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Taming Creativity: A Case Study

on the Creative Process, from...

Completing a project in its entirety and to its
highest potential, is the great challenge of every
artist. Here's a case study about our artist journey.

My collaboration with creative
director Abdias Laguerre of Lux
Media & Marketing stands as a living
testament to my philosophy:
conversation creates collaboration
creates art.

A crucial part of my role is knowing
when to wield strategy as a tool to
protect, translate, or amplify a
creative vision. While Abdias dreamed
in chords and colors as the project’s
creative force, | served as the
strategic translator, grounding each
imaginative idea with structure
designed to resonate, inspire, and
drive both business and cultural
impact. This work included managing
content development, campaign
strategy, social media promotion, and
project management, while securing
accurate press coverage,
coordinating talent schedules, and
communicating with stakeholders at
every step of the process.


https://www.aerahope.com/post/taming-creativity-case-study
https://www.aerahope.com/post/taming-creativity-case-study
https://www.aerahope.com/post/taming-creativity-case-study
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2024 NAOMY GRAND'PIERRE

CREATIVE DIRECTION |
MANNO BEATS ALBUM DEVELOPMENT
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Tehaka i the inspiraton for tis 10-song albu.

One of the staples of Haitan cuisine, Tehaka weaves multple sweet and savory
m
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v Led concept development and creative direction for Grammy-
nominated producer Manno Beats’ debut aloum, market
positioning, and campaign strategy across production to ensure
both cultural resonance and commercial success upon release.

(poece W 5ot

My music journey began in 2009,
but it wasn’t until 2013 that I
became Manno Beats, the artist. The
success of my single Akouna with
Afrotronix in 2019 then confirmed
the person I have been since a child.
Gifted with foresight, I've seen
myself creating an album for years
and have finally felt called to do so
while finding my place outside of
the box. My revolt system has been
activated as I manifest a new
narrative for us in Tchaka.




2023 NAOMY GRAND'PIERRE

CREATIVE DIRECTION |
HEINEKEN CARIBBEAN PORTFOLIO
( )

Overview Logistics ; Concept

Shaped the creative direction and execution of Prestige’s

National Flag Day campaign, integrating culturally resonant g /
storytelling into in-country video production despite political, e

logistical, and budget constraints, resulting in a 240% increase
in audience engagement for Heineken Caribbean Portfolio.



https://www.instagram.com/reel/CsYhVFxJbiv/?igshid=ZWI2YzEzYmMxYg==
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CREATIVE DIRECTION |
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Featuring Locations Concept

A Visual Project o\ Fatima Alderi

Day 0 | Arrival + Prep A Day 1| Dance
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Day 2 | Editorial ) 4 Day 2 | Picnic s Day 2 | B Roll
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v" Served as Creative Director for creator Fatima Altieri’'s debut music
video following a career hiatus, leading concept development, on-set
production, and post-production to drive 3M+ YouTube views and
successfully reestablish her industry presence.



https://www.youtube.com/watch?v=kfkXV0HrBC4

2025 - 2023

CREATIVE |
MOODBOARDS

Concept Overview

This music video explores the theme of keeping
love private through a visual contrast between
public spectacle and intimate moments.

The storyline follows a famous couple navigating
their love in both private and public spaces,
ultimately embracing the peace and intimacy that
comes with secrecy.

Soft romantic tones

Soft, flowing camera movements mirroring
the ocean’s waves

Contrast between public energy and private
intimacy

Cinematic, dreamlike close-ups, slight grainy
film effect for warmth

NAOMY GRAND'PIERRE
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Doy |
Self Love

Fatima Altieri s Phyllisia Ross

Inspirations

| Want You Around -
Snoh Alegra Moment - Victoria Monet

o Y

Breathe Me - Tyla Pretty Little Fears - 6lack Mushroom Chocolate- Whoa - Snoh Alegra
©reEe6 QUIN, élack

Concept

A wealthy woman humors a man’s desperate flexing—
until he discovers she owns everything he pretended to
have. She owns the game he’s pretending to play.

Key Twist:
* His rented Corvette Convertible vs. her Maybach.

* His ‘yacht stories’ vs. her infinity pool and beach
front view.
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3. EXT. MIAMI
STREETS -
NIGHT

Action:

He follows her, calls at a red light—she ignores it.

Key Shot: Flirty smirk from her window, then
she launches at green light.

Visual: Her car beats him to the gate. By the time he
arrives, the mansion gates close.
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CREATIVE |
MOODBOARDS CONT.

/ rformance 2. A/m‘/y ﬂm COMMERCIAL 1:
C TRUE LOVE / CLASSIC LOVE

Rutshelle hands ignite the ground around
her.

