon enter markets beyond Kazakhstan.
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BRAND IDENTITY

Rekab

Client: Rekab Ride Sharing - Year: 2020 - Scope: Brand Identity, International Project, Saudi Arabia
CHALLENGE

Entering Riyadh’s competitive ridesharing market, Rekab Solutions needed to build
recognition and earn passenger trust. Its key advantages—transparent pricing, verified
drivers and safe, affordable rides—had to be communicated clearly and consistently.

SOLUTION
We developed a distinctive brand identity and a flexible visual system for Instagram. The

system translated Rekab’s core benefits into clear, recognizable content while giving the
company a consistent foundation for social media communication and future campaigns.
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MedEd Development Program

Client: Cromos Pharma US - Year: 2025 - Scope: Concept Development, Logo Design & Identity System
CHALLENGE

Create a distinct identity for each program while connecting all four within one recognizable
learning ecosystem.

SOLUTION
| desighed a cohesive logo family using shared geometry, typography and color. Individual

symbols give each program its own character while maintaining a clear connection to the
Cromos Pharma brand.
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The Great Steppe

Client: Kelzin Group - Year: 2022 - Scope: BRAND STRATEGY - NAMING - VISUAL IDENTITY - PRODUCT
DESIGN

CHALLENGE

To create Kazakhstan’s first outdoor brand from the ground up—from naming and positioning
to visual identity and product design. The brand needed to embody the spirit of the Great
Steppe: freedom, resilience, vastness, and a deep connection with nature.

SOLUTION

The name Great Steppe became the foundation of the concept. Its values are expressed
through functional cuts, clean silhouettes, a nature-inspired color palette, and minimal
graphics. Special attention was given to practical, durable materials suited for active
movement and changing weather.

Great Steppe combines local identity with contemporary outdoor design, presenting a new
image of Kazakhstan—free, functional, and distinctive.
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CAMPAIGNS & EDITORIAL

KELZIN GROUP CUP / EVENT
CAMPAIGN

Client: Kelzin Group - Year: 2026 - Scope: NAMING - EVENT IDENTITY - CREATIVE DIRECTION -
EXPERIENCE DESIGN - PRODUCTION SUPERVISION

A complete event identity and branded experience developed from the ground up—from
naming and creative direction to on-site implementation.

The project included the full visual system, printed and environmental materials, field
branding, and a live LED screen interface displaying match results and real-time updates. |
supervised production, materials, and printing, and worked on-site to ensure every element
functioned consistently throughout the event.
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CAMPAIGNS & EDITORIAL

EDITORIAL MARKETING
CAMPAIGN

Client: Cromos Pharma - Year: 2025-2026 - Scope: SMM, Al, Newsletter Design, Key Visual

80+ EDITIONS - 11K+ SUBSCRIBERS - ONE CONSISTENT VISUAL SYSTEM

An ongoing editorial campaign created to promote the Cromos Clinical Intelligence Report
newsletter to a professional audience of over 11,000 subscribers.

The campaign brings together 80+ editions under one consistent visual system. Each banner
translates the topic of a new report into a distinctive key visual while maintaining strong
recognition across LinkedIn, Instagram, web and digital channels.
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GENERATIVE VIDEO CAMPAIGN

Client: Cromos Pharma - Year: 2025-2026 - Scope: CONCEPT DEVELOPMENT - Al ART DIRECTION -
MOTION DESIGN - VIDEO EDITING - POST-PRODUCTION

A series of Al-assisted videos created for Cromos Pharma’s digital communications. Each
piece was developed from concept to final delivery through a hybrid production workflow: GPT
was used to generate static visuals, Gemini Omni Flash brought the scenes to life through
animation, and Adobe After Effects was used for compositing, timing, transitions, color
refinement, and final polish.

The project combined generative tools with hands-on art direction and post-production to
create engaging, brand-consistent video content efficiently.



Polaris Clinical Trial

Client: Acsentage - Year: 2025 - Scope: LOGO DESIGN - VISUAL IDENTITY - UX/Ul DESIGN - RESPONSIVE
WEB DESIGN

A patient-focused digital platform created to introduce the Polaris clinical trial and make
complex medical information clear, accessible, and easy to navigate.

