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BACKGROUND AND EDUCATION

Having a professional creative career spanning the United States and China, Peter's extensive
experience has provided him with a deep understanding of both Western and Eastern design

sensibilities and creative insight.

Over the past decade, Peter has focused on the advertising / marketing industry in China.
During this time, he has worked with a wide range of clients, including renowned fashion
brands like Gap and Descente, leading beauty / cosmetics companies such as Estée Lauder
and L'Oreéal, luxury brands like Gucci and Hennessy, consumer electronics giants like OPPO

and Sony Playstation, and multinational conglomerates like ExxonMobil.

This industry-wide experience has provided him with a profound understanding of consumer
insight and trends. He has a keen ability to analyze market dynamics and anticipate consumer
behavior, allowing him to effectively strategize and develop successful advertising and

marketing campaigns.

Peter's skill set is as diverse as his industry experience. He is adept at storytelling and leading
the art direction for commercial films, effectively capturing the essence of brands and their
voice. Additionally, he excels in conceptualizing and planning engaging social media campaigns
that resonate with target audiences. Peter's multifaceted expertise enables him to seamlessly
navigate various aspects of the advertising and marketing landscape, delivering impactful

results for his clients.

(August 2001 — May 2005)
e Bachelor of Fine Arts in Advertising & Graphic Design (May 2005)



WORK EXPERIENCE China

(March 2023 — Present) (November 2019 — April 2021)
Creative Director Agencies worked for: DDB Shanghai and BangX
e Creative Director of the Shanghai office, working on film and creative campaigns for luxury
clients including Gucci, Hennessy, Johnnie Walker and Chow Tai Fook. Also, for sportswear DDB Shanghai:
brand Decathlon, beauty cosmetics brands including L’Oréal and Schwarzkopf, and led the e \Worked on multi-channel campaigns for clients, including Hennessy, Sony Playstation,
marketing creative content plan for 3CE Stylenanda. Pizza Hut, Wusu Beer and Cornetto Ice Cream.
SE )6

e Managed a team of five creatives and led projects for clients, including Midea, HSBC,
(November 2022 — February 2023) Wang Lao Ji, and Zhong Hong Insurance.
Agencies worked for: Wunderman Thompson and Grey

Wunderman Thompson:

® | ed a team of creatives working on the TCL account, which included the brand, mobile and (August 2018 — October 2019)

electronics division. The role required bilingual expertise and insight for the North America Associate Creative Director

social media market (Instagram, Facebook and Twitter) e Clients include Kentucky Fried Chicken, Pizza Hut, Pocky, Pejoy, Pretz
Grey:

e \Worked on Red Bull China’s upcoming spring / summer campaign, and General Motors
The Durant Guild social media platform (Instagram)

(April 2021 — October 2022)
Creative Director
e Clients include Estée Lauder, Oppo, Descente, Mengniu (4

e Our team was the primary pitch team at Match. As the lead art creative we successfully
won numerous pitches, including clients like Estée Lauder, Descente, Mengniu (54),

Budweiser, Lenovo and Yuebao (RE1E)



WORK EXPERIENCE China

(November 2017 — August 2018) (July 2014 — April 2015)
Agencies worked for: BBDO Proximity Worldwide and Sand Future Senior Art Director

® Equancy is a Paris based commercial strategy and brand consultancy firm.
BBDO Proximity Worldwide: Clients | worked on include Bacardi, Martini, Grey Goose, Kerrygold and Lesaffre.

® | ead creative for ExxonMobil Chemical website design at BBDO Proximity Worldwide.
Having years of client facing roles with bilingual expertise, was also responsible for
successfully pitching the project to the client in the very first round of presentations.

e Also, while at BBDO Proximity Worldwide, was the lead creative for the Mobil Oil e-com

website redesign.

Sand Future:
e Sand Future is a Danish developer and manufacturer of high pressure washers. As lead
creative, | successfully refreshed their packaging and print collateral for their entire line of

high pressure washers.

(June 2015 - September 2017)

Head of Design
e Clients include Gap, Old Navy and Belcube Cheese. Y&R was the leading agency for Gap

and Old Navy in the greater China market, which includes Hong Kong and Taiwan. | was
tasked with managing and art directing campaign photoshoots, print / post production,

campaign / brand guidelines, and multi-channel projects that included OOH advertising,
TVC and digital activation / integration.



