dideoluwa
ololade

PORTFOLIO



brand &

experience

desi

dideoluwa
ololade

designing
experiences,
shaping brands

lwork with businesses to turn theirideas into great
designs. By getting to know each client'svision, |
create beautifuland genuine designs that connect
with their audience, making sure every design tells

a story.

Proficient in: Brand Strategy, Brand Design, Graphic Design, Adobe Creative Suite,
Figma, WordPress(No Code Front End Development), Ul/UX Design, Photography,

Art Direction, Motion Graphics, Videography



BRAND IDENTITY

gamp

Gamp, adevicerepair andinsurance company, needed a
complete brand overhaul. Their existing branding, including a
generic deviceiconlogo, wasn't memorable and didn't
communicate the company's focus on customer service or
itsrole in helping people protect their valuable devices and
the memories they hold. The challenge was to create anew
brand identity that would resonate with their target audience,
clearly articulate their services, and establishgamp asa
leaderin the device repairand protection market. Ultimately,
the goal was to transform gamp from anunknown playerinto
atrusted andrecognizable brand that customers would turn
to fortheirtech needs.
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Watch Brand Filmhere o


https://vimeo.com/1064616607?share=copy

Transforming The rebrand from Jand2Gidito Cargoplugwas all

. g about creating amorereliable, fast, and transparent
JandZGldl INto logistics service. | focused on building a strong brand
Ca rgoplug identity that solves common problemsiin

cross-border shipping, like delays and hidden costs.
Throughresearch and feedback from focus groups, |
made sure Cargoplug’s new identity connects withits
audience, making it a trusted choice forindividuals and
businesses looking for smoothinternational shipping.

BRAND IDENTITY

argoplug
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Designed
for Delight,
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J>Cargoplug

WE ARE HERE
T0 MAKE YOUR
SHIPPING
JOURNEY EVEN
SMOOTHER!

getcargoplug.com

HASSLE-FREE
LOGISTICS

SOLUTIO
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DELIVERING
SMILES
WORLDWIDE. &

Your Everyday Global Shipper

getcargoplug.com

PCupophy 0S (511 98 LAGOS KIGALI
ANNOUNCEMENT {:(|ABUIN MEABUIA

Please note that our office will be closed on / : 1 D i' '
Wednesday June 28th and Thursday 29th of June i ¥ m \ L § 1Y R
LT et H 1 | e !-l el R 'I - L E R

2023 to observe the Sallah break.

I J ] x
. i o |/ Cargoplug
Do not hesitate to make your bookings via our b el o’ o g JILICY =

website by clicking the link in the bio.

Happy Sallah
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LET'S BE YOUR
SURE PLUG FOR
"ALL THINGS CARGO”
FOR 10 MORE YEARS

Your friendly global shipper
Jand2Gidi is now Cargoplug

\{~Cargoplug

10 YEARS
DELIVERING

SMILES
WORLDWIDE

Join us in celebrating a
decade of happiness!

(o Cargc

At Cargoplug, we have
eliminated the uncertainty

and minimized the lengthy
timelines associated with
shipping into and within
the African continent
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https://vimeo.com/994638755

InBloom, the MTV Staying Alive Foundation's
flagship campaign, uses powerful storytelling
to address critical genderissues.

| contributed to the "In Bloom" short film
anthology, a projectin partnership with
Paramount Global and the Billand Melinda
Gates Foundation, which features five films by
female directors from around the world.

MARKETING DESIGNS

Inbloom
Stories




These films tackle topics like period poverty,
child marriage, and gender-based violence,
aligning with the UN's gender equality goals.
The anthology premiered on Paramount+,
Pluto TV, and MTV internationally before
becoming available on YouTube.
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BIG NEWS!

GOT QUESTIONS ABOUT

Q&A on Instagram

in us for alive
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1000 VIEWS

AND STILL COUNTING!

Afefe is a hit. Still haven't seen it?
Go watch it

What steps do you believe
can be taken to address
period poverty effectively?
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The MTV Shuga Nalja campaign, in collaboration with
USAID and CCCR Nigeria, focused onraising awareness
around Pre-exposure Prophylaxis (PrEP) and domestic
violence. Through a combination of strategic design,
storytelling, and digital engagement

MARKETING DESIGNS

Prep inHIV Prevention/
Domestic Abuse
Awareness




The goalwas to educate targeted
audience ontheimportance of
Prep in HIV prevention, amplify
conversations on domestic
violence using digital content to
drive awareness and behavior
change.
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5%

of the people living
with HIV/AIDS don't
know their status
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M2 SHUGA

WHAT ARE THE BENEFITS
OF REGULAR HIV TESTING

B |t keepsyouinformedandin
control of your health

B |t can help with Early detection of
HIV which can lead to early
treatment, which significantly
reduces the risk of transmission

m It gives Peace of Mind. Knowing
your status gives peace of mind

m |t helps protect you and your partner.
Regular testing helps you know your
status so you can take measures to
prevent transmission.