The project began with the development of the Polaris logo and a compact visual identity
system, which established the foundation for the website’s design language. Detailed trial
information was simplified through clear content structure, visual storytelling, and custom
infographics.

The website also features an interactive pre-screening questionnaire that helps patients
understand whether they may be eligible to participate in the trial. The complete experience
was adapted across desktop, tablet, and mobile devices to ensure clarity and consistency on
every screen.
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Global Phase 3 Clinical Trial for Olverembatinib in Chronic
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For Investigators

POLARIS CLINICAL TRIAL

Global Phase 3 Clinical Trial for Olverembatinib in Chronic
Myeloid Leukemia - Chronic Phase (CML-CP)

*Olverembatinib is an investigational drug and is not yet approved by the FDA

A Global, Multicenter, Randomized
Phase 3 Study of Olverembatinib vs.
Bosutinib in Patients with CML-CP
Previously Treated with >2 TKls

This study evaluates whether Olverembatinib can provide superior
molecular responses and tolerability compared to Bosutinib in
CML-CP patients with unmet needs.

Mechanism of Action

Target Profile: Potent inhibitor of BCR-ABL1, including T315!
and other resistant mutants.

Pharmacology: High oral bioavailability; half-life ~ 30 hours
supports alternate-day dosing.

Selectivi inimizes off-target kinase inhibition, reducing
class toxicities.

Study Type Participants

Global, multicenter, open-label, randomized Phase 3 trial 333 adults with CML-CP previously treated with 22 TKls




Trial Design o,
/ / A \ Previously treated with at least two approved TKls, such as

imatinib, nilotinib, dasatinib,radotinib, flumatinib, ponatinib, or
| / \ | asciminib.

| ! " I [
\9,

Part
\ W
| bW,

Patients must meet all three of the following criteria at screening.

/

/ Previously treated with at least one approved TKI, such as
imatinib, nilotinib, dasatinib,bosutinib, radectinib, flumatinib,
ponatinib, or asciminib.

e Have T315] mutation at screening.

There are no other effective and/or tolerable therapies

Primary Endpoint:
© VRat24vesks Key Objectives

Secondary Endpoints

& VMR at48and 96 weeks

o Complete Cytogenetic Response (CCyR)
o Time to and duration of MMR

c Safety and PROs

+ + 4+ L

Key Inclusion Criteria Key Exclusion Criteria
. Adults =18 with CML in chrenic phase . History of accelerated or blast phase CML
. Prior treatment with 22 TKls ' Prior use of Olverembatinib or Bosutinib

. No complete response at screening . Major cardiovascular events or unstable medical conditions

. Adequate organ function

Interested in this trial?

Leave your details below and we will contact you shortly.

Name
Surname
Phone Number
Email

Country

City

| agree to share my personal data

| consent to use of my data for the purposes indicated in the “privacy policy”

SUBMIT



Investigator Support

Participating investigators will have access to a dedicated
support team and detailed trial materials to ensure seamless
patient management and data collection.

This collaborative approach aims to provide comprehensive
data while maintaining the highest standards of patient care.

To become a study investigator
or to refer a patient

Investigating Sites

TR —

Country

Coose istand

NOBLE SQUARE, 1t L Kitek erbacae Cl'-tv

Fyank Darting [E)
i Dr. Emily Carter

Boston Clinical Principal Investigator
Research Center +1(212) 555-0148
emily.carter@nycmedresearch.org

Dr. Michael Thompson
Hematologist, Pl
LLINOIS +1(312) 555-0921

ICA o T
SRTWET  gan south Loor m.thempson@plusclinic.com

Midwest Oncology Site

TRLTATLOR

Pubic Storage [E)

wheiesale @)

Dr_Sobhia Ramirez

S0UTH Ei0€

Frequently Asked Questions

What is the purpose of the trial?

Who can join the trial?

Will | have to stop my current treatment?
Is this an inpatient or outpatient study?
What about side effects?

Dol have to pay to participate?

Can | leave the study?