WORK EXPERIENCE United States

(April 2008 — February 2014) (July 2002 — May 2005)
Founder and Creative Director Art Director
e Founded and managed my own creative agency: Advancement Creative e Skim Productions specialized in event creation and marketing. As art director | was in charge of
managing brand aesthetics and VI guidelines for clients across all events. | also led the design
e Successfully helped businesses create or refresh their visual identity and brand. The project of marketing and event related print collateral.
begins with an initial consultation to gain insight and understand the client’s business goals.
Further market analysis and brand research is then conducted, followed by the creative and ® Projects worked on were held at high profile events, like the Columbus International Auto Show,
design process. Creative services involved in projects like this include logo, VI guideline, to long-standing local institutions, like the Columbus Museum of Art, and also at major sporting
print / marketing collateral, and website design. events, including the Columbus Crew of the MLS and Columbus Blue Jackets of the NHL.

(July 2005 — January 2008)

Graphic Designer

® [ntegral member of the consumer branding and retail teams that specialized in
brand strategy, consumer marketing, visual identity and package design.

e \Worked on brand strategy and package design for regional clients like Wrigley, to the
largest supermarket retailer in the U.S., Kroger, and Cincinnati based multinational
consumer goods corporation, P&G.
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JOHNNIE WALKER x JCT Key Visual Art Direction




JOHNNIE WALKER x JCT TVC 60s Art Direction, Story Development Link to Film: https://www .xinpianchang.com/al2955044
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https://www.xinpianchang.com/a12955044

HENNESSY X.0 x JACKSON WANG



HENNESSY X.0 x JACKSON WANG

TVC 30s (Chapter 1 - Family)

Story Development
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Link to Film: https://www xinpianchang.com/al2704310



https://www.xinpianchang.com/a12704310

HENNESSY X.O0 x JACKSON WANG TVC 30s (Chapter 2 - Love) Story Development Link to Film: https://www . xinpianchang.com/al2704332



https://www.xinpianchang.com/a12704332

HENNESSY X.0 x JACKSON WANG TVC 30s (Chapter 3 - Life) Story Development Link to Film: https://www . xinpianchang.com/al2704337



https://www.xinpianchang.com/a12704337

HENNESSY FIND WHAT MATTERS



HENNESSY FIND WHAT MATTERS CAMPAIGN Key Visual Art Direction, Design
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HENNESSY FIND WHAT MATTERS CAMPAIGN TVC 155 (Roe SR NES! Art Direction, Story Development
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HENNESSY FIND WHAT MATTERS CAMPAIGN TVC15s (KTV) Art Direction, Story Development
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HENNESSY FIND WHAT MATTERS CAMPAIGN

NEEFRRD

BREVANARIA T R8T Y

TVC 155 (Night Club)
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Art Direction, Story Development
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HENNESSY FIND WHAT MATTERS CAMPAIGN TVC 15s (House Party) Art Direction, Story Development
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HENNESSY FIND WHAT MATTERS CAMPAIGN Special Packaging Art Direction, Design

Chris Lee is not only a talented singer, but she is also considered a fashion icon,
representing many notable fashion labels. This limited edition VSOP packaging
is inspired by the many trendsetting looks of Chris Lee.
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DESCENTE FALL / WINTER




DESCENTE FALL / WINTER CAMPAIGN Product Shots Art Direction




DESCENTE FALL / WINTER CAMPAIGN TVC 2m Art Direction, Story Development Link to Film: https://mp.weixin.qg.com/s/GylhvzgxdzLT4fJbF40O |A

DESCENTE



https://mp.weixin.qq.com/s/GylhvzqxdzLT4fJbF4O_IA

DESCENTE FALL / WINTER CAMPAIGN Tech Animation & Key Visual Art Direction, Design Link to Animation: https://mp.weixin.qg.com/s/GylhvzgxdzLT4fJbF40O |A



https://mp.weixin.qq.com/s/GylhvzqxdzLT4fJbF4O_IA

DESCENTE FALL / WINTER CAMPAIGN

Tech Animation & Key Visual

Art Direction, Design

Link to Animation: https://mp.weixin.qg.com/s/GylhvzgxdzLT4fJbF40O |A
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https://mp.weixin.qq.com/s/GylhvzqxdzLT4fJbF4O_IA
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DECATHLON SPRING / SUMMER CAMPAIGN TVC 30s (Running) Art Direction, Story Development
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Art Direction, Story Development
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DECATHLON SPRING / SUMMER CAMPAIGN