She fiercely walks towards Richard who
knows how to tolerate the heat of her love.

As they come together, the flame begins to
consume the both of them.

. The video starts fashion forward, in the colorful streets
Rutshelle’s love burns like hell, but Richard scene 1 . of Haiti.
would rather keep her close than let 2leads | 4 talents We get close ups of stylish Reople untilwe land on a
couple walking home together: It's Kenny and his girl.

Scene 4: The Pool

His suggestions: taking photos outside by the pool. They review the first round of photos
eductivel round of photos, this ti i

another man take her from him.

COMMERCIAL 1:
TRUE LOVE / CLASSIC LOVE

Richard gets frustrated seeing all the INT. SUBURBAN HOUSE - NIGHT (1980s) DIALOGUE:
men around taking interest in Rutshelle. » - Soft, romantic music plays in the background. (Laughing and inaudible chatter as they enjoy their time
Richard and Rutshelle begin arguing. o 3 ACTION: together.)
e St +*AYOUNG MAN nervously adj tie outside the house, INT. LIVING ROOM - NIGHT (2000s)
g o & holding a bouguet of flowers. rds spin on a turntable,
':‘" eat ?" a"g:' ‘;a"‘;:'“‘ tolust < 3 % +The front door opens, and PARENTS escort their DAUGHTER I
an °’"“g:'f3:":‘rv;;§m ‘T;;‘;T‘f SRERRNN 4 tothe door. *The couple dances slowly, sipping wine. They share a close Interlaced throughout the video are fashionably dressed
e - 4 A “m 'YOUNG MAN: embrace.
models woven into culturally relevant moments in the
where they acknowledge the struggle of — b Y “Hi, these are for you." (he hands the bouquet to the CLOSING SCENE: = .
their bond. _ daughter) straeta of Hattl.
Richard and Rutshelle find themseives ~ { *Th o ;‘“”:: ‘”:““ toward a vintage car, filled with flowers, « Include the old lady who is angry at the man for
surrounded by the flames of thei love, X PARK= Y 20008) 2 B Roll: watching other women.
- N .
their resentment, their anger, lust and < Scene transitions with vintage sound effects. « Lady washing dishes next to people selling food
longing. The love is passionate and fley, : ACTION: 2leads| 6 talents machann manje
but they may be hurting each other +The COUPLE sits on a picnic blanket, eating sandwich: BONUS
more than they are loving each other. and laughing. « Girlnan machine walking and dancing

*AFLIP PHONE rings; they both check their phones and Guy pushing bourét For. can conti i ight from
smile at each othes the sun the woman
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CREATIVE STRATEGY |
PAON BLEU BRAND DEVELOPMENT & LAUNCH

P A O N Who We Are What We Do Our Portfolio BOUSOL
)PAON m e P - S
z BLEU e .

Powered by People, Wealth Starts Here.

MOBILE-COM
Core Problem

5o e = Wil thers are avarses o finance a ca o  home,without cash,
s st e

e = S — =k

"‘w%@ﬁ: B e %&ﬁm ® : fost i

‘withe fisrupting cultural traditions. wenformir .. = s
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Haiti-Specific Insights

v' Spearheaded the brand identity, development, and deployment
for the first-ever Caribbean-based blockchain fintech solution,
leading to $200K in USAID investment matching. Continued with
multicultural market research and audience education
campaigns to drive investor engagement and early market e Hinded

. & Sustainability-Driven Investors The MOBILE-COM Method Together, We Will
adoption. -

Why MOBILE-COM? Positive Lending Lifecycles

b siis .mwm,...mmm.w i |
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CREATIVE STRATEGY |

PAON BLEU WEBSITE DEVELOPMENT

NAOMY GRAND'PIERRE

Paon Bleu @ EN

Dlgltlzm S
Communities.

Include. Empower. Prosper.

Home About Contact

How we do it:

"

BOUSOL

‘, jw \‘k
N W M‘fgﬁ

Paon Bleu

v' Consolidated and streamlined the broader strategy into a cohesive, one-page website landing experience,
visually showcasing the product offering while clearly communicating value, building trust, and encouraging

early market adoption among investors and users.

Powered by People,
The Financial Journey Starts Here.

