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LINKEDIN RESUME - CV

I created AND MANAGED every project from  
the briefing to the FINAL post production

https://www.linkedin.com/in/bruno-reinbold-79aa7a8?trk=nav_responsive_tab_profile_pic
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DYNAMIC WAY TO KICK-START YOUR PROJECTS

Nuada
The mythical legend behind this Celtic God creates a solid base behind the brand. 
What makes Nuada visually unique is his arm. The logo has been created for an internal website.

Option A.
(Client Selection - SGG Group)

Brand


 C
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DRONGO
Smart and elegant breed of bird, able to adapt to extreme situations and always one step ahead of other species. 
The feature which makes the Drongo unique from other species is its tail.

Option B.

Brand


 C
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SGG XCHANGE
Internal portal to exchange information with clients.

ArGès
Was one of the Cyclopes in the Greek mythology. His name means «bright» and represents the brightness from lightning.

MCD TEAM

Option A. Option A.
(Client Selection - A Photographer)

Option A.

Option B.

Option C.
(Client Selection - SGG Group)

SGG XCHANGE

1.

2.

3.

4.

5.

6.

7.

©
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ADIDAS
Action to celebrate the longevity of the group and promote the fact that «Original» (the older logo) was coming back in the market.
(Copywriter M. Shepherd)

STEAM
On of the most popular gaming platform.
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SGG GRoup
Internal com. to announce  that the group will reach its financial goal in 3 years instead of 5. 

SGG GRoup
 «We support you ambitions.» campaign. Highlight our «slogan» and tease the viewer about who we are. 
 (Project on hold - design not final)

3 is the new 5
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SGG GRoup
Promote our service lines. Illustrate our employees in a situation to generate an icebreaker with future prospect.  
Every background is supposed to represent a situation connected to the business. 

Ads - Numbers on the top, tease the fact that other service lines exist whatever the media is or the
           publication time is.  
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Website slide. 
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The concept
“Behind the suit”, let’s show our people (SEK) in a different perspective, we’ll tease the vewier (the new joiner 
or even a website visitor) with a different approach. At the beginning, they won’t even know that they are 
watching the SGG CEO. We’ll discover SEK and SGG through powerful quotes and ART, one of his passions.  
 

The Communication’s direction choice 
Emotions, values, elegance, sobriety, inspiration... This video will be shot without sound, a professionnal voice 
actor will cover our commercial. The main reasons are: SEK is not an actor, with that option he will be able to 
focus only on the body language +  it will leave us many doors open regarding the message we want to vehi-
culate. We can create 3 different versions with 3 different key messages with only a recording session for the 
voice cover. It will reduce the risk and the cost production. 

Video Shooting ambiance

Art Direction - Inspiration (Video one click away)

Budweiser AUDI mm Montblanc Massive Good

SGG GRoup
Support Video Campaign «it’s time...». 
Here I kindly invite you to have a closer look at the creation and promotion process.
(Copywriter K.Alvarez)
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http://www.bloodyelbow.com/2016/3/27/11312324/video-watch-conor-mcgregors-budweiser-ad-that-was-banned-in-ireland
https://www.youtube.com/watch?v=3ItZc2tdoj4
https://www.youtube.com/watch?v=WBpyocspkF8
https://www.youtube.com/watch?v=cjQM-X699iY
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THE TEAM BEHIND THE PRODUCTION 
 
How will we do it?

We are going to use implemented emergent YouTube networks. Why emergent? Because they are not going to be famous - not yet. We can easily 
create a first contact, like the ones selected (given?) below. For example, Kyle Landry has 481.114 people following his channel. That figure repre-
sents more than three times the amount of people Essentiel (150 000 hard copies everyday) can reach with a one page ad at a price of EUR 7.000. 
 
Using this approach will allow the brand to benefit from a leverage effect. We’ll use an external provider; (YouTube gives us total transparency 
regarding the quality of the production) the person will speak naturally, exchange through his network about his recent work (SGG’s video), and 
without any investment, we will generate more visibility to our brand.    
 
If can we’ll use that effect for our video song and the covering voice. If possible, we’ll use this leverage effect for our video song and covering voice.
 
I was able to identify a few potential options. With little-to-no risk, I can bet that during the next three months after our video has been released on 
the internet, we will easily reach 40.000 views of our ad - more than any of our competitors on the market could ever dream of.

Youtube Networks in touch and ready to work with us for the video sound’s production

Our “Voice Over Artist” (Video and channel one click away)Our “Music Maker” (Video and channel one click away)

Charlie Hopkinson - 76.874 Followers

Movie Makers

Vincent Canueto - 35 years old Belgian
Masters degree IN Cinema and audiovisuels’Arts at the University of Liège,

“I did my first steps in the cinema industry with the “Frêres Dardenne” as a production 
assistant.”   
 
