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ABOUT 04

AHMED
ESSAM.

Art Director & Instructor
Founder of Art of Art Direction - Co-Founder of Chrononaut Agency

I’m an art director and instructor based in Cairo. For more than twelve years I've turned briefs into ideas and
ideas into images, for 250+ brands across 12+ countries: from government ministries and banks in Saudi Arabia
and the UAE to household names in Egypit.

My work starts with thinking, not decoration. Every project is built around one clear idea, then directed through
every decision, from concept and type to colour, light, 3D and motion, until the image says one thing and says it
well.

Through Art of Art Direction | teach what | practise: how to read a brief, find the concept, direct its execution and
present the decisions behind it. More than 1,200 creatives have trained with me so far.

SELECTED EXPERIENCE

MIND MARK Art Director
MEFAN Art Director
UMS — INGREDIENTS Art Director
ADFINITY Senior Graphic Designer

AHMEDESSAM.STUDIO » INSTAGRAM » BEHANCE » LINKEDIN 2
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MY PRACTICE

Three habits behind every project, and behind everything |
teach.
[ _

THINK.

Find the idea worth making. Before a single pixel, | dig into

THE VISION ' .
THE NEXT GENERATION

the brief, the audience and the insight until one clear
thought holds the whole project together. Make every decision count. Type, colour, light, composition,

3D and motion: each choice is directed to serve the idea,

never to decorate it. Turn execution into direction. Through Art of Art Direction |
help designers grow from making images to leading the
thinking behind them.

EXPLORE ART OF ART DIRECTION »

MY PRACTICE 05


https://artofartdirection.com/
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SAUDI ~ (&

danll Gjljg

ARABL 1 MiniStry Gf FIEHIth

For more than four years I've worked in the Saudi market, ‘ . ‘
from government ministries and national initiatives to banks I ‘*"-. &
>

and leading local brands, with visuals and campaigns shaped

.-a_ﬁ-j..i_”lii_'l_l

around the Kingdom’s culture and ambition. : gl 15 1oll wasjadll i R di
o e ey 2u)adlg palaill pigas aus
DO HA BAN K_ t-i’".l.".'“ rDlJJJ_Ul [-..j_E I:Lllm_.l_u Educalion & Training Evalualmn Cemmissian
i’f-rl“
# * SESHs,
J W
s nlo Misk Cluo
agsanclloll I(onoz Glodin oy 3830 Bunuga

H.Ll.l.” li..l.ﬂ'-g,.ljl EJJL_}.O tMahammed Ben Satman

Ring Saud University Foundio on

#
~ NB A
[ ] e Y \'
MI S N B EASE & TRANQUILITY duloill hgano ( ollw duwwdo

Salem Bin Mahfouz Foundation
AL SHAGHAF

PARTNERS IN SUCCESS — SAUDI ARABIA



PARTNERS IN SUCCESS — 02/ 03

EGYPT

Campaigns and visuals for some of Egypt’'s best-known
names, from Nestlé, Kellogg’s and Lactel to WE and City
Club, alongside national initiatives, building identities and
content that connect with real audiences.
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PARTNERS IN SUCCESS — 03/ 03

UNI1TED
EMIRATES

Large-scale work for federal ministries, Dubai government
entities and major brands, from the Roads and Transport
Authority and Dubai Land Department to Jafza and Texas
Chicken.

PARTNERS IN SUCCESS — UNITED ARAB EMIRATES
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SECTION 01

BRAND
IDENTITY.

|dentities built from a single idea, then carried through every touchpoint: mark,
type, colour, character, packaging, space and motion. Six brands, each with a

voice of its own.

01 Chrononaut Agency BRAND IDENTITY 10 04 Haya SUShi BRAND IDENTITY

02 Art of Art Direction VISUAL IDENTITY & EDUCATION 14 05 Glovo IDENTITY EXPLORATION

03 Dahab Perfume BRAND IDENTITY 18 06 Verve Fitness BRAND IDENTITY



CHROMNMOMALT HRAMD IDENTITY

01 — BRAND IDENTITY 10

PROJECT 01/ 06

CHRONONAUT
AGENCY

The creative agency from another timeline.

