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Enthusiastic and trend sensitive creative 
mind, who is crazy about healthy food. 
I am an adrenaline seeker and in for a 
good cup of coffee, anytime.

Do you dare to go on an adventure with me?
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moodBoard
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Open minded
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Go-getter
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Tone of voice

Clean
Minimalistic
Perfectionism
Serene 
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Analysing trends
Concept development
Strategic Brand Communication
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analysinG Trends.

Spot - Analyse - Implement sociocultural trends. 

International Lifestyle Studies is a bachelor in Trend Research & Concept 
Creation in Lifestyle. During my study I have learned how to spot and 
analyse sociocultural trends and implement them into a creative concept. 

Find on the next page a personal trendmap with trends I have analysed in 
today’s society. There is a distinction made between mega-, macro- and 
microtrends. The lines represent an underlying connection.
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Economy Sustainability
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Cultural Image Switch

Unusual PleasureMulti-Sensorisch

Virtual Experience Secretly Pleased

Escapisme

The Triumpf of 
the Monocultures

Connection



“Stop competing on price; compete on value. Deliver total consumer 
solutions, rather than just your piece of the solution.” 
- Faith Popcornq
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concepT developmenT.

Qualitative research - brainstorming - creative thinking - concept creation. 

During my study International Lifestyle Studies I have learned how to organise 
creative sessions, brainstorm and implement qualitative research into a strong 
and innovative concept. 

Find on the following pages some results of my work which I have done as a 
concept developer. 
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de BorrelBoon.

Showcased at Festival Mundial.

June 2017, Tilburg
The Netherlands
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sTraTeGic Brand communicaTion.

Brand communication strategy and planning - Channel, media and 
relationship management

In the 3rd year of my study I have been doing my minor abroad. I followed 
a course in Strategic Brand Communication at VEGA School Cape Town, in 
South Africa. 
This course allows me to explore the nature of branding with a strong focus 
on brand strategy. Think of subjects such as developing/strengthen a brand 
identity, draft a media mix and communication plan and search for disruptive 
alternatives. In short, how to position a brand in an innovative manner, so it 
stands out from its competitors.

Find on the next page the Diamond Model. This is a model which I have 
created in order for Brand X, during Brandchallenge 2017. The Diamond 
Model consists of a valueproposition which is distiled into distinct brand sym-
bols, brand values and organizational values, plus the external influences as 
Dpestel and Trends. 



The diamond
model.
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