ESTEE LAUDER 520




ESTEE LAUDER 520 CAMPAIGN Key Visual Art Direction, Design
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ESTEE LAUDER 520 CAMPAIGN TVC 30s Art Direction, Story Development
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‘E LAUDER x DISCOVERY CASE STUDY
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ESTEE LAUDER x DISCOVERY Key Visual Art Direction, Design
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ESTEE LAUDER x DISCOVERY"
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TVC (Three Poft'Serieé)
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a miraculous journey of shared life is about to unfold

Art Direction, Story Development .
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Narrative:
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The black diamond truffle is most well known for its use Iin cuisine.
But something this rare and enchanting, also holds anti-aging properties.
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X E—tTLS LR R 2K, FHANGRUERHIAE, WTMFT B

Mk, ZHEKS A, BWHNIFIR, HLHBARPAIEERIET

The journey which the black diamond trutfle goes through, from the depths
of the unknown to the surface of discovery, Is truly one of a kind.

RZILMARBANGERRNRELZIR, FWBEMNBCNEwHE, PBEES
WABINNZ, ERTALCNASE, KEFKN], E@L, RAN!

Greek philosophers theorized that truffles were created by a sort of alchemy
of the Earth. Their unigue journey to discovery, In many ways, mirrors our
own passage through lite. The inner drive in us all eventually becomes the
ight that leads us on the path of creating a life that is truly one of a kind.
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ONLINE 7/ OFFLINE EVENT IDEA

[STEE LAUDER X ®iscovery

Journey of the Hidden Gems

From the depths of the unknown, to the surface of discovery.
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Estee Lauder X Discovery Event Passport
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EVENT DATE
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Estée Lauder X Discovery Event 10,000 Hour Timer
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Discovery & Af\uBHE A IESEERZR F T FAIRF
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ESTEE LAUDER X DISCOVERY EVENT
"FROM ONLINE TO OFFLINE

‘ Create Buzz:
Celebs / KOLs post an Estée Lauder
X Discovéry event digital passport on
social media to notify about this
upcoming online / offline event

+ Social Media Engagement:
Celebs / KOLs will include a link to
register and receive notifications
about the l[aunch of the offline event
and your own event passport,
which allows you to claim a free gift
after your journey through the
underground experience

o

. Event Launch Day:
Simultaneous launch of offline

underground event and XJ& %

online event experience

Extra Launch Day Events:
Special Estée Lauder X Discovery
in-store displays / kiosks to promote
Re-Nutriv Ultimate Diamond products
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OPPO x HASSELBLAD CASE STUDY




OPPO x HASSELBLAD CAMPAIGN

Key Visual, Social Media Activation
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Social Media Activation

(https://mp.weixin.qg.com/s/K3cLDAeN362YctOi_HalLCA)
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GAP 5TH ANNIVERSARY CAMPAIGN

Key Visual

Yo RE
el
S|
———— =t

l"- L 1 11 13

*

o

HEL L |

: =
—~ 1".’ = i) Sp——

-
-

=

-

i ™

"

-

==

.y i
' <3

Art Direction, Copywriting

Let’sm SAN S Lo ‘
together M e L ! i ol

ac

: }

PUTIEN X

B Lers K
Blunzy together

Cld

Celebrate

T —hmie

]




GAP SHARE YOUR GIFT CAMPAIGN Key Visual Art Direction
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GAP SHARE YOUR GIFT CAMPAIGN TVC 30s (JJ Lin #R&7) Art Direction




GAP SHARE YOUR GIFT CAMPAIGN TVC 30s (Dee Hsu /)\S) Art Direction
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GAP LONG LIVE SUMMER CAMPAIGN Gift With Purchase Soda Pop Art Direction, Design
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MEET ME IN THE GAP CAMPAIGN Key Visual
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TCL LANGUAGE OF LOVE TVC 15s (Air Conditioner) Art Direction, Story Development

“Caring Is Love” Rabbit Hole Video

Nothing says “l love you” like showing that you really care about the person. Organize
an in-home workout or yoga session where you can assist and help each other improve.
A healthy relationship is a loving relationship. With a TCL Air Conditioner, a refreshing
and relaxing spa atmosphere can be achieved. Video shows a TCL AC that transports
your senses into the ultimate state of relaxation and comfort.