The brand for Chrononaut, a new creative agency | co-founded: a name about
time travel that had to feel playful, confident and memorable from day one.

01 THE CHALLENGE 02 THE IDEA 03 VISUAL DIRECTION 04 THE EXECUTION PROJECT SCOPE CREDITS
Agencies tend to sell themselves with The agency is a crew member from A loud, sprayed wordmark with a Logo, colour and type, 3D mascot and Logo design Art direction
the same promises. Chrononaut another timeline. Its story is told by a cheeky wink, electric purple with yellow moods, company profile, website, Visual identity AL |
needed a personality people 3D time-travelling character who accents, a dripping-marker accent font social carousels and stories, and a Character design

remember, and a world that could live carries the brand’s curiosity, humour and a mascot with a full range of promo reel. 3D mascot

across a company profile, social media and confidence. moods. Social media

and motion at launch. Motion

VIEW FULL PROJECT ON BEHANCE »
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Loud, sprayed and

a little ChEEKY A heavy two-line wordmark, a winking crew member tucked
: into the name and a sprayed AGENCY tag, built to be painted CHROMOMAUT
on walls and trains as easily as it sits on a screen. PURPLE DRIF ORRRGE PAPER GRAY
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CHRONOMNAUT

Thickart

Headlings and big stataments

e *CHRARACTER

0123456789

WE CREATE
WHAT'S NEXT Our crew member ME

Headphones, a purple cap and hoodie, a star on the cheek.

from another timeline.
One 3D character with many moods carries the brand across

every page, post, story and frame.

CHRONONAUT AGENCY — BRAND IDENTITY - 01/ 03 11
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CHRONONAUT AGENCY — BRAND IDENTITY - 03/ 03
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THANK YOU

Ahmed Essam Chrononaut Agency chrononaut.agancy

VIEW FULL PROJECT ON BEHANCE »
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01 — BRAND IDENTITY

PROJECT 02 / 06

ART OF ART
DIRECTION

Ideas first. Images second.

The identity for Art of Art Direction, the course and community | founded to teach

designers the thinking behind the image: from reading a brief to directing and

presenting the work.

01 THE CHALLENGE

Teaching thinking is harder than
teaching software. The identity had to

make an invisible process feel tangible,

credible and editorial, without looking
like another design tutorial channel.

VIEW FULL PROJECT ON BEHANCE »

02 THE IDEA

Ideas first, images second. A modular
system of simple geometric forms that
combine into the AD mark, the same
way small decisions add up to one
direction.

14
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03 VISUAL DIRECTION

An expressive blue-and-white palette,
a shape library built from triangle, circle
and square, and an editorial italic serif
paired with a clean sans.

&

F =
ESIGN
¢

04 THE EXECUTION

AD monogram and wordmark, shape
system, type and layout grid, posters,
notebooks, course material, Instagram
posts and stories.

PROJECT SCOPE

Logo design
Visual identity
Shape system
Layout design
Brand strategy
Education

CREDITS

Art direction
Ahmed Essam


https://www.behance.net/gallery/257169229/Art-Of-Art-Direction-Full-Branding
https://www.behance.net/gallery/257169229/Art-Of-Art-Direction-Full-Branding

0 ART OF ART »
DIRECTION A
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[DEAS FIRST.
IMAGES SECOND.
d DIRECT EVERY
DECISION.

DENTON [TALIC Montserrat

l.

ART DIRECTION |
e

ART OF ART DIRECTION — VISUAL IDENTITY & EDUCATION - 02 / 03
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ART DIRECTION

WHY
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01 — BRAND IDENTITY

PROJECT 03 / 06

DAHAB
PERFUME

The essence of pure gold.

A premium perfume brand concept named Dahab, gold in Arabic, celebrating the

heritage and modern opulence of the Gulf.

01 THE CHALLENGE

Luxury fragrance is a crowded,
gold-heavy category. Dahab had to feel
genuinely rooted in Arabic culture, with
craft and restraint rather than
decoration for its own sake.