+ POLARIS About the Study Trial Design Eligibility FAQ
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POLARIS CLINICAL TRIAL

Global Phase 3 Clinical Trial for Olverembatinib in Chronic
Myeloid Leukemia — Chronic Phase (CML-CP)

al drug and is not yet approved by the FDA

L
Overview
Expanding Options for Chronic Myeloid Leukemia in Chronic
Phase (CML-CP)

Olverembatinib (HQP1351) is being studied in a global Phase 3
clinical trial as a potential new treatment for patients with
Chronic Myeloid Leukemia in Chronic Phase (CML-CP) who
have previously received at least two tyrosine kinase inhibitors
(TKIs).

This study is designed to evaluate whether Olverembatinib can
improve treatment outcomes compared to Bosutinib, a current
standard therapy.

CONTACTUS

What Makes
Olverembatinib Unique?

Olverembatinib is a third-generation BCR-ABL1 tyrosine kinase
inhibitor (TKI) that targets r ance mutations, including the
challenging T315] mutation. By inhibiting these mutations,
Olverembatinib may help suppress cancer cell growth and enable
deeper molecular responses.

Study Type Participants

Global, multicenter, open-label, randomized Phase 3 trial 333 adults with CML-CP previously treated with 22 TKls

Treatment Arms

Previously treated with at least two approved TKls, such as
imatinib, nilotinib, ri inib, flumatinib, ponatinib, or
asciminib.

Patients must meet all three of the following criteria at screening.

Trial Design

+ Previously treated with at least one approved TKI, such as



ilotinib, dasatinib,bosutinib, radotinib, flumatinib,
ponatinib, or asciminib.

0 Have T315] mutation at screening.

There are no other effective and/or tolerable therapies
available.

Primary Endpoint:
o Major Molecular Response (MMR) at 24 weeks Goals Of the Trlal

Secondary Endpoints .

o MMR at 48 and 96 weeks
o Complete Cytogenetic Response (CCyR)
o Time to MMR and duration of response

° Safety and tolerability

o Patient-reported outcomes

What to Expectasa
Participant

Patients will be randomized to receive either
Olverembatinib or Bosutinib. Treatment is outpatient
and includes regular clinic visits, lab assessments, and
monitoring to ensure safety and track disease response.

Question10f5

Is This Study Age >18?

Right for Me?
You may be eligible if you (Select e o

statements that describe you)

Interested in this trial?

Leave your details below and we will contact you shortly.

Name
Surname
Phone Number
Email

Country

City

| agree to share my personal data




| consent to use of my data for the purposes indicated in the “privacy policy”

SUBMIT

Participating Sites

T Country

wesTTawn

! [ G City

o Boston Clinical 123 Main Street, Boston, MA
Research Center Tel. +1(555) 123-4567

oty Winary Chucago

e 9hicagu c e O 456 Market Ave, San Francisco, CA
H : o Phone number not available

Willis Tower

9 Main Way, Chicago, IL

hicago Parker Clini
Ehicago Parker Clink: Tel. +1 (00) BO0-0900

TRTAYLOR

Lmgis

789 Elm Drive, Dallas, TX
soumntoon NYC Trial Uni
7 CiallInt Tel. +1(800) 000-0000

alo €

Qactan Clinical 192 Main Stroat Racton MA

8 wms

Frequently Asked Questions

What is the purpose of the trial?

Who can join the trial?

Will | have to stop my current treatment?
Is this an inpatient or outpatient study?
What about side effects?

Do | have to pay to participate?

Can | leave the study?

If you have any questions, feel free to contact us

+ POLARIS About the Study Trial Design Eligibility FAQ




This section of the website is intended exclusively
for licensed medical professionals
involved in clinical research.

By proceeding, you confirm that you are a qualified healthcare provider, such as a physician
or clinical researcher, with a professional interest in conducting or supporting clinical trials.

If you are not a medical professional, please return to the main site.

I confirm that | am a licensed medical professional
involved in clinical research.

YES, 1 AM A MEDICAL PROFESSIONAL NO, I AM A PATIENT



Data Management & Biostatistics

Client: K-Research * Year: 2026 - Scope: UX/UI DESIGN - INFORMATION DESIGN - RESPONSIVE WEB
DESIGN

A responsive service page presenting K-Research's Data Management and Biostatistics
expertise. Complex information was organized into a clear, structured digital experience and
adapted across desktop, tablet, and mobile devices.

