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CURRICULUM VITAE / HEDDA OETING

NAME
08.09.1987
RESIDENCE

01.12.2013 - 31.10.2015

15.05.2013 - 15.11.2013

07.07.2012
01.03.2010 - 31.08.2010

01.09.2008 - 07.07.2012

01.10.2007 - 31.02.2008

1998 - 2007

PERSONAL

Hedda Oetting

born in Minden, Germany
30 Horeb Road

Morriston

Swansea
SA6 7A]

EDUCATION

Junior Art Director at the Agency
»Melters Werbeagentur« in Dusseldorf, Germany

Internship at the Agency
»Fan Factory« in Dusseldorf, Germany

Degree: Bachelor of Arts

Practical semester at the Agency
»G73« in Hanover, Germany

Studies in Visual Communication at the
University of Applied Sciences and Arts
in Hanover, Germany

Internship at the Agency
»Profil Design« in Minden, Germany

Grammar school in Petershagen, Germany
Graduation: A-levels
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LANGUAGES
DRIVING LICENCE

PHONE
MAIL

SKILLS

Photoshop
InDesign
Ilustrator

Flash

Final Cut Pro
Premiere Pro
After Effects
Audition
Dreamweaver
Processing
Vectoraster
Microsoft Office
German, English (business fluent)

Class B

CONTACT

07957 293 669

h.oetting@gmx.net
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MULLER - BLINK
Miiller is one of Germany‘s biggest
pharmacy chains. I made a refresh
for their instore brand »Blinkk,
applied to the whole product line,
including but not limited to 240 de-
tergents and other cleaning utensils.
And, yes! Their slogan really is:
»If it blinks, it‘s Blink.«

@ GROBKORNIG

'@‘ KALKSCHUTZ

2 kg




AGENCY WORK / PACKAGING

BLINK LIMITED EDITIONS

CUSTOMER ACQUISITION

for the pharmaceutical industry.

ARTIST
From layout to shelf.
Relaunch for a hair care
and styling brand.
BODY & SOUL
Shower creams, deo-

dorants and handsoaps
in different flavours.

J M E N i ROMANTIC ISLAND OF TENDERNESS.
. DUSCHCREME LET ME MAKE YOUR DAY.
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hen branded products are

launched, they are accompa-
SENSIDENT

»Captain America« is what

nied by huge campaigns to

the client likes to call my boost their pOpularlty. In-

relaunch for the dental care store brands aren’t. The customer makes his
e Dont purchase decision in front of the shelf - eye

Nice to look at; a pain in the i i
ass for print production. to eye with the pl“OdllCt. Customers in the re-

tail industry are touch-and-feel buyers. They
: want to take the products in their hands be-
FRE? i fore they come to their decisions. The pack-

L aging influences that decision directly. If the

layout of a product’s packaging works, it will

L

soon show in the number of sales. That makes
my designs measurable and pushes me to al-

ways achieve the best standards for each cli-

Dent

f

ent, regardless of whether it's a (re)launch

>

INTEROENTRCTEOETCHEN or refresh. For instance after the refresh of

) . . :
. Miiller‘s instore brand »Blink¢, the product

range achieved a 20 % increase in sales.

Unleash the pack! From market analysis

e

over various layouts, including shelf simula-

T

tions in order to judge their woof compared
to the neighbours, to the finished packaging —
I develop big ideas for small products.
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TISSUE & CELL BANKING

MIT FREEONTOUR DIE WELT ENTDECKEN

£k Studisren auf der Es

2 HANNOVER Studieren auf der Expoleiche

wollen. Grahken, Tex-
d Forogratien stammen von
. Stephanie Koslowakd und

ive me some text — no matter
what - a number of pages, and
you made my day. Editorial
design has been my first love
and reason why I started studying graphic de-
sign. These days, we're like an old married
couple, geared to each other and still the per-

fect match.



AGENCY WORK / weBDEsSIGN

IVECO
Microsite for the in-
ternational company

for light, medium and

heavy commercial

vehicles.
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IT2S
A bird’s-eye view on the IT

specialist for onsite services,

infrastructure services and
business solutions.

i : \ MUM, DAD,
CAREER

- E b : I'm on the internet!
A 00 Fan factory | Marketing Werbung Werbeagentur aus Disseldor? =
|| [+ ] 1o
o 0O

Twiuer Wikipedla  Yaboo! Gooule  News ¥ Belietn *

e

— A/

We can do everything! And we even do .

it the best.« On their website the crea- FANFACTORY

) tive agency Fan Factory presents itself
in all modesty. I had the honorable and

fun job to plan and design it in the beginning FANFACTOR ' pr— C i ; LEIDENSCHAFT