VIEW FULL PROJECT ON BEHANCE »

02 THE IDEA

The essence of pure gold: a
calligraphic mark, desert architecture
and the warmth of amber light, telling
one story from the logo to the box and
the campaign.

18

I

03 VISUAL DIRECTION

Amber and gold, desert dunes and
arched architecture. The box draws on
desert sands, traditional Sadu weaving
and Art Deco ornament, wrapped
around a simple, elegant bottle.

e A a
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-

04 THE EXECUTION

Arabic calligraphic logo from sketch to
final, dune pattern, packaging, bottle,
campaign photography, stories,
billboards and 3D renders.

PROJECT SCOPE

Brand identity
Arabic calligraphy
Packaging

Art direction

3D & motion

CREDITS

Art direction, branding, visuals, motion & 3D

Ahmed Essam

lllustration (Art Deco)
Woroud Elsawi

3D artist
Omar ElQady

R L



https://www.behance.net/gallery/212895013/Dahab-Perfume
https://www.behance.net/gallery/212895013/Dahab-Perfume
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DAHAB PERFUME — BRAND IDENTITY - 02/ 03
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DAHAB PERFUME — BRAND IDENTITY - 03/ 03 VIEW FULL PROJECT ON BEHANCE » 21
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01 — BRAND IDENTITY

PROJECT 04 / 06

HAYA

SUSHI

Modern Japan, from the heart of Saudi Arabia.

A distinctive identity for Haya, a Saudi sushi restaurant fusing Japanese tradition

with American flair, for a young and daring audience aged 16 to 30.

01 THE CHALLENGE

Create a memorable brand that
resonates with that audience, supports
the restaurant’s expansion through
franchising, and gives it a competitive
edge in a busy market.

VIEW FULL PROJECT ON BEHANCE »

02 THE IDEA

A journey into modern Japan from the
heart of Saudi Arabia: the restaurant as
a scene from your favourite anime,
with soft light, clean lines and bold
moments.

22

03 VISUAL DIRECTION

Bold red, a calligraphic Arabic mark,
anime-inspired illustration and
confident type, balanced with
Japanese minimalism.

04 THE EXECUTION

Logo from sketch to final, packaging,
illustrations and characters, social

posts and stories, motion and Al video.

PROJECT SCOPE

Logo design
Visual identity
lllustration
Packaging
Social media
Motion

CREDITS

Art direction & branding
Ahmed Essam

lllustration
Woroud Elsawi

Motion
Mohamed Ali

Al video
Ahmed Salem


https://www.behance.net/gallery/223066191/Haya-sushi
https://www.behance.net/gallery/223066191/Haya-sushi

BTL
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HAYA SUSHI — BRAND IDENTITY - 01/ 03 23



HAYA SUSHI — BRAND IDENTITY - 02 / 03
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HAYA SUSHI — BRAND IDENTITY - 03/ 03

VIEW FULL PROJECT ON BEHANCE »
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https://www.behance.net/gallery/223066191/Haya-sushi

01 — BRAND IDENTITY 26

PROJECT 05/ 06

GLOVO

Everyday delivery, with a bolder voice.

A portfolio rebranding exploration for Glovo: how would a trendier, bolder delivery
brand look and feel?

01 THE CHALLENGE 02 THE IDEA 03 VISUAL DIRECTION 04 THE EXECUTION PROJECT SCOPE CREDITS
Delivery apps compete on speed and Ordinary moments, extra energy: a Electric blue and vibrant yellow, Logo and wordmark, palette and type, Brand identity Idea, branding, visuals, 3D, motion,
price, and they tend to look alike. The hand-drawn wordmark, burst shapes graffiti-style lettering, 3D illustration 3D illustration, packaging, cups and llustration ﬂﬁﬂ?ﬁ;ﬁography
goal was an expressive personality for and characters that turn coffee time and bright, playful photography. bags, merchandise, posters, billboards 3D
everyday orders, without losing clarity. and food time into small events. and street media. Packaging
Advertising

VIEW FULL PROJECT ON BEHANCE »


https://www.behance.net/gallery/198180425/Glovo
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GLOVO — IDENTITY EXPLORATION - 03 /03

VIEW FULL PROJECT ON BEHANCE »

29


https://www.behance.net/gallery/198180425/Glovo

01 — BRAND IDENTITY

PROJECT 06 / 06

VERVE

FITNESS

From Olympus heights to Verve might.