1



https://www.paonbleu.ht/
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CREATIVE STRATEGY |
HEINEKEN CARIBBEAN PORTFOLIO
(TORO & KINAMN NATIONAL CAMPAIGN)

PAGE 04

Scene 9: Passing the Moto Taxi Station _ Scene 4: The Fishermen / Coastal Waters
- - - |

Visual { : Visual
The camera then cuts to the truck passing a moto taxi station, L S & A group of fishermen s preparing their boats for the early
seen from the side mirror of the truck. One of the moto taxi morning catch and delivery. The male hero delivers a case of Toro
drivers spots the truck and raises his bottle of Toro in a salute. The R to the fishermen.
truck honks in acknowledgment as it rolls by. The male hero
waves back. / Narrator (V.0.)
< P At the break of dawn, Toro joins those who dive in the day before
Narrator (V.0.) J . the sun...
To those who keep us moving, Toro lifts their spirits and powers

N Fire starts to spread as the dish is getting burnt
the way...

The elements become sharper as they get
rustrate

ket i\ & i gy WiNNiNG
HEINEKE [ / HEINEKEN V Tainae

red paint oo Sy —
g her dish

v' Directed end-to-end project management for simultaneous Heineken brand campaigns (Kinam, Toro), overseeing campaign strategy,
production timelines and stakeholder communication to deliver high-performing campaigns from creative concept through final execution.
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CAMPAIGN STRATEGY |
HAITI X 2024 PARIS OLYMPICS

~ - ~, — ggsports and gq
Che New ork Times Wl = e oo
The Most Stylish Olympic

Opening Ceremony Ever

., Closing Ceremonics g
BTS PARTTWO

Here’s who won the fashion gold.
Haiti

sy’

Team Haiti Makes A
Cultural Entrance At
The 2024 Paris

Olympics Opening , ; 5] g ) '
Ceremony N§ B e Uy : ¥ help Team Haiti find Naomi Osaka

for an Olympic Pin Trade

L'UNION

@D Liked by emilie__gp and others
ggsports Which country has the best look at the
# pics?

v Catalyzed a viral shift in Haiti's global narrative from historically overlooked to prominently recognized by deploying a context-driven communication strategy that
yielded unprecedented digital engagement at the Paris Olympic Games (2M+ impressions per channel with recognition from The New York Times and GQ).
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CAMPAIGN STRATEGY |
FATIMA ALTIERI

FATIMA

ARTIST DATA

)WERED BY
m NIBERATE

&

USE CODE: KLEBKFE

TO SAVE 30% OFF
VIBERATE.COM

NAOMY GRAND'PIERRE

PROMOTION

Fatima Altieri - DODO (Official Music & FATIMA ALTIERI - SELF LOVE FT.
Video) ;

2.9M views * 2 years

FATIMA ALTIERI- HELLO- (OFFICIAL ; [§ FATIMAALTIERI - NAN DLO FEAT.
MUSIC VIDEO) OSWALD (OFFICIAL MUSIC VIDEO)

13M views - 1 year ago 6.7M views - 1 year ago

v" Lead campaign and commercial strategy across subsequent releases over a three-year artist relaunch,
optimizing performance-driven ad campaigns on TikTok, Instagram, and YouTube through creative testing,
audience insights, and real-time data. This integrated approach culminated in Fatima Altieri’s highest-
grossing solo concert, exceeding industry benchmarks for content virality and audience engagement.

14


https://open.spotify.com/album/39aT6K4C2FjfDOOAHj6UMa?si=PUrYFB8cTtOBGlgC4xFfTg
https://www.olympiamontreal.com/en/show/fatima-altieri/
https://www.paonbleu.ht/
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LUX CREATIVE STUDIOS PRESENTS A

STRATEGY | X
SOCIAL MEDIA PROMOTION, SINGLE RELEASE listening
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v Drive innovative social media campaigns, creating strategies and production plans for a renowned Haitian musician’s
video releases, generating 2.1IM+ and 6.4M+ views and setting new benchmarks in the Haitian Music Industry.


https://open.spotify.com/album/1jeiZpE7N0APOem2n5eAad?si=H39idMo_RrCpSxn6XDTO2A
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STRATEGY |
SOCIAL MEDIA PROMOTION, FILVI RELEASE

0 000SIPSE®

2 &<
PRIVATE
SCREENING

PPPPP

v Strategized and implemented strategic content plans for Sons & Daughters of Haiti’s indie
film This Unexpected Love generating 70K+ social media impressions in the first week of
launch to secure agency support for streaming network negotiations.


https://www.youtube.com/watch?v=9VrjJ6bA2Co

2023

STRATEGY |

v' Consolidated strategy and copy to showcase the film’'s
production and cast, positioning the project through a
website landing page designed to drive audience
engagement from trailer to social media for both fans
and production houses.

nnnnnnnn

NAOMY GRAND'PIERRE

UNEXPECTED LOVE

ww Unexpected Love the Movie | Official Trailer

Ut

PROMOTION

nnnnnnnnnnnn
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http://www.ulthemovie.com/

2025 - 2023

STRATEGY |
GO TO MARKET

NAOMY GRAND'PIERRE
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AVETERAN’S GIG

Outreach for veterans through Backline & Music Production Therapy.

v" Synthesized audience engagement data to launch go-to-market
strategies for 23 Atlanta-based entrepreneurs, establishing
brand positioning and messaging frameworks to successfully
deploy tailored, cross-platform campaigns.

