CREATIVE BOOK

creative Copywriter
creative strategist
creative director

®

Mikaél Acourt

+33.6.35.64.41.20
mikael.acourt@gmail.com
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Valentino
Beauty o

What - Digital concepts

Media - Social Media / CRM / Activations =
Role - Lead copywriter
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Valentino
Beauty

Digital run - Web and social

Building the digital voice of Valentino Beauty

From SEO and CRM ecosystems to campaign storytelling,
product launches and digital asset production

to translate Valentino’s couture spirit and fearless identity into
digital narratives across the brand’s ecosystem.
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YSL Beauty

What - Digital concepts

Media - Social Media / CRM / Activations
Role - Lead copywriter
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YSL Beauty

Digital run - Web and social

THE SCENT OF THE SELF-ACCOMPLISHED
MAN WHO DARES TO SHOW Y

Y. THE NEW LE PARFUM

Building the digital voice of YSL Beauty

WESSAINT/AURENT

From SEO and CRM ecosystems to campaign storytelling,
product release and digital assets production.

HIGHLY INVIGORATING
INTENSELY HOT

[ have worked on crafting digital expressions for YSL Beauty

that translate couture codes into the language of the web. s
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LLa Roche-Posay

What - Digital content
Media - Social media
Role - Lead copywriter
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La Roche-Posay

Digital factory - Web and social

DIGITAL ASSETS

Developing the content factory for Instagram assets

From product launches to innovation and formula highlights,
the work translates La Roche-Posay’s dermatological expertise
into clear, science-led narratives.

Digital and event activations support each launch, amplifying
product innovations and bringing the brand’s scientific
approach to life.
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Hello Kitty
What - Branding and event
Role - Creative Copywriter

Media - Physical

VML x
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Hello Kitty

HELLO KITTY
KINDNESS HOUSE

Reimagining the Social Club approach but open to everyone

Inspired by the allure of contemporary social houses like Soho House, "Hello
Kitty Kindness House" reimagines this concept for the Gen Z era:

a vibrant, non-exclusive social hub where kindness is the only currency,
and inclusivity is the ultimate membership.

PITCH:gi



Globe x SEPHORA

Puig x Sephora

What - Branding & Event > E P H O R A

Media - Physical
Role - Creative Copywriter
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Puig x Sephora

PUIG CHRISTMAS
ACTIVATION

A Christmas carousel at Saint-Lazare, inviting visitors into four distinct brand

universes

Conceived as a festive landmark, the insta
esplanade into an immersive showcase of
At its center, a carousel unfolds four singu

lation transforms the station’s
Puig’s beauty portfolio.

ar identities.

Each quarter is dedicated to one brand, offering a curated journey through its

codes and holiday storytelling.

Blending event design and brand expression, the project turns a seasonal

moment into a multi-brand experience.

PITCH %{P
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L'Oreal Groupe

What - Brand content
Media - Tiktok

Role - Creative Copywriter

WHAT BEAUTY
INNOVATION DO
YOU DREAM OF?

e
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L'Oreal Groupe

SOCIAL MEDIA
CORP RUN

A Tik'Tok content strategy
to reveal the people behind L'Oréal

Developed for L'Oréal, the project explores the brand
through the voices of those who shape it every day.

Through short-form videos designed for Tik Tok,
employees share their roles, expertise
and daily missions in a simple and accessible way.

From content concept to editorial framework and scriptwriting,

the project translates the culture and innovation of L'Oréal

into engaging social-first storytelling.

PITCH :
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Delsey Paris

What - Brand campaign

Media - Social & print
Role - Creative lead
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Delsey Paris

DESIGNED TO MOVE YOU
BRAND PLATFORM

A new brand platform to redefine Delsey’s vision of travel

Developed to reposition the brand in a more contemporary and emotional
territory, the platform introduces a new narrative: “Designed to move you.”

More than luggage, Delsey becomes a companion for every movement - from
everyday commutes to long-distance exploration.

From the creation of the brand platform to the development of editorial

directions and social expressions, the project establishes a new storytelling
framework to guide the brand’s communication across touchpoints.

Adforum article
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PITCH :


https://www.adforum.com/interviews/dans-les-coulisses-de-designed-to-move-you-le-nouveau-chapitre-de-delsey-paris
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Rolex

What - Social campaign
Media - Social media
Role - Creative Copywriter
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ROLEX & @ROLEX - 26s

ROLEX Standing tall among the world’s best.
Congratulations @CocoGauff on your victory at
the WTA Finals. Anincredible end to the
season, leaving a lasting impression.

f#RolexFamily #WTAFinals #Perpetual
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ROLEX & @ROLEX - 3m