The identity for Verve, a fithess studio built on personal potential and community.

01 THE CHALLENGE

Gyms often rely on generic muscle
imagery. Verve needed a story that
feels powerful and aspirational, and a
system that works from the logo to the
gym floor.

VIEW FULL PROJECT ON BEHANCE »

02 THE IDEA

Zeus, king of the Olympian gods and a
timeless symbol of strength, gives the
brand its spark: his lightning bolt
becomes the mark and the energy
behind every workout.

30

03 VISUAL DIRECTION

A sharp red-and-black identity, a
bolt-shaped mark, Greek sculpture and
gritty black-and-white photography.

04 THE EXECUTION

Logo, palette and type, gym interiors
and signage, merchandise, social
stories and reels covers.

PROJECT SCOPE

Logo design

Brand identity
Environmental design
3D

Social media

CREDITS

Art direction
Ahmed Essam


https://www.behance.net/gallery/205814945/Verve-Fitness
https://www.behance.net/gallery/205814945/Verve-Fitness
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VERVE FITNESS — BRAND IDENTITY - 02/ 03
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VIEW FULL PROJECT ON BEHANCE »


https://www.behance.net/gallery/205814945/Verve-Fitness

SECTION 02

CAMPAIGNS &
KEY VISUALS.

Master visuals and campaigns where an insight becomes one unmistakable
Image, directed through concept, set, light, 3D and Arabic typography.

01 STC Bahrain CAMPAIGN ART DIRECTION 35 04 Malto
02 Lactel CAMPAIGN ART DIRECTION 37 05 Clty ClUb

3 McCafé CAMPAIGN ART DIRECTION 38 %  The Passion Trip

CAMPAIGN ART DIRECTION
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CAMPAIGN ART DIRECTION
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02 — CAMPAIGNS & KEY VISUALS

PROJECT 01/ 06

BAHRAIN

More fun. More win.

Launch STC Bahrain’s high-speed router to a gaming audience.

01 THE CHALLENGE

Speed and connectivity are invisible
and technical. The campaign had to
make performance felt, in the visual
language gamers already live in.

VIEW FULL PROJECT ON BEHANCE »

02 THE IDEA

Level up: step into a neon-lit,
cyberpunk world where lag disappears
and every move lands in real time.

35

03 VISUAL DIRECTION

Neon light, deep blues and reds and
futuristic gaming rooms, with the router
as the hero device inside the action.

04 THE EXECUTION

Master visuals, 3D router renders,
neon signage, social posts, stories and
animated assets.

PROJECT SCOPE

Campaign concept
Master visuals

3D & CGl
Social media

CREDITS

Art direction
Ahmed Essam


https://www.behance.net/gallery/187202975/STC-Router-Bahrain
https://www.behance.net/gallery/187202975/STC-Router-Bahrain



https://www.behance.net/gallery/187202975/STC-Router-Bahrain

02 — CAMPAIGNS & KEY VISUALS

PROJECT 02 / 06

LACT.

Every day is new.

A master visual for Lactel’s dairy range: milk, yoghurt and flavoured drinks.

01 THE CHALLENGE

Show a wide product range in one
image without it turning into a crowded
pack shot.

VIEW FULL PROJECT ON BEHANCE »

02 THE IDEA

Every day is new: the products ride a
winding track through an open
landscape, so variety reads as
movement and possibility.

37

03 VISUAL DIRECTION

A fresh farm landscape, bright daylight
and a playful track linking every
product, plus a cutaway milk-carton
house.

04 THE EXECUTION

3D master visual and social
adaptations, and a carton-house
concept developed from clay render to
final.

PROJECT SCOPE

Master visual
Social media
3D visualization

CREDITS

Art direction
Ahmed Essam


https://www.behance.net/gallery/170526573/Lactel-Master-Visual
https://www.behance.net/gallery/170526573/Lactel-Master-Visual

02 — CAMPAIGNS & KEY VISUALS 38

PROJECT 03 / 06

MCcCAFE

Start your day with McCafé.