Started at a professionnal level in 2012 as a logistic manager position and a spot RECO 
assisting Belgium professionnal production as “Être” made by Fara Sene, “Jacques a vu”  
created by Xavier Diskeuse or “Welcome Home” created by Philippe de Pierpont.
 
Since 2013, Vincent has been working as a Location Manager onon “Problemsky Hotel” 
created by Manu Riche, “Incandescent” created by Mireille Verbomen and “Sous le soleil” 
created byFredéric Castadot. 

Recently, Location Manager and Location Scout for the web series show  “Ennemi Public” 
created by Mathieu France et Gary Seghers. That show before it has been release on the 
screen has been promoted at the Mipdrama Screening during “le Festival de Cannes” and 
at the “7ème édition du festival Serie Mania à Paris”. 

“At the same time I’m creating and making Corporate’s videos for client like: Créative 
Wallonia, Nest’up, ID CAMPUS, Space Challenge, Opinum, N-Zone, RBC IS LUXEMBOURG et 
SGG LUXEMBOURG.  
 
From the pre production to the final details at the post production I’m the person in charge 
to manage and create every step of the process.” 

Victoria Garnier - 26years old Belgian 
Master degree in Communication and Media at the “Haute école de  
la province de Liège” finished with “Distinction”

She started to work in the cinema industry immediatly after she got her degree with  
“Les films du Carré” production. She has been involved in more than 25 cinema’s produc-
tion, TV show, short movie as a Floor assistant,  
Director assistant, Casting Directo, Production assistant and script and location assistant.  
 
She worked on: 
“Illégal” d’Olivier Masset-Depasse en 2009, “L’envahisseur” de Nicolas  
Provost en 2010, “Face Cachées” de Soumeya Kokten en 2011,  “Etre” de Fara Sene en 2012, 
“Jacques à vu” de Xavier Diskeuve en 2012, “Problemski Hotel” en 2014. 
 
Recently she worked as a Camera Operator and Director assistant in corporate movies for  
Créative Wallonia, ID Campus, Opinum, N-Zone, RBC IS et SGG Luxembourg since 2012.

Victoria garnier, Vincent Canueto

LUKAS MÖLLER - GENERATED 98.161 VIEWS WITH HIS LAST PRODUCTION 
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https://www.youtube.com/user/YoungPianoTV
https://www.youtube.com/watch?v=9Pk1H-T_-GA
https://www.youtube.com/user/Voiceraptor/featured
https://www.youtube.com/user/Voiceraptor/featured
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“Time,…  
The most valuable thing a human can spend.” (Voice over)

SGG GRoup
Video Campaign supporting «it’s time...»

“What is a painting...a city...a growing company made of?”  

“It has nothing to do with a sophisticated name, elegant  
architecture or a trendy logo... it’s always about people.” 

“What would a masterpiece be,... without... the actor? “ 

AD
VE

RT
ISI

NG



29

back to the summary

“The only thing defining you as a person...is your actions.”

“Are you an actor or a spectator?”

“It’s our time,... it’s your time!”  
+ Subtitle: “ Krancenblum Serge , Group Chief Executive Officer, General Management”
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SEK (Our CEO) Look and Feel

Look and Feel part01
Classy Casual

Look and Feel part02
Business

Locations selected for the “shooting”.

PRODUCTION COST ESTIMATION

Services Fees in €1 Description of service

Video Shooting € 2500 Reco - Shooting - Post Production

Soundtrack creation € 2000 Covers rights for internal com. «Lukas Möller» 

Voice over € 351.467 £140 per hour, we counted another hour as a backup 

TOTAL € 4851.5
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http://www.culture.lu/fr/34/CMSdk,181/backTo,1/smid,111/les-grands-mus-eacute%3Bes-de-la-capitale.html
http://www.centrepompidou-metz.fr/
http://www.cargolux.com/
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Internal com - Last Event of the summer. Client Event at The RITZ (London)
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Client Event.

Client Event.

External Event.

Internal Event Studio 54.

Internal Event Studio 54.

Internal Event Great Gatsby.
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Internal Event. Internal Event.

Client action.

Client event
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Client Event. Post apocalyptic graphic novel.

Pre Production research.

Client actions.

Client event.
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Post apocalyptic graphic novel.Post apocalyptic graphic novel.
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Pre Production research.Pre Production research.
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Just for pleasure. (Not an order)Post apocalyptic graphic novel.
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bruno@reinbold.be 
00352 621 506 146

Before 2013
http://bruno.reinbold.be/Book_Bruno_Reinbold_2012.pdf

Book 2013 - 2014
http://bruno.reinbold.be/RB_RECENT_WORKS.pdf

mailto:bruno%40reinbold.be?subject=
http://bruno.reinbold.be/Book_Bruno_Reinbold_2012.pdf
http://bruno.reinbold.be/Book_Bruno_Reinbold_2012.pdf
http://bruno.reinbold.be/RB_RECENT_WORKS.pdf
http://bruno.reinbold.be/RB_RECENT_WORKS.pdf