ASL
ok ’

Happy Valentine’s Day

#TCLLangquageOflLove

"’.‘-‘h\

1
N L B

Final Video:
(https://www.facebook.com/reel/5775971525772057)


https://www.facebook.com/reel/5775971525772057

TCL LANGUAGE OF LOVE TVC 15s (Soundbar) Art Direction, Story Development

“Love Through Music” Graphic / lllustrative Video

We all have favorite songs that we cherish during Valentine’s Day, or songs that
define our relationship. We can hear it, but what if we can visualize it as well.
Video of graphics and colors that dance to the rhythm from a TCL Soundbar.

Happy Valentine’s Day

#TCLLanguageOflLove

Final Video:
(https://www.facebook.com/reel/1371531843607897)


https://www.facebook.com/reel/1371531843607897

TCL LANGUAGE OF LOVE TVCI15s (TV) Art Direction, Story Development

FEBRUARY 14 VIDEO SCRIPT

“Celebrate Being Together” Parallax Photo Effect

It’s officially Valentine’s Day. With a TCL TV, celebrate the relationship the two of you covet
by displaying vacation photos or other memories you two shared. The extraordinary picture
quality allows every memory to come alive right in front of your eyes.

Video Script

Video opens with a living room view of a TCL TV.

Camera pans closer into the TV screen and it turns on.

We see a beautiful photo of a couple on vacation.

TCL

Happy Valentine’s Day
#TCLLangquageOfLove

They're at a stunning waterfall view and the parallax effect shows the waterfall come alive like if
It was an actual video instead of a still photo.

The next photo that appears on the screen is the couple on a cloud filled mountain. The clouds
are moving and gliding across the horizon.

Next photo is a close up shot of the couple hugging. The parallax effect shows them embrace
each other.

Next we see a photo of the girlfriend at an aquarium with the fish coming alive, swimming
around in the water.

In the final photo, the couple is sitting on the hood of their car watching the sunset. The parallax

effect shows the colors of the sky slightly change, while the clouds glide across the horizon. Sinal Video:
(https://www.facebook.com/reel/2242441559270754)

TV screen fades to black with the super and TCL logo:

“Celebrate Being Together on Valentine’s Day”


https://www.facebook.com/reel/2242441559270754

TCL GREEN IS THE NEW BEAUTY Facebook Posts Content Development, Design

Link to Facebook Post Link to Facebook Post Link to Facebook Post
= TCL Brand o TCL Brand == TCL Brand
Jan24 - Q Jan27 - Q Jan31-Q
#GreenistheNewBeauty means healthy living to #GreenistheNewBeauty means greener #GreenistheNewBeauty means healthy living to
keep Mother Earth ®healthy and happy@® living# > to keep our planet ®clean.... See keep Mother Earth ®healthy and happy@®
too.... See more more t00.... See more

@ ® You and 20 others T comment

@ ® You and 25 others 2 comments * 1 share

@ ® You and 18 others 2 comments

Like () Comment £ Share i@ Like () Comment £ Share 1@ Like () Comment £ Share


https://www.facebook.com/TCLBrand/posts/pfbid02RCFZ4VC9ELHzwvh3z7qFNhQVsavwgSErtg9qrN592jXAreNNB6meftudMkV2b47fl
https://www.facebook.com/TCLBrand/posts/pfbid02f34A4JFRg272PHTW87cwZAowDXnQciWnLiZCEiPAa86GeVRycCJ8SmgLxrSRC8mSl
https://www.facebook.com/TCLBrand/posts/pfbid0c5GWwVJzwYHGqfumSnSKg53MLE7jeGEKafpGWNKxi2T674eEGB7sweoEM7t2VM2Fl
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Key Visual Art Direction, Design

LENOVO EXHABTSEE CAMPAIGN
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JO MALONE CAMPAIGN Key Visual Art Direction, Design

Jo MAaLONE

CorLoGonNE INTENSE




BUDWEISER MEX CAMPAIGN Key Visual Art Direction, Design




MIDEA AIRFEEL TOWER CAMPAIGN Key Visual Art Direction, Design




MIDEA AIRFEEL TOWER CAMPAIGN Brochure Art Direction, Design
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CHOW TAI FOOK

2024 Roadmap
Key Initiatives Topline Proposal

CHOW TAI FOOK



KEY OBJECTIVES

#1

How to
consistently
communicate

Chow Tai Fook’s
vision?