Link: https://kresearch.ru/en-data-management-biostatistics/




K K-RESEARCH About us Tesaim Experience

DATA MANAGEMENT
& BIOSTATISTICS

Measurable efficiency. We take full ownership of the
i from EDC/IWRS design to final
reporting

WE ADDRESS YOUR KEY CHALLENGES

Manage critical risks and delays at key tnal stages

Challenge 1

SLOW ECRF SETUP
AND UNCLEAR TIMELINES

. S7days  _, 3wecks
EDC for review data collection

OUR SOLUTION

EDC ready for review within 5-7 cays. Full
data collection launch in up to 3 weeks

Challenge 3

REACTIVE INSTEAD OF
PROACTIVE QUALITY CONTROL

Ancmaly

QUR SOLUTION

Real-time risk monitoring and early detection of
deviations before timelines are impacted.

Challenge 2

FRAGMENTED DATA,
NO SINGLE SOURCE OF TRUTH

+ Analytics

QUR SOLUTION

Integrated EDC/IWRS and analytics in a single
secure environment with 24/7 access

Challenge 4

NON-TRANSPARENT STATISTICS
AND COMPLEX REGULATORY
REPORTING

QUR SOLUTION

atistical suppert and
y-ready outputs in COISC

FULL SCOPE OF SERVICES:
FROM CRF DESIGN TO REGULATORY SUBMISSION

DATA MANAGEMENT

DESIGN & SETUP

- End-lo-end EDC/IWRS development
and validation

* CRF Design and Data Management
Plan (DMP) Development

MONITORING & QUALITY CONTROL

+ Continuous data monitoring and quality
oversigh

= Medical data review

DATABASE LOCK

BIOSTATISTICS

PLANNING
= Statistical sactions of the study protocol
+ Statistical analysis strategy development

= SAP development and TLF mock-ups

STATISTICAL ANALYSIS

15, listings, and figures

= Interim and final statistical
analyses

REPORTING




-« Data validation and transformation ta » Clinical Study Report {CSR) preparation
CDISC (SDTM)
+ Regulatory submission support
- Databace lock preparation and clean
data delivery

WE OFFER A COMPLIMENTARY AUDIT OF YOUR PROJECT STATUS

From a data managerment and biostatistics perspective

INTERACTIVE CUSTOM LAUNCH STREAMLINING
DASHBOARD & REPORTS GUIDELINES
See 2 ta will look | L 5 and elerale processes and reduce

without compromising
project

WHAT YOU GET WITH K-RESEARCH

SPEED FULL TRANSPARENCY QUALITY-FIRST APPROACH

& PREDICTABILITY Alldata and key metncs tenrollment rate, Proactive nsk monitonng instead of post-hoc
Data collection begins just 3 data quality, safety) available via secure corrections, Full compliance with ICH GCP
weeks from project start interactive dashbaards — anytime and CDISC standards

‘ |
i ¢
@ \‘;!‘
DEDICATED ACCOUNTABILITY SCALABILITY

An exparienced project manager as a single

Flexible team and services tailored to study
paint of conte needs — no overpayment

MEASURABLE PERFORMANCE

AVERAGE REDUCTION PROJECTS PASS AVERAGE RESPONSE ACCESSTO
IN eCRF DEPLOYMENT REGULATORY AUDITS TIME TO DATA DASHBOARDS
TIME With no critical data findings REQUESTS

Thanks to ready-to-use modules Enablad by integrated

For real-time. data-driven

manitornng syslems




FREE PERSONALIZED
SYSTEM DEMO

IN JUST 30 MINUTES, WE WILL SHOW YOU:

K-RESEARCH




Patient Education Video Series

Client: Cromos Pharma - Year: 2026 - Scope: Al CONTENT CREATION - MOTION DESIGN - VIDEO
PRODUCTION - PATIENT EDUCATION

A series of patient explainer videos designed to make clinical trials easier to understand and
less intimidating. The content answered the most common patient concerns in a clear,
reassuring format, helping simplify a complex topic quickly and effectively.