Three key visuals for McCafé that place coffee at the heart of the working day.

01 THE CHALLENGE 02 THE IDEA 03 VISUAL DIRECTION 04 THE EXECUTION PROJECT SCOPE CREDITS
Coffee advertising leans on the same The coffee break as the moment Each scene is locked into a single Three key visuals built in Blender and Campaign Art direction
steam and beans. The visuals needed everything falls into place: a surreal colour (blue, pink, teal), with the cup as finished in Photoshop, from clay Key visuals Al 2L
a fresh world the brand could own. office where desks, lamps and papers the only warm note. renders to final. 3D (Blender)

float, except you and your cup. Retouching

VIEW FULL PROJECT ON BEHANCE »


https://www.behance.net/gallery/144961617/Mc-Cafe-campaign-V3
https://www.behance.net/gallery/144961617/Mc-Cafe-campaign-V3

3 Visuals

Blender and Photshop

MCCAFE — CAMPAIGN ART DIRECTION - 01/ 01 VIEW FULL PROJECT ON BEHANCE »



https://www.behance.net/gallery/144961617/Mc-Cafe-campaign-V3

02 — CAMPAIGNS & KEY VISUALS 40

PROJECT 04 / 06

MALTO

Open your world.

Visual identity and campaign for Malto, a non-alcoholic malt drink in four flavours,
for the Malaysian market.

ARKLING
MALT

01 THE CHALLENGE 02 THE IDEA 03 VISUAL DIRECTION 04 THE EXECUTION PROJECT SCOPE CREDITS
Each flavour (apple, pear, pineapple Open your world: a refreshing Oversized fruit, natural textures, Can designs and flavour patterns, 3D Campaign Art director
and peach) had to have a personality experience infused with natural sunlight and water make flavour the product visuals, posters, social content Branding LR 2L
of its own, while still reading as one flavours, where each flavour gets its hero of every composition. and animated posts. 3D visualization ifr:ijel’::f::r
brand on the shelf. own colour and pattern. CGl

lllustration

VIEW FULL PROJECT ON BEHANCE »


https://www.behance.net/gallery/185379527/Malto-Non-Alcoholic-Malt-Drink
https://www.behance.net/gallery/185379527/Malto-Non-Alcoholic-Malt-Drink
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MALTO — CAMPAIGN ART DIRECTION - 01 / 01 VIEW FULL PROJECT ON BEHANCE »


https://www.behance.net/gallery/185379527/Malto-Non-Alcoholic-Malt-Drink

02 — CAMPAIGNS & KEY VISUALS

PROJECT 05/ 06

CITY CLUB

Ebni batal: my son is a champion.

A campaign for City Club celebrating family, training and achievement.

01 THE CHALLENGE

Speak to parents and children at the
same time, and make the club feel like
a place where ambition is shared.

VIEW FULL PROJECT ON BEHANCE »

02 THE IDEA

Ebni batal, my son is a champion: a
father and son on the podium together.

42

03 VISUAL DIRECTION

Bold, dimensional Arabic typography,
trophies and podiums in a vivid
sporting world, explored in green and
teal.

04 THE EXECUTION

3D scenes built around a real
father-and-son shoot, two colour

directions and campaign key visuals.

PROJECT SCOPE

Campaign

Arabic typography
3D

Key visuals

CREDITS

Art direction
Ahmed Essam


https://www.behance.net/gallery/181679987/City-Club-
https://www.behance.net/gallery/181679987/City-Club-

CITY CLUB — CAMPAIGN ART DIRECTION - 01 / 01

VIEW FULL PROJECT ON BEHANCE »

43


https://www.behance.net/gallery/181679987/City-Club-

02 — CAMPAIGNS & KEY VISUALS 44

PROJECT 06 / 06

THE PASSION

Joy without limaits.

A campaign for Al Shaghaf that helps young people discover, develop and invest
in their passions.