Bei uns arbeifen MMenacken mit und, aus

of my six month internship in Dusseldorf. e

angetrieben von Kaffee

i

The responsive website is accompanied : A “LESTRRSE | : _ : G
by a healthy pinch of humour and self-iro-
ny. If you want you can look at the team via

webcam doing what it does best — drinking

coffee. Oscar Wilde once said »After a good

coffee one can forgive anybody, even one‘s
relatives.« In that case we're safe. So long and
thanks for all the coffee!



http://www.it-service-solution.de
http://www.fan-factory.net
http://www.iveco-aktionen.de/roadshow/

AGENCY WORK / DAY-TO-DAY BUSINESS

Neue Generation-

-
Neues Konzept: Neue MO8

IVECO

Wi ivECD DE

ichkeiten:

ou know the drill: »We need a sum-

mer campaign with impact. Pos-

ters, a magazine, brochures, leaf-

lets, mailings, web banners, ads,
a microsite and a competition. Oh, one more
thing, we need it printed by Monday.«

The day-to-day business has made me
bulletproof in crisis management. No
matter if it's a 3D map for a shopping centre
or a billboard for an international truck and
bus company. The love for the detail never

gets lost in the shuffle.

LIKE IT"S MADE FOR ME

Hand-crafted campaign for a shopping centre.

B e ']
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THE INDEPENDENT MEN'S MAGAZINE
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IDEA
CONCEPTION
IMAGE EDITING
LAYOUT &
ILLUSTIRATIONS '

THE GREEKS

ince the year dot the beard had a sig-
nificant importance to me. If a man
wants to delight me, he has to wear
a beard. Bearded men are nearly au-

tomatically attractive to me, no matter how

\. they‘d look without it. I even made my origi-

FULL ~ BEARLC

nally beardless boyfriend believe a full beard

§ would probably suit him extraordinarily fine.
£ . Awfully discrete, of course.

I applied myself to study this peculiar
love for male facial hair within my bachelor
thesis, to try to find out what it is that makes

the beard so fascinating to me.

Every man is blessed with the growth of
beard, though little of them ever busy them-
selves with its history. That's why the beard
appeared to be a good topic for a monothe-
matic men‘s magazine. The chance to
work on a project with the opposite sex as a
target market also appealed to me.

Aside from that, the variety of different
articles were meant to be informative as well
as versatile and entertaining, not just for the

bearded man.
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SABUKARUCHA / FANzINE

sabuk

Subcultures in Jat

WU5sen




fueeri kei

Fairy Kei

Eigentlich kann man alles tra-
gen, salange as pastellan ist.
Fairy Kea, der Feen - Shil, Ist ein
relaliv neuer Modelrend, der sei-
nen Ursprung in einem kleinen,
2004 erdffneten Loden nomens
sSpank!s in Koenji, Tokyo hat. Fui-
ry Kei nimmi Bezug ouf Mode der
80er und frihen 90er Johre, Bun-
te Shorts, Peiticoots, Turnschuhe,

Leggins und Stulpen, aber ouch
gefarbie Hoore und sofle Acces-
soires gehdren dozu. Off werden
Comic-und Zeichentrickfiguren,
wie die Glicksbérchis, Borbie
oder Mein Kleines Pony, ols Mo-
tive verwendel,

Andars als bei der Lolito - Mo-
de, gibt es baim Fairy Kei keine
weiteren sirengen Regeln.

rbis Pictus - the visual world,

was the topic of a class in my

7th semester. Our task was

the creation of a visual lexi-
con with the focus on illustration.

I quickly decided to cover the topic »sub-
cultures«. However, I didn‘t want to focus on
subcultures from this part of the world, but
on some of the Japanese subcultures, widely
unknown to us Europeans, which don‘t often
fail to cause amazement.

The illustrations of every spread in this
fanzine focus on the look and the favourite
pose of one Japanese subculture. The colour-
ation, outlines and the raster background are
highly oriented towards the anime and man-
ga style.

The texts, on the other hand, reveal the
origins and backgrounds of each subculture.
The headlines consist of the Japanese pro-
nunciation and the name of the subculture
itself. The title »sabukarucha« for example is
the Japanese adaptation of the English word
subculture.

Additionally, every spread has a match-
ing outfit for a magnetic paper doll that can

be folded out while reading.
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MAGNETIC DOLL-CHAN e

helps remembering what you learned.



IDEA, CONCEPTION,
PLANING & EDITING,
SOUND & PHOTOGRAPHY




MOVING PICTURE / ABOUT BLANKNESS & FINAL CUT

ABOUT BLANKNESS

About Blankness«is a team made stop-

motion film from my 5th semester.

The course topic was »Nasty little

things«. We focused on bacteria and
the neurosis they cause: ablutomania. The
final product was meant to be just as nasty as
the disease itself.

The short film’s scenery is a safe and
sterile zone threatened by germs. Being the
spectator, we shortly step into Miss Abluto-
mania‘s world. Her life is circling around an
endless fight between sanitation and filthy
microbes. A short distraction reveals that the

putrid slime was just a delusion.