The workflow combined GPT-generated static visuals, ElevenLabs voiceover, HeyGen video
and subtitles, and Adobe After Effects for graphics and final polish.

Patient Education

Video Series



CAMPAIGNS & EDITORIAL

Margulan Platform — Content &
Educational Design

Client: EduPlat LTD - Year: 2024-2025 - Scope: Art Direction, Editorial Design, Content Design, Marketing
Communications, Social Media Design, Layout & Information Hierarchy

| worked across content, marketing and educational initiatives, developing visual systems for
information-heavy materials across multiple formats.

From long-form guides and learning resources to social content and campaign assets, the
objective was to create clear visual hierarchy, improve content readability and maintain a
consistent brand experience across every touchpoint.




NMnatdopma
MaprynaHa

KOK COKpATUTb
NMoTepun SHeprun?

Yek-nnuct —

© MypgpocTb MaprynaHa / @mudrost_margulana
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® [NpoBepsauTe
CBOU NPUBbIYKNA

Cnpocute ceba: nencCTBUTENBHO NN
3TO OENCTBUE MNOME3HO UIN OHO
3abunpaeT aHepru?

OTKa)>XUTechb OT BbINONHEHUA 3a4auy,
KOTOpPbIE HE NMPUHOCAT MOJ1b3bl UJTA
HE r|p|/|6nv|>|(a|0T K BalWnM UEJIAM.




Mnatdopma Margulan.info
MaprynaHa @margulanplatform

i Yek-nucT

KOK COKpATUTb
1oTepu aHeprum?

Oco3HauTe noTepn 3Heprum

OnpepenwTe, rOg W Kak Bawa !/ 3apenuTte OHEBHWK, 4TOObI
AHEPIMA YXOOUT BNYCTYIO! duKcHpoBaTh Nobele AERCTBUA,
GecnonesHble pasrosopsl, KOTOPLIE MCTOWAIOT Bac
nepe:ueaHna, KOHGNWKTH KU T.4,. AMOLWMOHANEHO MNK DUINYECKK.

[MpoBepsnTe CBOU NMPUBbIYKK

Cnpocute cebs: QeACTBUTENBHO v OTKa)MWUTeCk OT BEINONHEHMA

MW 3TO AeACTBWE NOAS3IHO MNK 3afnad, KOTopble He NPUHOCAT

OHO 3a0upaeTt aHeprun? MONL3blI UMK HE NPUBNMAKAINT K
BalLWM LenamM.

MuHuMnsnpynTe nyctbie pasroBopbl

MNaberainte GecuenbHbIX vy CrapaiTeck okpy»aTk cebn
oBCY¥OEHWIA M CNOPOB, KOTOpbIE NO3MTUBHBIMK MIOABMM,
3abMpaloT MHOMO BPpEMEHHM M KOTOPLIE 3apAMXaloT Bac
IHEPr UK. AHEPrUen.




Kak co3aate unm OTKPbBITE XPAHWUAWLLE

OTKpbITHE CYWECTBYIOWErO XpaHunuwa
HasmMiTe kHONKY  «0TKPLITe® B cTpoxe | OTKPEITE NANKy Kak XpaHunMilLe
Brbepute HyxHyID Nanky ¢ dalnamMi & OTKPLIEWEMEA NOMCKOBOM OKHE,

HawsTe «BolBop nankis:

Co3spaHve HOBOIMo XpaHWnMLa:
Hamrume kHonky  «Co3aates B cTpoxke CO308Te HOBOE XpaHunuuLe
YHAMWMTE HAZEAHWE HOBOMD XpaHunuila B cTpoke | MMA XpaHinMLLE
BGEpUTE MECTO XPAHEHWA NANKK C 3AMETHAMM,

HawmMKuTE  «Co3naTes

NokansHoe pa3aMeLLeHne Ha MeCcTKOM
AWCKe KOMNBKTEpPAa:

Obsidian No3soN\aT CO3NABATE ¥ PA0OTaTE C HECKONBKWMK XPaHWUNHLLLEMI.
Bhl MOMETE OTKPbITE KAXOOE XPpaHANWILE B OTASNBHOM OKHE, OAHaKO
peKoMeHgyeTCHs paboTaTe B OOQHOM XpaHWmnuye, Y49Tobel nogaepsusat

CEHEM MexOdY BOEMM BallWMKM JaMETKDMIA.