Recommend
the creative
platform for

2024.

#2

How to
capture the
revitalized brand
in partnerships
& collaborations?

Identify key

initiatives &
partnerships
to reflect new

brand expression.

#3

How to connect
with younger
consumers when the
current consumer
base is aging ?

Illustrate the
New Brand
Positioning

Within Assets.



CHOW TAI FOOK

CREATIVE TAGLINE



CHOW TAI FOOK

To be able to inspire others to
appreclate the past,

embrace the present,

and create for the future...




CHOW TAI FOOK

on |
among our audience,
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CHOW TAI FOOK

Timeless hearkens back to
heritage and tradition.

Your Timeless Now

Your is one of a kind, and staying true Now 1s a mindset / attitude and also,
to one’s aspirations. a memorable moment in time.



CHOW TAI FOOK
AGLINE OPTION 2

Inspired by tradition and heritage, so you can be an icon that is
true to your aspirations, 1S...




Your Timeless Now

Extending the creative theme throughout all campaign touchpoints.

® ® ®
Chow Tai Fook diamonds and jewelry are Use product engagement to allow Curate pop-ups and collab with brands
suitable for timeless moments or occasions consumers and KOLs to create their that extend the campaign message of
in line with the life stages of the Chinese own storytelling based on the being in the moment, embracing the
generation of now. campaign theme. present, and inspired to create a new

Self-gifting for achieving a goal or
milestone in life.

expression of timelessness.

#WhatlsYourTimelessNow Be a pillar in the fashion and creative
culture that resonates with the
Chinese generation of now.

CHOW TAI FOOK




CHOW TAI FOOK

ROLLOUT &
ACTIVATIONS



We capitalize

on the flagship
store launch in
October as our

focus moments
in 2024.

CAMPAIGN OVERVIEW

PHASE 1
APRIL 2024

Brand will launch the new Visual language and codes for the future.
We will take this moment to leverage key announcements and activate some key
Initiatives.

PHASE 2
OCTOBER 2024

With a key flagship retail launch in Shanghai, this will be our primary
activation period to announce deeper engagements and brand-driven
programs to drive resonance in the market.




CHOW TAI FOOK

PHASE 1 KEY INITIATIVES

e #1 Celebrity Ambassador Announcement.
e #2 Collaboration Partnership.
e #3 Pop-up Store Experience.




LABELHOOD

KEY INITIATIVE

Fashion Incubator
& Curators of Chinese
Culture. The Pulse of
China’s Next ‘Big-thing’.

Labelhood is a community that seeks to curate
interactions between Chinese consumers and young
designers thorough; events, retail and pop-up
experiences. They have become the key drivers for
the acknowledgement and global recognition of
Chinese fashion designers and their timeless craft.
Even incubating new talent and taking them to market
with international B2B and B2C partners such as; Pitti
Uomo, Tomorrow Group and Machine-A.




KEY INITIATIVE

A Curation of Iconic
Chow Tai Fook Pieces
Paired With Cutting-edge

Fashion Looks Curated
by LABELHOOD.

To support the launch of two stores in Central, Hong
Kong.

We will have a pop-up experience of select Chow Tai
Fook pieces paired with multibrands curated by the
fashion incubator - with young designers and pieces
to showcase the timeless attributes of products.

CELEBRITY ENGAGEMENT

Media Tour can be arranged with Celebrity attendance
and dressage.




CHOW TAI FOOK

PHASE 11 KEY INITIATIVES

e 14 Flagship Store Event.

e 15 Collaboration Partnership Program.
e #6 A Theatre Sponsorship.




KEY INITIATIVE

A Show Stopping
Runway For A Historical
Flagship Launch In The
Heart of Shanghai.

The collaboration with LABELHOOD crescendos
with a fashion walk, held within the new retail

store - once again showcasing key pieces from
the brand.

CELEBRITY ENGAGEMENT
To walk out at the final stage with CFT pieces.




KEY INITIATIVE

Hunting For The Next
Young Chinese Jewellery

Designers. Setting Future
Trends Today.