VIMEO.COM/3689904 /7

~
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FINAL CUT

n the same semester, I developed the
short film »Final Cut — Der letzte Schnitt«
(literally »Final Cut — The last Cut«) in a
group of five students.

Emotions that emerge during a fight are
shown through the interaction with objects
and food, but never through a person’s mimic.
Doing so, the film switches between two per-
spectives. The objective bird‘s-eye perspective
and the subjective, emotional close ups.

The title »Final Cut — Der letzte Schnitt« is
meant to be a wink both to the same-named
editing software and badly Germanised mov-

ie titles.

VIMEO.COM/20176247
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THE PIANIST / composING

IMAGE EDITING & PHOTOGRAPHY
HEDDA OETIING

PHOTOGRAPHY 5S5-HAT
JAMIE JOHN

eveloping a harmonic montage

of multiple pictures under the

aspects of lighting, perspective,

colour and depth of focus was

the challenge in the course »composing« in

my 6th semester. Contentwise, we could choose

to show an interpretation of a key scene from

one of the big Oscar winners from the categories

»Best Film¢, »Best Script« and »Best Director«.

I picked a scene from the 2002 Holocaust

drama »The Pianist«, based on the autobi-

ography of the Polish composer and pianist
Wiladyslaw Szpilman.

With the invasion of German troops
in Warsaw at the beginning of the war in
1939, the suffering of the Polish Jew begins.
While his family gets deported from the
slums of Warsaw to Treblinka, Szpilman
succeeds to escape.

In this scene, we can see Szpilman be-
ing discovered by an officer of the German
Wehrmacht, after a long period on the run.
The officer forces him to play on an aban-
doned piano in the ruins of a bombed build-
ing and hides him afterwards until the Red

Army arrives.
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DIE FABELHAFTE WELT DER AMNESIE / came

DIE FRBELHAFTE WELT DER
AMNESIE,.

IDEA
CONCEPTION
STORYLINE
LAYOUT &
ANIMATION
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The Fabulous World of Amnesiac« is a
flash based computer game made
)) in a team of four students in my 6th
semester. The gamer accompanies the
protagonist Hans on a psychodelic journey.
Hans awakens hungover and disoriented in
an urban park after a night out. He's missing
his personal belongings and valuables. Dazed
and confused, he begins his journey home.
Hans has to be guided past various obsta-
cles on his way to his beloved bed. The gamer
is challenged to use his power of deduction
and logical reasoning in skilful trades with
other characters.
The colour-scheme of the game is set to
grayscale. Characters can blend in with the back-
ground. It appears dark and gloomy. Dubious.

HANS

is a modern interpretation of
the German fairytale

»HANS IM GLUCK«

Absurd situations and problems, black
humour and a bizarre combination of bad
taste and pop culture turn this game into

an experience of its own kind.
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SAX & VIOLINS / PHOTOGRAPHY BOOK

ticch

GITARRE

Instrumente wie die Gitarre waren bereits vor 5000 Jahren in

qraonen

pdischen Laute Ghnliches Instrument ist bereits auf einem Relie
Hammurapi (1792-1750 v. Chr) von Babylon zu finden Agyptis

nstrument

Frauen, die Instrumente wie eine Gitarre aus der Zeit der Ph
Gitarre wurde aus dem Spanischen entiehnt und geht Gber Arabisch
letztiichiauf das altgriechische Wort Kithara zurack Jedoch gehorn dieses
wie die lyra zu den Leiern der griechischen Antike und ist eher ein Vorliguter
oder desiPsalters. Gemeinhin wurde das Instrument auch als Oud bezeichnet w
Fid sich quch dber

jment

aas Instry

aus sich das mittelalterliche Wort .Laute™ ableitet. Zumindest 1Gsst
Wortgeschichte darauf schlieBen. dass es die Mauren waren. die

Jahrhundert nach Spanien brachten
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SAX &
VIOLINS

IDEA
CONCEPTION
PHOTOGRAPHY
LAYOUT &
BOOK-BINDING

ext to graphic design, my studies
also contained photography and
multimedia. The photo book »Sax
& Violins« originated in a collab-

oration with a professor of photography.
I decided to take photos of musicians,
since 1 play two instruments myself. And
where is a better spot to do that than in a mu-

sic store? The perfect location, an impressive

shop stuffed with instruments of all kinds,
was soon discovered in the city centre of Han-
over. I developed a series of photos in which
I portrayed musicians, followed by their in-
struments. Can you see their love for music?
The ambiguous title of the book is a
pun based on the eponymic Talking Heads
song. The book cover is also an unfoldable

poster.

' SAXOI-.I |
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THANK YOU
FOR YOUR INTEREST!



