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Why I made this.
Rather than tell you why I'd be a good fit, I wanted to 

show you how I think.

I spent time with Seun'dele's work and wrote down the 

observations that stayed with me. These are not meant 

to critique the brand, but to understand it.

Notice they didn't say ideas. 

They said thinking.

From the brief: we are interested 

in your thinking as much as your 

experience.
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First Impressions.
What immediately drew me in?

The Editorial Feel

Nothing feels over-styled. Every 

image feels considered, yet the 

overall effect is effortless. The 

opposite of content that performs 

for the camera rather than for the 

person looking at it.

The Craftsmanship

The textiles are rooted in story, 

and the brand treats that origin as 

something worth showing rather 

than quietly implying. That is the 

difference between brand 

storytelling and brand meaning.

The Intentionality

Every touchpoint works together. 

The photography, the styling, the 

copy, the colour. Nothing 

competes for attention. 

Everything invites you 

somewhere. That kind of cohesion 

does not happen by accident.
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What I noticed.
The brand treats storytelling as part of the 
product rather than something added after 
the fact.
The editorial direction is incredibly cohesive. Every image 

feels considered, yet nothing feels over-styled. The 

photography, styling, and copy work together to create a sense 

of effortless living rather than luxury for luxury's sake.

The content does not compete for attention; it invites you into 

a world.

NOT THIS

Look at what we made.

BUT THIS

Come and see how this came to 
life.

That distinction is subtle.

But it is powerful.
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The Playlist.
This deserves its own page.

I had never seen that before.

At first, it seemed like an interesting creative choice, but the 

more I thought about it, the more it made sense. Seun'dele is 

not just trying to create products; it is trying to create a feeling.

The playlist becomes another storytelling medium. It gives 

sound to the visual identity of the brand and makes the 

experience of interacting with Seun'dele more immersive.

That observation also tells me something important about the 

brand's content: every campaign should evoke an emotion 

before it communicates a product. If the visuals do not feel like 

the music, then the story probably is not complete.

THE INSIGHT

Every campaign should evoke 

an emotion before it 

communicates a product.

If the visuals do not feel like the 

music, then the story probably is not 

complete.



05What makes the
storytelling work?
The storytelling is not confined to the finished product. That is the key.

Editorial photography

The camera does not elevate the textile by making it look 
expensive. It makes it look alive. One communicates 
status. The other communicates story.

Behind the scenes

The artisans, the dyeing process, the making. These shift 
the audience from passive consumers to participants. 
Instead of selling a product, the brand is inviting people 
into a journey.

Styling in everyday life

The textiles appear in real contexts, not just aspirational 
ones. That grounds the luxury in livability, which is a far 
more durable kind of desire than aspiration alone.

Negative space

The content does not over-explain itself. There is room to 
discover meaning rather than have it delivered. That 
restraint communicates confidence in the work and trust 
in the audience.



06What I learnt
from the brand.
I Storytelling is not always about saying more.

Sometimes it is about letting people discover meaning. Seun'dele's restraint in the photography, in the copy, in the 
negative space, is itself a form of storytelling.

II Luxury is not communicated through price.

It is communicated through intentionality. When every decision feels considered, from the playlist to the caption, the 
product does not have to announce its value. The experience does it.

III The process is part of the product.

Showing how something is made does not demystify it. It deepens it. The behind-the-scenes content is not 
transparency. It is an extension of the story.



07If I joined
the team.
I would love to continue telling stories that preserve 
what already makes Seun'dele distinct.
There are areas I would be genuinely excited to contribute to:

--  Writing editorials that sit at the intersection of textile craft and 
contemporary culture
--  Interviewing artisans and translating those conversations into 
content that does not flatten them
--  Documenting the making process in a way that deepens the story 
of each collection
--  Exploring the cultural references that live inside the fabric, the dye, 
and the design

A NOTE ON APPROACH

Not: here is what I would change.

I invent a campaign just because you 

think you need one. Creative directors 

can usually tell when an idea was 

forced.

Don't imply the brand is missing 
something. Say where you would be 
excited to contribute.



Thank you
for reading.
I believe the best way to show you what kind of storyteller I am was to tell 

you a story. This one.

Temiloluwa A. Oyerinde Content Associate Application  --  Seun'dele
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