01 THE CHALLENGE 02 THE IDEA 03 VISUAL DIRECTION 04 THE EXECUTION PROJECT SCOPE CREDITS

Make a self-discovery programme built Passion as a journey: typography Boarding passes, departure halls and Key visuals for different travellers Campaign Art direction, typography, 3D & design
on practical tools and scientific meets the airplane ticket, and every 3D Arabic lettering in calm blues and (student, engineer, doctor), 3D Arabic typography LR 2L

measurement feel exciting rather than word takes flight. teals, with one traveller for every path. lettering, social posts and registration 3D

academic. content. Key visuals

Social media

VIEW FULL PROJECT ON BEHANCE »


https://www.behance.net/gallery/186573947/The-Passion-Trip
https://www.behance.net/gallery/186573947/The-Passion-Trip

THE PASSION TRIP — CAMPAIGN ART DIRECTION - 01/ 01 VIEW FULL PROJECT ON BEHANCE »



https://www.behance.net/gallery/186573947/The-Passion-Trip

SECTION 03

SOCIAL
MEDIA.

Fourteen brands across Egypt and Saudi Arabia, from dairy and appliances to
ministries, banks and foundations. Feeds built as systems, so every post feels

new and still unmistakably on brand.
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Lactel

Nestlé

57357 Children's Cancer Hospital
Egyptian Food Bank

Masr El Kheir
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Pure Polymars
Salem Bin Mahfouz Foundation
Ministry of HR & Social Development

Saudi National Bank
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SOCIAL MEDIA — 01/ 07

LACTEL
{actel

DAIRY - EGYPT oy o 'a a
ool pil cally By igllf JASU,0me d

Product-led posts for yoghurt, milk and flavoured e e el e P Y - = I <)
drinks, each pack staged as a small, colourful scene. : 2 = Bt G : &o 2

VIEW ON BEHANCE 2

NESTLE

DAIRY - EGYPT

Flavour-first posts for Nestlé yoghurt: fruit, splashes
and bright colour blocks around the pack.

VIEW ON BEHANCE 2

SOCIAL MEDIA — LACTEL - NESTLE


https://www.behance.net/gallery/172248233/Social-media-Vol-2-(5-Bands)
https://www.behance.net/gallery/172248233/Social-media-Vol-2-(5-Bands)

SOCIAL MEDIA — 02 / 07 48

57357 CHILDREN'S

w— pEan- Ll

w—  pep- il
s Lamm i

HEALTHCARE - EGYPT

Ramadan donation posts built around the children the \ - -

- .. - g & L . { _ oL Ogaatl £l

hospital serves, with one clear call to give. ' o da =k _ w oo 1 .P.ﬂ Q0 #
Lildy Jisi Jlahl scbw vaye Jab scluis wlilsj : S - i '
ail sl dall lbpa ; R AR . pdl__=llalla s

Al i

VIEW ON BEHANCE » Hohi na paliug p "y : NS 2 =S
. . . | . 'I._' I.- ‘:_: b - : l._Il_ | g d—!lg

EGYPTIAN FOOD BANK

NON-PROFIT - EGYPT i I
olaklcly W

L — 1
Posts against food waste and for school meals, from .
the dinner plate to pocket money.

VIEW ON BEHANCE »
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SOCIAL MEDIA — 57357 CHILDREN’S CANCER HOSPITAL - EGYPTIAN FOOD BANK


https://www.behance.net/gallery/172248233/Social-media-Vol-2-(5-Bands)
https://www.behance.net/gallery/155013769/Social-media-Project-14-Brand

SOCIAL MEDIA — 03 / 07 49

MASR EL KHEIR

FOUNDATION - EGYPT

Eid al-Adha and charity posts that turn giving into
simple, warm moments.

VIEW ON BEHANCE »

www.mekeg.org

STavey | covdin @ EEINEE CEEN B oevoessw L DR Sy oo O I O B ceeeesss L IE

DIGITAL EGYPT

GOVERNMENT PLATFORM - EGYPT = | L=

saligl g0ill ddliag Jnai ja4i
Explainers for government services on the Digital L 1N fiindyll oo [ el logesdy iLindipll pao ey 2 ¢
’ - (T T | HeS — . e kel il |

Egypt platform, staged in a clean 3D world.