A program that will actively encourage the development
of local talent in China. With a potential to build this into
an annual special Capsule Collection released through
Chow Tai Fook - cementing its fashion edge to recruit
with young consumers.




KEY INITIATIVE

CSIAF22

2023.10.15-11.15

Becoming a Pillar Within

Local Arts & Creative Culture. P
Resonating With The Chinese s

o B \Z’*-p THE 22ND CHINA SHANGH TIONAL ARTS FESTIVAL
Generation of Now.

The art of being timeless is to also inspire to create for the future.
The China Shanghai International Arts Festival is a platform for
cultural exchange and one of the leading arts festivals in the world.
From performing arts to exhibitions, CSIAF curates creative
originals from home and abroad. "

During the festival, Chow Tai Fook can host exhibitions for their
product collections or collab with a contemporary theater
production with narrative themes that align with the campaign.




CHOW TAI FOOK

VISUAL ASSETS

“Your Timeless Now”



CHOW TAI FOOK

Film Intention

We want to create a manifesto film that captures the attitude,
emotions, vibe and visuals of “Your Timeless Now”.

The tonality will be chie, artistic and modern, but also feel
inspired by the Chinese tradition and heritage of Chow Tai Fook.

\




CHOW TAI FOOK

Expressing Timeless

Film opens with Chow Tai Fook collection of jewelry.
Using moving light and shadows to convey the passing of time...
but the brilliance of the jewelry stays the same, not affected by the passage of time.

Super: The true art of being timeless is...



CHOW TAI FOOK

Expressing Timeless

Film opens with Chow Tai Fook collection of jewelry.
Using moving light and shadows to convey the passing of time...
but the brilliance of the jewelry stays the same, not affected by the passage of time.

Super: The true art of being timeless is...



CHOW TAI FOOK

Expressing Chinese Heritage & Tradition

Film then transitions to a model admiring the allure of the We then see the model walking towards the camera,
heritage and tradition of the brand. interspersed with shots of jewelry from the collection.
Set design, color and lighting will use traditional Chinese aesthetics,
but presented in a modern and chic way. Super: Appreciating the past.



CHOW TAI FOOK

Expressing Now

We see more shots of the brilliance of the jewelry collection as the model Beautiful shots of the model and jewelry then transitions out
continues to walk forward, then passes through a series of red fabric, to a camera screen, revealing the set design as the model
looking to what's ahead. walks forward off screen.
Super: Embracing the present. Super: And creating for the future.

Logo + Slogan: Your Timeless Now



CHOW TAI FOOK

Expressing Now

We see more shots of the brilliance of the jewelry collection as the model Beautiful shots of the model and jewelry then transitions out
continues to walk forward, then passes through a series of red fabric, to a camera screen, revealing the set design as the model
looking to what's ahead. walks forward off screen.
Super: Embracing the present. Super: And creating for the future.

Logo + Slogan: Your Timeless Now



CHOW TAI FOOK

Film Structure

The true art of being timeless is...
Appreciating the past.
Embracing the present.

And creating for the future.
“Your Timeless Now”



CHOW TAI FOOK

Visual Expression

Chic timelessness, inspiring endless possibilities.



CHOW TAI FOOK
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CHOW TAI FOOK

THANK YOU
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I FILM REF

https://youtu.be/2T8JCapevxM


https://youtu.be/2T8JCapevxM

I FILM REF

https://youtu.be/Qrsl79bMQUs


https://youtu.be/Qrsl79bMQUs
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ORBD) 7=

BIE: TRFEXPODNEILNLEEG R

Scene opens with shots of a surreal landscape with “wrinkles”



ORI

BE: $BE5ERAXGBIPES L, wXUFT, WESBINEANBINXELCEN R, 5 CRIFARETNINERIS,
VO: M, AERIZRUZNRG TS RIL

Close up shot of celebrity talent, camera then pans out revealing her looking outside at
the landscape with “wrinkles” - her striped outfit reflects the wrinkles of the landscape



ORA) R

EE: BIRE, imeENEAREE, BEE: HiEZT, BERXMESR, —BRIERE T TARNRK L,
A solar eclipse occurs, signifying a shift in time VO : TE:%%E/‘] $& Eg‘

Celebrity talent looks up at the solar eclipse, casting a very noticeable
glare of light on her face