ANSWER
No, butitis important that you
take PrEP daily while at risk of
getting HIV.

THAT GENDER

BASED VIOLENGE
ALSO AFFECTS

less than

0%

of women who experience
GBV seek help of any sort.

)




A daily pill or
bimonthly shot of
PrEP canreduce
your chance of
getting HIV.

¥ SHUGA

POLL

WHAT SHOULD
YOU DO IF YOU
OR SOMEONE
YOU KNOW IS
EXPERIENCING GBV?

of women worldwide
have experienced
either sexual/
physical violence.




The Chude & Ego Foundation, founded by Nonso Okpala, is
dedicatedto transforming low-income communities through
free world-class education and socialimpact initiatives.

One of its flagship projectsis a secondary boarding schoolin
Uga, Anambra State, providing high-potential students with
quality education and career development opportunities. The
foundation also partners with companies to offerinternships,
mentorship programs, and further education sponsorships,
ensuring long-term sustainability through an endowment model

MARKETING DESIGNS

Chude&
Ego Founaation
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Unable to acess Counterpart

of Households
with children will
have at least 3 books

Poor Budgetary
Allocation to education

Proceed to
Secondary school
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51%
Of children engage
in child labour

@ 'Nigerians unable
to read and write

Owing teachers salaries Eve ry

Out of School children

Highest in the World childhood education
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PRIMARY EDUCATION

Gross enrolliment
rate in elementary
schools in Nigeria

o /o SEWpm. , SECONDARY EDUCATION

rate in lower Secondary
school in Nigeria

drop-off before JSS ' R, Gross enroliment
' 54.4%

program
students in Uga




Chude & Ego - _ Chude & Ego
Foundation ., e | Foundation
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As part of theirrebranding and marketing efforts, |l worked
withthe team as a freelance designer, creating static banners,
blog post banners, and simple motion graphics videos that
aligned with theirnew brand identity and enhanced their
digital presence.

My work contributed to their transition from Collect Africa to
Autospend, ensuring a consistent and visually engaging brand
experience across digital platforms. This collaboration
reinforced my expertise in designing for fintech brands,
combining clarity, functionality, and visual appeal to support
business growth

MARKETING DESIGNS

Autospend




#% Autospend #% Autospend

Get a pulse Give your team

of your business's the gift of time.

Automate involce processing
on Autospend.
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at a glance!

GET STARTED ON
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#% Autospend #% Autospend

Has your According to Has your
invoice volume fardiiiilig invoice volume
increased? AI automation increased?

It’s time to el J.ncl:-e?se It’s time to
automate! productivity automate!

by up to

/ .'a

LEARN MORE ON

LEARN MORE ON
> autospend.ai

> autospend.ali



MARKETING DESIGNS

Cowbell
Coffee

For Cowbell’'s coffee product promotion, | crafted a campaign
that blended the brand’s familiar, approachable tone with a bold
new energy. The visuals and messaging were designed to
position Cowbell Coffee as arich, everyday
iIndulgence—smooth, affordable, and made forthose onthe
move.,

Through warm-toned photography, relatable scenarios, and
inviting product placements, the campaign highlighted the
comforting experience of a Cowbell coffee moment,
reinforcingits place as atrusted choice in the morning ritual of



Coffee

-T0-GO

READY
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: LT 0D oD | That’s how it should be -
That’'s how it should be. 4 - ¢ P e -
(@ Set at the perfect price, you can have your 3-in-1 Cowbell coffee B = %) A That’s how it should be.

Cowbell 3-in-1 coffee contains everything you need and comes anywhere; onyiime.

in a portable sachet. Just add water! P Wake up fo the creamy goodness of 3-in-1 Cowbell Coffee.
5 go

Available in shops and supermarkets nationwide. Available in shops and supermarkets nationwide. Lk - il i Available in shops and supermarkets nationwide.
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For9mobile’s Wearables campaign, | led the creative direction
forproduct photography, capturing the sleek, modern aesthetic
of theirdigital watches, Fitbit devices, and earphones.

The visuals showcased the flexibility and style of the wearablesin
everyday use, aligning with 9mobile’s vibrant, tech-savvy
identity. | also developed motion graphics to support digital ads
across the brand’s online shop platform—creating a dynamic,
engaging narrative that elevated product appeal and boosted
on-platformyvisibility.

MARKETING DESIGNS

2mobile
wearables




Home, Office Home, Office
_ or Party; Looks < S ' _ or Party; Looks £ O _

‘ Closer to
. you than

Track every movement with

your 9mobile wearables.

Available on the e-shop or experience
centres nationwide.

your bestie

[TTT T

xxxxxxxxxxxx

Make fitness a lifestyle

9mobile wearables - Available on the e-shop with wearables from 9mobile
or experience centres nationwide. . = Available on the eshop or experience centres nationwide.