E—
V rorex  When mastering means adapting. Congratulations to Tom o [ \N
. . : i S : = \) TA
W | Slingsby and @SailGPAUS on navigating to victory at the = / FINALS
s 6‘ dom - ITM New Zealand Sail Grand Prix. A display of quick learning -
)) ROUP in challenging conditions. #RolexFamily #SailGP #Perpetual
T TOUR CHAMPIONSHID

SALGP  noirx
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O Q V IZ] O Q v m T oo - ' . wassx carrotbox2
RO L EX W l N carrotbox2 A brilliant finish to a stellar season. carrotbox2 A brilliant finish to a stellar season. ' ‘ 4 . B

Congratulations @jeeno.atthaya on your CME Group Congratulations @jeeno.atthaya on your CME Group
Tour Championship win and 4th @ipga_tour title. Tour Championship win and 4th @lpga_tour title.
Achieving new milestones this year to grow an inspiring Achieving new milestones this year to grow an inspiring
game. game.

#Rolex #RolexFamily #Perpetual #Rolex #RolexFamily #Perpetua

A weekly digital campaign celebrating Rolex-endorsed athletes across various
sports
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&) DAVIS'CUPE: g

The WIN Project is a real-time social media and print campaign

designed to congratulate athletes supported by Rolex:
oolf, tennis, skiing, sailing, show jumping, and motor racing.

Qv W

B

- X B o carrotbox2 United on the court, unstoppable together.
F 7y sy Congratulations @janniksin and the Italian team on your
’-‘:'z back-to-back victory at @daviscup, led by the world's

- 4
 d .
- . °
- . Al :
/. . best.
- & S - . #Rolex #RolexFamily #DavisCup
- ’

Just minutes after a competition ends, bespoke social content
is published across multiple platforms and markets.

o D
For select events, the campaign is also amplified through print media. i

Learn more

Qv N ©QY W

rolex Stuttgart calling. Congratulations @isabell_werth rolex Stuttgart calling. Congratulations @isabell_wertt
on your 11th FEI Dressage World Cup™ Grand Prix on your 11th FEI Dressage World Cup™ Grand Prix
Freestyle title and @_richardvogel_ on your second FEI Freestyle title and @ _richardvogel_ on your second FEI
Jumping World Cup™ Grand Prix of Stuttgart victory. Jumping World Cup™ Grand Prix of Stuttgart victory.

You owned your home arena, You owned your home arena.

#Rolex #RolexFamily #Perpetua #Rolex #RolexFamily #Perpetual
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Ligue Nationale
de Basket

What - Rebranding
Media - Brand copy
Role - Creative copywriter
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Dragon Rouge x

Ligue Nationale
de Basket

AR'T DU BASKET
FRANCAIS

Creating a new identity for the french league
to become a unique brand.

To distance itself from its big American sister,

the idea was to rethink the way in which the LNB positions itself,
speaks and its entire artistic direction.

The general idea revolves around the ambition to define
and reveal French basketball, its own code and mindset,
an art beyond sporting practice.

%2 ~X\ REVELONS
Full film LE BASKET

FRANCAIS



https://www.youtube.com/watch?v=YVWwlPCzl8Y
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Moonlike x -  M C i CREME FRAICHE
St Hubert

What - Influence Activation

Media - Social & print
Role - Creative lead

- ROUTINE DLAI
£ST AILLEURS 4
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St Hubert

THE COOKING ROUTINE

St Hubert lifts skincare’s codes to recast its newest product as a daily ritual.
To introduce its new project, St Hubert Epaisse, the idea is to propose a
strategy that borrows the codes of TikTok beauty to create the cooking

routine:

a simple routine for everyday indulgence. Print, digital, and influence; a full
ecosystem that rejuvenates the brand and attracts a new audience.

Creapills

PITCH :
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ROUTINE PLAISH
EST AILLEURS 4

VOTRE NOUVELLE
ROUTINE PLAISIR

EST AILLEURS.. N
- ~ .. ET ELLE DEMARRE
AU RAYON _
\ CREME FRAICHE
' v gHuber

TRE NOUVELLE

ROUTINE PLAISIR x
EST AILLEURS.. N \\

Influence content



https://creapills.com/st-hubert-cooking-routine-skincare-moonlike-20260429
https://www.tiktok.com/@agatheduchemin/video/7627122381785484566?referer_url=creapills.com/st-hubert-cooking-routine-skincare-moonlike-20260429&refer=embed&embed_source=121374463,121468991,121439635,121749182,121433650,121404358,121497414,122221973,122122240,121351166,121811500,121960941,122122244,122122243,122122242,121487028,122258714,121331973,120811592,120810756,121885509;null;embed_pause_share&referer_video_id=7627122381785484566
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FDJ APP

What - Global concept

Media- TV & Web
Role - Lead copywriter
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FDJ APP

THE RIGH'T GAME,
IN THE RIGHT PLACE

A social campaign to highlight the FDJ application
The idea was to create a social campaign with social content and films.