PexoMeHaaLnm

Ha Kypce Ml OyoemM padoTaTe B OOHOM Xpadinuile, 4TODke NOO0EpHUBEAT
e0WHYID CTOYETYRY 3HaHKK. PasfengHie 3aMeTor Mo PasHbiM XPaHMnKLLLE

MOMET YONOAHHWTE NPOUECT NOCTRPOEHWA CEHICK Mex 0y HHUMKA.




PacnucaHne OTKpbITUA AOCTYMNOB K MOAYNSIM M & Obsidian

CobbiTus

o1 BeBoaHbIA MOAYNb
aus ¥ Moayns 1

ﬂHBOpb 2025 ¢edeﬂb 2025 Baza sHaHni

13 Moayns 2
M Br Cp Yr nr Mi Br Cp AHB  CoagaHue zameTok B Obsidian

2 3 20 Moayns 3

AHE  OdopMneHwWe U
6 7+ 8 9 10 4 5 CTRYKTYPUPOBAHKUE B33kl 3HAHUEA

14 15 16 17 0 IR 27 Moayns 4

AHB PacwuvpeHHbie cnocobel

el 21 22 23 24 17 18 19 CTPYKTYPHPOBAHMA 533kl 3HAHWA
28 29 30 31 24 95 26 03 Moayns 5

@EB  MHTerpauwu 8 Obsidlan
M 3awnTa 0asel IHaHWA
10 Moayns 6

DEB MpofeuHyTHE
MHCTRYMEHTE Obsidian
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PSIOT 3HAUMTESbHYIO YaCTb CBOEro
KanuTana ele Ha cTapTe

" [pWYMHbBI TaKUX MOTEPb MOTYT BbITb Pa3HbIMK,

' HO MX MOXHO U36exaTb, NPUAEPXKMBAACH
MPOCTbIX NPaBW MHBECTUPOBaHNSA



/

/
Huxe onmcaHbl kniouesble/
OLUMOBKM, KOTOPbIE HOBUUKI
COBEPLUQIOT YaLle BCero _

3yunTe ux, 4Tobbl NOHATD, YTO
NPUBOAMT K NOTEPSAM 1 KakK UX n36exarb,
4TOObI 3aLUUTUTD CBOM KanuTan

o
01 OTtcyTcTBME MHBECTULIMOHHOM
cTpartermmn U 3asbllLUeHHbIe
OXMNOAHUS
0 Korga nHeecTupoBaHme B peaynbTraTe BNOXKEHHbIN
OCYLLECTBNAETCH 6e3 YeTKoro KanuTan TepsieT CBO
MnaHa 1 ¢ 3aBblLLEHHbBIMIA aKTyanbHOCTb, TaK Kak
OXMOAHNAMM, NPOLLECC BblOpaHHbIE MHCTPYMEHTbI He
CTaAHOBUTCA HECCMCTEMHDBIM obecneymBaloT NMKBUOHOCTb

PekoMeHpoauus

CocTaBbTe YeTKMiA NaH WU YCTaHOBMTE peanincTUYHble
Lienn. 3To NOMOXKET BblbpaTh NOAXOAALLME aKTMBbI,
CHM3WTb PUCKIM M1 MOBbLICUTb LLIGHC Ha MPnbbinb.




OXEHUEe B HeNpoOBEepPEHHbIE
MHBECTULIMOHHbIE NPEnIOXEHUS

HepobpocoBecTHbIe MPOeKTbl U KOMaHOb
4acTO CTAHOBATCA MPUYNHOM OO/bLLKX YObITKOB,
0COBEHHO ANa HaYMHAKLLIMX MHBECTOPOB.