- ORBD) RRIE

EE: BB A, HEIRETRH R NI FHITE. B fRANIEHERE/NMAMUBEER, $5E5SLRMANTTHED
H— T RIANEEELREZN, RIAE TR
VO : %%%U AJI_ll_;-I«J—_E [E_’J Close up shot of the hero product as the camera pans around; the serum inside

the bottle glows with vitality

Camera pans out, showing the solar eclipse moving across the sky above the
landscape with “wrinkles” - again, signifying a shift in time



ORI

P

BH: REL/NMIEEEE SRRk

Celebrity talent is seen holding the product close to her face

BE: 2—NMFROEERENESMH, 1R OBERERS
REARFHBE, RUBFFRR T s E0E

Another scene that shows a shift in time, as the serum inside the product is
changing the form of the landscape, smoothing out the “wrinkles” and also
changing its color to Estée Lauder blue

I\I




ORI

/
o o

BE: HEZTA, REXUA, REFEOXNRTELEFNEIT=21 =

R A A X S E A TR BN, BIESE
iR B FXAR, REL T ICBERIRKANR,

KRB, FOFY

(@)

2| PREIVEZN

Camera pans out, revealing the now smooth landscape, devoid of “wrinkles” - the landscape
is also entirely in the hue of Estée Lauder blue \/O

The camera pans in on the mysterious sphere-like object in the middle of the

landscape as the scene transitions to a shot of the celebrity - now, without clothes,
revealing her smooth skin and face
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(HEFR) MR

@l[ﬁ]: j__j:%, %éﬁ\ﬁu_jﬁfﬂﬂﬁﬁ%__%mz%“h\ o

Scene opens with a close up shot of a bronze statue, signifying stability (¥2)

BIE: RABERE, YHRERENS AR DR

VO: {RE)IFZNTLE

REB1T

B3 H?

NN
TR TR

Camera pans to celebrity talent, with the glow of the sunset casting a slight glare

on her body and face

R 6T



(HEFR) MR

B RAEBEBAZE, BEXE—THERT—B—RIBR TR, BIE: fRANITRRE, WwEAEEHENHEAEEP.
Camera pans around room, revealing a hall of statues - again, signifying stability (2) VO Z: —-I_IE?Q T }\A HT_I— |\Eﬂ E_E EEI Elt/\—ltm\ H__]- |\Eﬂ

Close up shot of celebrity talent as she is basking under the glow of the sunset



(HEFR) MR

—

BIE: RANOEFSE/NRRP

B#n), 55 REMARREDNBER,

Close up shot of the hero product as the camera pans around; the serum inside
the bottle glows with vitality

BIE: =X, B 7/RRESEEE B ZRIBEEH,

Camera zooms out, revealing the product basking under the glare of the sunset



(HEFR) MR

B RXELUEIRER, EXEITEIENS R K, EE: HXSMMERE T —THEL, b 7HE
RILE B RIZE,

Camera pans to the ceiling, as the sun shines through this surreal looking dome

The sunlight from the dome is actually casting a shadow on a sundial,
signifying a shift in time



(HEFR) MR

BE: 7RIEHREE, WR—FAFARTER—RILEE R BE: R0EHENINT SR —RLEE R .

VO: ZRIFLERKS

Scene transitions to a surreal landscape with Roman pillars - again, signifying stability (F2)

Scene transitions to celebrity talent as she is lifted upwards by a group of people
- signifying stability (F2)



(HEFR) MR

BEH: 253 ER—THEEXINNEERX, SlEKEZESEHET BE: 71EHEE, wIEEIEZEREY HNRE,
IAIA) &2 56 AP RELR T A AR RIERURE A/, S HZIRAISE A" 4R B,

. R A= — o aw
Scene transitions to a close up shot of a gilded gate with the Greek god, Apollo, glistening under VO . INF *:%\ RWR, E/\j = EE_’J
the sunset - Apollo, the sun god, in Greek mythology represents “healing”

Scene transitions to celebrity talent, who is outside now, as she basks under the glow
of the sunset, maintaining her %2 aura and spirit



(HEFR) MR

BH: RABEEMBILNIRRERE HE NNBEERE. BE: RAELSEBFSERRE NKHE,
VO: iR, FoFf

Camera pans around to another shot of the surreal landscape, revealing Greek statues -
under the sunset

="
Pz

\S

Scene closes with the celebrity talent walking along the coastline, towards the sunset
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