Stay fit... All day. Everyday.




Tolaunch Harpic’s new Bathroom Cleaner, we built onthe
brand’s strong association with toilet hygiene by introducingits
"twin"—a product equally powerful for the rest of the bathroom.
Using the bigidea "Harpic has a twin,” the campaign playfully
reinforced the idea of double protection, positioning the new
cleaner as the perfect complement to the trusted toilet solution.

Through simple, memorable visuals and messaging, we
emphasized that Harpic now goes beyond the bowl—offering

complete bathroom hygiene with the same unbeatable strength
MARKETING DESIGNS consumers already know and trust.

Harpic
Toilet Cleaner
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HARPIC gamiAooN gy eaNe

With two sweet-smelling variants, you'll fall
in love with your bathroom again

Available in stores and supermarkets nationwide.

Restores your bathroom to its
sparklingglory

For sparkling clean, germ-free bathrooms, T < S | : S
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| designed the website for Wurk, a data and consulting platform tailored for
startups and enterprises in Africa seekingreliable market insights. Builtin Figma,
the design simplifies how users access aggregated industry reports and connect
with expert consultants—cutting through the usual time-consuming process of
sourcing data.

The site clearly communicates Wurk's two flagship solutions: Wurk Data, offering
ready-to-use industry insights, and Wurk Consulting, providing tailored research
forlarge corporations. With a clean, intuitive layout and sharp visual hierarchy, the
website reflects Wurk’s promise of speed, accuracy, and strateqic clarity.

Ul DESIGN

wurk data










| designed the landing page for Hack4Livestock, a national hackathon aimed at
transforming Nigeria’s livestock sector through technology and innovation. The
goalwas to create avisually compelling and informative experience that
communicates the urgency, opportunity, and impact of the initiative.

Using clean layouts, bold typography, and purpose-drivenimagery, | crafted a
scrollable narrative that speaks to diverse applicants, developers, entrepreneurs,
policymakers, and farmers alike. Key elements such as the objectives, eligibility,
prizes, and application CTAwere clearly structured to drive conversions. The
designbalances accessibility and ambition, aligning with the broader mission of
the FMCIDE, Ford Foundation, and Luminate to build a more data-driven and
sustainable agricultural future.

Ul/UX / LANDING PAGE

Hack4Livestock
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Team Registration Form

Team Registration Form
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Project Atlas
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lled the design of the Nigeria Pavilion and supporting visual assets for Vivalech
2025, Europe’slargest tech andinnovation event. Tasked with representing
Nigeria's innovation potential on a global stage, | developed a cohesive visual
identity that blended cultural elements with abold, tech-forward aesthetic.

From pavilionlayout concepts andlarge-format banners to digital screens,
brochures, and branded merchandise, every asset was crafted to spotlight
Nigeria’s thriving startup ecosystem and government-backed innovation efforts.
The result was animmersive, visually striking presence that amplified Nigeria’s
voice inthe global tech conversation and attractedinvestors, partners, and
attendees alike.

EXPERIENCE / SPACE DESIGN
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NIGERIA

TALENT CITIES

Transforming existing Public Infrastructureinto
digital campuses to create meaningful employmel
opportunities through Business Process
Outsourcing for Nigerian Youth.

NBAN

NATIONAL BROADBAND
ALLIANCE OF NIGERIA

PROUDLY SPONSORED BY
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Fibre Fund
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The world's largest technical-talent
accelerator, aiming to train 3 million

talents across 12 globally in-demand
technical skills.
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IN GOVERNMENT

Building technical capacityin the
Nigerian Civil Service to support
Digital Transformation in the delivery
of Government Services.

Intelligence andother 4|R Teé‘:e .

© Ies |
Critical €Conomic sectors. 2

DICITAL PUBLIC
INFRASTRUCTURE (DPI}

Supporting the delivery of Digital
Services across critical life events for
Nigerian Citizens. Powered by ':ltéc;wsg}
identity (NIMC) and payment ( e

platforms andaData ‘E'xchange
interoperability.
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Positioning Nigeria as aninvestment
ready destination and connecting
our home grown tech innovation to
global investment opportunities.







:‘,‘;
:.;'E

¥
<
~
~
~
oy
2
oo

s\
=
--u

:

At the top of the pavilion, alarge LED screen displayed a vibrant collage spotlighting outstanding Nigerians in entertainment,
sports, and technology—a bold tribute to the country's global influence and creative excellence.
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Visit the
Nigerian
Pavilion at
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NIGERIAN PAVILION MIXER S
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DR.'BOSUN TIJANI

HOMNOURABLE MINISTER OF COMMUNICATIONS,
INMOWVATION & DIGITAL ECOMOMY
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View Motion Files Here °


https://vimeo.com/user108427369
https://vimeo.com/user108427369
https://vimeo.com/user108427369

Let's create
something
remarkable
together!

() dideeyitayo@gmail.com
me@dideoluwa.xyz