PekoMeHOauus

VIHBECTMPYNTE TONMBbKO Ha OCHOBE daHHbIX. AHaIM3UPYMTE
(bMHAHCOBYO OTYETHOCTb, OPUOMYECKYHO CTPYKTYRY, NNaHbl pa3BuTuS
N OOCTUXEHNS KOMaHdbl AN OLIEHKU HaAEeXXHOCTM NPoeKTa.
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03 UNHBecTUpOBAHUE 6€3 OBYyYEHMUS

o MHorme HoOBMYKM OLLMOOYHO CYUTAIOT, YTO A1 YCNELHoro
MHBECTUPOBAaHMSA JOCTAaTOYHO UMETb CTaPTOBbIN KanuTarn.

OpHako MHBECTMPOBaHME — 3TO CMIOXHbIA NPOLIECC,
Tpebyiownin NpodeccruoHanbHbIX 3HaHMI 1 HABbIKOB.

PekoMeHOoaLU Mg

HaunHaliTe MHBECTULIMOHHYIO AEATENbHOCTb C N3YYeHNs aTow
cdepsbl, 4TOObI BGbITb FOTOBLIM K MPUHATIO OCO3HAHHbIX PELLEHWIA
M 3alLMLLIATL CBOW KanuTas OT BO3MOXHbIX NOTEPb.

M




04 IOHUMAHWE CTPYKTYPb
[PUCKOB

0 Kaxxgoe nHBecTpeLleHne HeCEeT PUCKM, @ UTHOPUPOBaHME NX BeaeT
K noTepsM. Bbicokas 0OX04HOCTb YaCTO 03HAYaEeT BLICOKMIA PUCK,
TPEebYIOLLMI TLLIATENBEHOro aHanunaa.

PekoMeHOauus

MNepen NHBECTUPOBaHNEM OLIEHMBANTE PUCKM KaXa0ro akTuBea,
YUUTBIBAS MaKpPO3KOHOMKYECKUe GakTopbl. DTO MOMOXET
MUHUMW3UPOBATH NMOTEPW 1 MPUHKMMATb B3BELLEHHbIE PeLleHNS.




05 OrtcyTtcTBre amBepcudukalmm

MHBGCTMDOB&HMG B OOWH aKTUB U/ CEKTOP MOBbILLAET PHUCK
noTepb, gesad KarnMtan ya43B1MMbIM K PbIHOYHbBIM konebaHuam
1 OTpacreBbiM N3MEHEHNSAM.

® PexkomMeHpaums

[usepcuopurumpyinTe nopTdens, pacnpeaenss akTUBbI.
3TO CHU3UT PUCKK 1 0BecneynT CTabnnbHOCTb KanuTana.

o

[TOHMMAHME OLUMBOK U KITKOUYEBbBIX
NPUHLNMNOB MHBECTUPOBAHUSA —
OCHOBA 3ALUUTbLI KAMUTANA U CO3AAHMUS
HOOEXHOro nopTdens.

IA[ IDAATIALILAALILIANA f\f\(\‘:;ll'lf\f\'rnf\ MALHANY AT NIAAKIA AT SLIALIAA 1A



VIADTUO I VILVIVUNMUS VCUUULLITO | DU LIVi/Nae | 'JVIL:I\VI, AT 1 onanviAa vi
OMbIT, IOMOras y4acTBOBaTb B MEPCMNEKTUBHBIX MPOEKTax U
dOopPMMPOBaTD YCreLHbIV NopTdesb.

| |
I = |
- [lopanTte 3a9BKY HO KOHCYNbTALMIO
I |
| Cc MmeHepxepoMm MVP |
I |
I |
| |
I [

Mony4nTe OTBETbI Ha CBOM BOMPOCH! N HAYHNTE
WMHBECTUPORATb C YBEPEHHOCTbIO!




Code of Conduct

Client: Avatariya - Year: 2024 - Scope: Editorial Design - Information Design - Layout Systems -
Typography - Visual Hierarchy - Brand Consistency - Document Design - Design Systems

CHALLENGE

The company had five Code of Conduct documents with different layouts, typography and
visual styles. The challenge was to bring them into one consistent system while staying within
the existing brand guidelines.

SOLUTION

| created a unified editorial system with consistent grids, typography, hierarchy, spacing,
navigation and reusable page layouts. This turned five disconnected documents into one
coherent and scalable publication system.