AVETERAN’S GIG

Outreach for veterans through Backline & Music Production Therapy:

Created by veterans for
veterans, A Veteran'’s Gig
offers Backline and Music
Production Therapy so retired
veterans can have an outlet to
serve both themselves and
others; achieving healing,
connection and activity, while S
mp;ﬂ';wm;:s;’ A VETERANS G1G

AVG

QUICK TERMS

BACKLINE MUSIC PRODUCTION THERAPY

Backiine refers to a niche yet
critical part of the music
business, where required musical
instruments and equipment are
set up for use at concerts, tours
and festivals.

Music Production Therapy is an AVG
specific, multi-discipline approach
far veterans to heal combat related
injuries through

immersive experiences with music
and music production.

After running Omega Backline for 8 years
medically retired Licutenant Colonel Briat
Ward founded A Veteran's Gig to share the

A RESOURCE FOR HEALING

healing he di d through
and Music Production Therapy with
other veterans.

WHY AVETERAN’S GIG?
AN OUTLET
FOR SERVICE.
A RESOURCE
FOR HEALING:

ANEWWAY TO
SERVE ON TOUR.

AN OUTLET FOR SERVICE

L SRR TN SO TUESE Backline allows veterans to
£

* vEngage in a safe and therapeutic
environment

Shared camaraderie amongst other
veterans

¥ Stay active with a renewad sense of
purpose

¥'Work together towards tangible goals
of putting a concert together.

-t )
Loy
Y b

¥Collaborating on Backline and Music
Production Gigs cultivates a shared sense of
camaraderie and connection among
wveterans which fosters a safe and supportive
envirenmaent for healing

¥ Exposure to live music allows veterans to
channel their experiences and emotions and I
transform them in tangible and meaningful %
ways g

¥ A safe and supportive environment allows
wveterans to explore their inner thoughts and
feelings leeding to a sense of empowered
self-discovery

A NEW WAY TO SERVE ON TOUR

zZing their

_— > Wi i i foreft f

U e L e
iy Backine and Music Production tours,

- reuti skills in

N vGoal oriented eni:uhon to complete

time sensitive ta:

WHY AVETERAN’S GIG?

*Aackline helps keeps my hands

and my thoughts moving, And the

music helps restore feclings of joy,

peace and relaxation.”

| ksow | arm making 3
difference in ather people's
lives and the music allows me.
to feel and heal. Fem serving
while | am also healing™

~ Discipline and focused technical skills
vKeen attention to detail
¥ Extensive legisties planning

~ o ¥ Equipment prep and assembly
;\3‘/} /:‘: L, ) 5 Convoying to locations

vAdapting to new environments.

I have & safic space and

community where | am able to
connect with myself and those

around me”
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STRATEGY
BCG BRIGHTHOUSE

v Applied proprietary diagnostic frameworks to address
foundational business challenges in close
collaboration with marketing, product, and executive
stakeholders, including leading cultural integration for

a major merger and developing the digital brand s WL

t t f J h D 3 A T h d. . . d t | t advance.” It was surprising for me. When you see that
the dat: sed to help h , st feel proud.

strategy tor John Deere's Ag lech division and talen et oot Lo o i o
P H vhat se to hel f , to hel| tructi

acquisition campaign.

Senior Software Engineer  autonomously.”

v Led brand repositioning and integrated campaign
strategies for organizations including John Deere,
Alcoa, the VA, NCAA, Canadian National Railway,
Stanley Black & Decker, and MTD Holdings,
translating complex business objectives into clear,
purpose-driven storytelling.

Season 2: Embracing Unc:
Nov 2021 - She Wonders with Ashley

@ Save on Spotify

v Produced the , managing
end-to-end content strategy to deepen engagement
and elevate senior-level client conversations.