VIEW ON BEHANCE »

SOCIAL MEDIA — MASR EL KHEIR - DIGITAL EGYPT


https://www.behance.net/gallery/155013769/Social-media-Project-14-Brand
https://www.behance.net/gallery/155013769/Social-media-Project-14-Brand

SOCIAL MEDIA — 04 / 07 50

MINISTRY OF TOURISM

GOVERNMENT - EGYPT

Ancient Egypt told in bite-size facts, for a curious § . .t
ugcjpall Ul
T | B W |
IA J1 &pwlll Lnd

audience.

VIEW ON BEHANCE »

MOIE

CLIMATE AWARENESS - EGYPT

Egyptian landmarks and landscapes facing rising seas,
walol JL—u0dil dalyj vuwuis Sliall ikl
dglall Glaga plai)l vy nuadiill jiaall

clg—all Gg____Lig

drought and heat.

VIEW ON BEHANCE »

SOCIAL MEDIA — MINISTRY OF TOURISM - MOIE


https://www.behance.net/gallery/155013769/Social-media-Project-14-Brand
https://www.behance.net/gallery/155013769/Social-media-Project-14-Brand

SOCIAL MEDIA — 05/ 07 51

IMPERIAL

HOME APPLIANCES - EGYPT

- AR 3 ST = &
Seasonal and Ramadan posts that put the cooker at ' Q S S A 90909 h‘l"

€ weljl ucdl lgnanis

the centre of family life.

VIEW ON BEHANCE »
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BROADCAST

AGENCY - SAUDI ARABIA

BROADCA

THE POWER OF
to the power of innovation. INNOVATION

Posts for a Saudi broadcast agency, from national days

m S .

THIS IS
BROADCAST M.P,

CAN | HELP YOU...

VIEW ON BEHANCE » da_gle dupal € elpa| Ladadg
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SOCIAL MEDIA — IMPERIAL - BROADCAST


https://www.behance.net/gallery/155013769/Social-media-Project-14-Brand
https://www.behance.net/gallery/172248233/Social-media-Vol-2-(5-Bands)

SOCIAL MEDIA — 06 / 07 52

PURE POLYMARS

INDUSTRY - SAUDI ARABIA r%l"l.ln' Iobyrmery mI-F‘""ul"H S E_Jl"lw 'y rmers E.Iji'uh' islyrmers lq]"m'v Fshymmesrs
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P & | ca
Industrial know-how made friendly: recycling and Igg y : i
. : . - Jrotig Jou Hing
products explained in clear, illustrated posts. [ L s ik Calo Baiass
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VIEW ON BEHANCE » g iy el Dy gLk A Goladiawl . jlokiawl .. jipb ﬂ G il slatoN
Budgl 3 5L_ob sl Gold MB
P [ Sarasll Gl . %
e E E Elniio k510 ddin
g Ll CILaLAYlg
b sy | Y e i
Mg |
el e R

i
=
=

T e A% PumEros v T [ Py A2 PumEroL TR R bepaty pdoie chads % be A2 mumEres yw Rt

(RS BT 1T Fae ¥

SALEM BIN MAHFOUZ
FOUNDATION

FOUNDATION - SAUDI ARABIA

Posts for youth and community programmes in a bold,
illustrated style.

VIEW ON BEHANCE »

SOCIAL MEDIA — PURE POLYMARS - SALEM BIN MAHFOUZ FOUNDATION


https://www.behance.net/gallery/172248233/Social-media-Vol-2-(5-Bands)
https://www.behance.net/gallery/155013769/Social-media-Project-14-Brand

SOCIAL MEDIA — 07 / 07

MINISTRY OF HUMAN
RESOURCES & SOCIAL
DEVELOPMENT

GOVERNMENT - SAUDI ARABIA

Volunteering posts that celebrate people who give their
skills: “volunteer differently”.

VIEW ON BEHANCE »

SAUDI NATIONAL
BANK

BANKING - SAUDI ARABIA

Social entrepreneurship posts for SNB’s Ahalina
programme.