IMPACT

The result improved readability and brand consistency while making future updates and new
documents faster and easier to produce.

o — COLOEPHAHUE

HopnopaTtueHel kogekc

BetynutensHoe cnoso

WeTopua OTHPLITAA NAPHOE
Hawa mMuccua u BugeHue
Haww uexHocTi

Hawm npuHumMnb

MopTpeT coTpyaHWKa
HopnopaTueHan aThKa

PepakumoHHas NonuTuHa




2 — HOPIMOPATHUBHbIN KOMEKC

KopnopaTueHbiii KogeKke —
3TO He NPOCTO Habop npasun,
a QyHAAMEHT, Ha KOTOPOM
CTPOUTCA Halla KynbTypa.

OH oTpaXkaeT Hally MWUCCUI, LLEHHOCTH,
NPUHUMNbI, KOTOPbIMU Mbl PYKOBOACTBYEMCH
Ka)<abl¥ AeHb.

- ABuK

MackoT

T — WCTOPHUA OTKPLITHA MAPKOB

2022 roa - 30 aecatpn
Caman BbIlKa

2091 rom - & Honkpn B
Bonwe6bHsiii nec |}
T8 raR - 1 geadpn y

1001 Houb

2023 ron « 5 mapra

Caman BeILLKa

2023ran « 20 wan
Bonwe6Hblii nec SuMHWA Mup
2022 ron + monm

Camas BbilKa

FOUR ron « 15 it
SuMHWIA mMip




= [MOPTPET COTPYAHUKA

Mbi HE3aBMCHMBI, YyMEEeM NPUHUMAaTL
PelWeHNA W HeCeM 38 HNX OTBEETCTEEHHOCTD.

Halue NoBefEHMe 3ABUCUT OT HALLIKMX PELLEHURA, 3 HE OT OBCTORTENLCTE UNK
APYFHX NIOAEA. Mbl HE HILEM BUHOBATHIX W HE ONPARALIBAEMER — GENEM Ha
¢ OTBETCTEEHHOCTE U PEILAEM 3aAa4M.

1 [Y] NPOABNAEM UHULMATUBY
1 OTBEYaeMm 3a pesynsTaTthbl.

HE TONLKS €€ 03BY4WTL, HO M NOGM
CNy4Yaes bl CTaHeTe NHASPOM NPOEKTE
KT, Balle yyacTue

raeTe Maew, aa:

3aTENbHO.

Mbi genumcs onbiTOM, MHEHUAMMW
W peKoMeHaauuaAMN

= PEOAKLWOHHAA NMOMHTHKA

MoanumoHupoeaHue bpeHpa: Ctunuctuka obpaweHus:

HeTcKkuit akTUBUTH

pecTtonapk Avatariya
CooblueHna AoN¥HbI BbI3bIBATh

ynbiBKY 1 CO3AaBaTh NO3UTUBHLINA
OnbIT.

Mapk «Avatariya lce World» Mpumep:

COKpaLLI.EHHOE Ha3BaHWe:

Ob6palleHWe genvTbCca Ha
OBe ayauTopun:

A Netn

O6LeHre JOMKHO BbiTb NErKUM 1
NOHATHBIM KaK ONA AeTeil, Tak u ana
poauTeneii.

£ poautenu

Mpaenna W HHCTPYKLWA YBTKKE,
YBAXHTENbHLIE W ACHLIE.

Wcnoneayem Aapkue, Becensle
dpassl, Npobyxaalowmue YyBCcTBO
NPUKAIOYEHWNA,

Mpumep:

«[OTOBL K 3arafouHBM NP0

OATHEIM OTKPBITHA orpy
UHBIA MU Avatariyals

Mokaasieaem 3360"!’\} O NX HyHoax,
co3naean YyEepPeHHOCTE B
BezonacHocT 1 papocTh X geTei.
Mpumep:

«[loporve poauTeny, Mel 3a6oTHMER O

Ge3onacHoCTH BalWWy AaTel, yTofs Bawe
BREMA B Napke Geino NErKUM 1 PaACCTHEIMLY