Episode 3: Daydreaming to Groundbreaking with Angela Oguntala

Angela Oguntala, Futurist and Founder of a Foresight Agency, sheds light on the power of
dreaming and imagination, and how we —as individuals, communities, and businesses—can
imagine and actualize a new future. This episode gives us permission to dream, to honor our

vision, and to take our future into our own hands.


https://open.spotify.com/show/0j2qbvbWdxJh2cafFruhue?si=2588848020f347d0

CONCEPTS
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CONCEPT |
HAITI HAUS XLA 2028 OLYMPICS

Introducing Haiti Haus

Audience & Reach s e ence e Legaey & Impact

PARIS 2024
G .*w

Haiti Haus
Program Partners

Haiss
Experience Partners

v Bridge creative ideation with global development goals by
prototyping culturally driven launch initiatives using Al tools
(DALL-E, Midjourney, Co-Pilot), including concepts like Haiti
Haus, in advance of Haiti’s participation in the 2026 World Cup
and the 2028 Los Angeles Olympics.

e
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CONCEPT |
MARTA XWORLD CUP 2026

IBl.ndgeit Breakdown

The Benefits

16

v Leverage generative Al, data-informed insights, and multicultural fluency to
prototype and pitch future-facing cultural launch concepts. Atlanta in
Bloom proposes beautifying existing MARTA rail lines and stations to

increase ridership among locals and tourists ahead of the 2026 World Cup.

Concepts were pitched to MARTA’s Marketing team.
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CONCEPT |
ENDING ERA FEATURE

An aspiring model defic

meor, Robin enjoys the

scranges o shift once
ks of Chistopher’s new toy,

e arves, Wht role i he relly
plyingin this ideal et up? s bis
pratinude reallyindcbrodncss?

If Ex Machina and Altered Carbon live on the

same timeline, Ending Era exists in between, S ik
_ _ O juxtaposing wealth, beauty and the forms they
v" Developed visual lookbook for the proposed feature film Ending Era as a nggc"{f;? _ take on in Haiti and New York City, 2045.

companion to the written manuscript, circulating it across industry channels as a
development tool for ideation, positioning, creative dialogue, and feedback.
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CREATIVE WRITING |

/Era Hope My . /ra Hope w
Aug/ 2021 - 3 min % May 3,2023 * 2min

/Ara Hope
Sep 1,2022 -+ 3 min

| am-{thereforel To create or not to Sustaining
think? create? Community
©@1w1e [Jo © ©53 (Do 4l LChHo ~i(es

/Era Hope w . 4ra Hope w
Mar 8,2022 - 4 min 4 Dec 14,2021 + 3 min

Cultivate Purpose can Power
Feel the Feminine Awareness like an Progressinthe Tech

Within Artist Industry v Contributed to more than 10 thought leadership pieces as both a
solo and collaborative writer, including a publication with BCG

©@mus 2 (5 @232 (Do 7 TR . . . )
Mogol Schear Managing Doctr| Tim Kubreke Mianaging iclr | Chip Gross BGG BrightHouse examining the role of purpose in the tech industry.

BrightHouse Alumnus | Naomy Grand'Pierre BCG BrightHouse Alumna


https://bcgbrighthouse.com/thinking/purpose-can-power-progress-in-the-tech-industry/

2020

CREATIVE WRITING |

/Era Hope w
Jun 10,2022 - 3 min

A Collection of
Playlists | Phase 5

@8 (Jo

/4ra Hope w
May 16, 2022 - 3 min

A Collection of
Playlists | Phase 2

© 105 (Jo

/ra Hope W
Jun 3,2022 * 3 min

A Collection of
Playlists | Phase 4

© 104 (Jo

Ara Hope wf
May 6, 2022 - 2 min

A Collection of
Playlists | Phase 1

@ 150 (Do

NAOMY GRAND'PIERRE

/Era Hope M
May 23,2022 - 3 min

A Collection of
Playlists | Phase 3

@9 (Jo

/Era Hope W
Mar 8,2022 - 4 min

Feel the Feminine
Within

© e (J2

v Originated and authored A Collection of Playlists, a six-part
blog series featuring curated playlists from 31 artists
across the United States. Individually crafted editorial
commentary, one-sentence descriptions, and personalized
portraits for each artist’s 25-song submission.

26


https://www.aerahope.com/conversations
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CREATIVE WRITING |
PERSONAL STORYTELLING

Table of Contents

2-T

E/Z/él// E/‘Z'- AR DA | AL
® i

v Wrote, edited, and pitched an original Olympic memoir alongside the Ending Era narrative and feature screenplay, demonstrating long-form
storytelling across memoir, fiction, and film while translating personal and fictional narratives into development-ready IP aligned with creative,
cultural, and commercial goals.

27
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THANK YOU

NAOMY GRAND'PIERRE
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Naomy Grand’Pierre
nhgrandpierre@gmail.com
www.aerahope.com