VIEW ON BEHANCE »
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SOCIAL MEDIA — MINISTRY OF HUMAN RESOURCES & SOCIAL DEVELOPMENT - SAUDI NATIONAL BANK
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https://www.behance.net/gallery/155013769/Social-media-Project-14-Brand
https://www.behance.net/gallery/155013769/Social-media-Project-14-Brand

SECTION 04

VISUALART &
TYPOGRAPHY.

Personal work where the idea leads and the craft follows: Arabic lettering,
character illustration and 3D, made out of love for the image and the culture
around it.

o The End Of the Street TYPOGRAPHY & VISUAL ART 55

02 It’s Not Easy VISUAL ART 57

54



04 — VISUAL ART & TYPOGRAPHY

PROJECT 01/ 02

55

THE END OF
THE STREET

“Akher el share’, ya osta!”

A personal project about Egyptian traffic, and the people who make it.

01 THE CHALLENGE

Capture the chaos, humour and
character of Egyptian streets in a way
that feels local, warm and collectible.

VIEW FULL PROJECT ON BEHANCE »

02 THE IDEA

“To the end of the street, driver!”: the
sentence every passenger knows,
turned into a series of rides and
characters.

03 VISUAL DIRECTION

Arabic lettering for each ride (tuk-tuk,
microbus, public bus, Vespa), bright
posters and stamps, mixing 3D and
2D.

04 THE EXECUTION

Lettering from pencil sketch to final,
character design, 3D models, posters,
stamps and digital painting.

PROJECT SCOPE

Arabic typography
lllustration

3D modelling
Digital painting
Character design

CREDITS

Art direction, 3D, texture, typography &
digital painting
Ahmed Essam

Character design & illustration
Woroud Elsawi


https://www.behance.net/gallery/169309525/The-End-Of-The-Street
https://www.behance.net/gallery/169309525/The-End-Of-The-Street
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THE END OF THE STREET — TYPOGRAPHY & VISUAL ART - 01/ 01 VIEW FULL PROJECT ON BEHANCE »



https://www.behance.net/gallery/169309525/The-End-Of-The-Street

04 — VISUAL ART & TYPOGRAPHY

PROJECT 02/ 02

ITS NOT

To be an athlete, it’s not easy.

A personal series made as a gift to athletes around the world.

01 THE CHALLENGE 02 THE IDEA
Show the effort behind sport, not only To be an athlete, it's not easy. We
the glory at the finish line. support you: keep going.

VIEW FULL PROJECT ON BEHANCE »

57

03 VISUAL DIRECTION

Explosive colour, lightning and motion
around basketball and cycling, and a
monumental 3D title in cracked stone.

04 THE EXECUTION

lllustrated scenes, 3D typography and
retouching, combined into three key
artworks.

PROJECT SCOPE

Visual art
lllustration

3D typography
Retouching

CREDITS

Direction, concept, retouch & 3D
Ahmed Essam

lllustration
Woroud Elsawi


https://www.behance.net/gallery/164479663/ITS-NOT-EASY
https://www.behance.net/gallery/164479663/ITS-NOT-EASY

IT'S NOT EASY — VISUAL ART - 01 / 01 VIEW FULL PROJECT ON BEHANCE » 58


https://www.behance.net/gallery/164479663/ITS-NOT-EASY

LET’S TALK 59

HAVE SOMETHING IN MIND?

LETS MAKE
MEANING.

Art direction, brand identity, campaigns, social media, workshops and talks.

Tell me about the brief.

AHMED ESSAM LET’S TALK ELSEWHERE
Art Director & Instructor +20 106 964 2072 Instagram 2
Cairo, Egypt Behance
e
AHMEDESSAM.STUDIO » WHATSAPP » L . k dI
mKkeain 2
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https://ahmedessam.studio/
tel:+201069642072
https://wa.me/201069642072
https://www.instagram.com/ahmed_essamsh/
https://www.behance.net/ahmedessamsh
https://www.linkedin.com/in/ahmed-essam-6690b3138/