The starting point of our concept is that you can be the best in your field,
If you don’t practice it properly in the right conditions, you lose all your skills.
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For example, the best tennis player couldn’t play as well
as he does on the court if he is in a swimming pool.

Nevertheless, with the FDJ Application,
you can play the game you want anytime, anywhere.
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What - Reveal film
Media - Launch product v1d 2(
Role - Copywriter :
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Remy Martin

THE QUEST OF A
CELESTIAL MASTERPIECE

A short film to introduce the new premium cognac
Remy Martin Celexis

This video shows a parallel between the apparition of a new
born star in the universe and the creation of Rmy Martin
Celexis, which is now part of the centaur Constellation, the
symbol of the brand.
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Remy Martin

What - Activation S\ |
Media - Digital & Event ‘
Role - Copywriter

REMY MARTIN
PIAN.XO |

IEAM UP FOR CGOGNAC
SYMPHONIES T
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Addiction Agency x et L
Remy Martin

.

REMY MARTIN PIAN.XO

My Mot

THE PIAN.XO |

A brand-new instrument which blends “eaux de vie”

that make up the cognac Rémy Martin XO, by playing melodies

Pian.XO is inspired by “Pianocktail”, a fictional instrument created

by french writer Boris Vian in his novel L' Ecume des Jours.

A team up project with Gonzalez (music composer), Li Xiang (designer),

Martin Willers (sustainable creator) and Baptiste Loiseau (maftre de cave).
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Armani
Stronger With You

What - Live party
Media - Digital
Role - Lead copywriter
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Armani |
Stronger With You ,

@

THE STRONGER TOGETHER
PAR'TY

Let’s create the biggest simultaneous online party

........

Create a digital activation called “The Stronger Together Party”,
an interactive experience on Twitch and all the Amazon ecosystem.

The goal is to activate as many online parties across the US as possible
in one night, city getting unlocked thanks to the interactions of the viewers.

The more connections, the stronger the community,
and the more amplitied the experience.
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Fairmont
Monte Carlo

What - Brand building
Media - Digital & Physical
Role - Creative director
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Fairmont
Monte Carlo

AMU - RESTAURAN'T

Global Brand Creation for Fairmont Monte Carlo Rooftop Restaurant

A global brand identity for Amu, the rooftop restaurant of the Fairmont Hotel
in Monaco.

“Amu,” meaning “love” in the local Monégasque language, inspired a full brand
universe centered around the theme of love.

From naming to guest experience, every touchpoint was designed to spark
emotion,
from “Play me a love song” behind the DJ booth, to “The spark you need to fall

in love” on the matchbox, and “Love is priceless” written on the bill holder.

A journey turning every detail into a declaration of love.

%
PITCH Q%{I
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Savta Marseille

What - Rebranding
Media - Digital
Role - Creative Director
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Savta Marseille

BRANDING AND
SOCIAL MEDIA STRATEGY

A new visual identity to introduce Savta,
a Levantine catering project based in Marseille

From the creation of the logo and visual identity
to the art direction of the photoshoot,
the project builds a colorful and contemporary universe.

~ LEVANT ‘A"MARSHLLE

An editorial strategy and social media content production
support the launch of the brand and bring
its culinary storytelling to life online.
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I'T Trattoria
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What - Branding & campaign
Media - Print
Role - Lead creative
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I'T Trattoria

- BASTA

A print campaign that goes back to the

very essence of Italian cooking: Simple
products, simple moments. And that’s it!

To promote the IT Trattoria brand, an Italian restaurant chain,

we proposed the concept “E Basta”, an expression used daily
by Italians. It’s a popular expression that highlights the
simplicity of Italian recipes and the moments that accompany
them.

This campaign is expressed in posters to create a real tone oF

voice and a graphic universe around this brand: football
matches, moments with friends, pasta, and pizzas.

No matter the dish or the moment, I'T shows that

the only esse
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QUELQUES. A JEBASTA!S
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FOLLOW IN SIT FRANCE
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DES PATES AL DENTE, QUELQUES TOMATES SAN MARZANO
DOP D’EDOARDO, DE LA SPIANATA ET DE LA RICOTTA
DE CALABRE. CHEZ IT, C’EST CA, LES PATES DEL CAPO.
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IT TRATTORTA FOLLOW IT : ®IT_FRANCE

EOLLOW IT . OIT FRANCE

IT TRATTORIA
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Molinard

Hypee Groupe x
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Molinard

THE 100TH ANNIVERSARY

An exclusive and arty packaging to celebrate the 100th anniversary of
Habanita, Molinard’s iconic perfume

Habanita is a perfume that has crossed the time. First for men,
women quickly adopted it as a symbol of emancipation.

To celebrate the 100th anniversary of the iconic perfume, the idea was to ask
women artists to
rethink and redesign the pack and bottle.

HABANITA

A social media and PR campaign
supported this activation.
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