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In my experience, businesses rarely (if ever) come to you with
a brief for a fully fledged programme of works. Instead, programmes 
tend to emerge organically in response to changing circumstances, 
an evolving understanding of what needs to be done, or simply 
as a result of trust building up over time. 

But a great programme is not just a means of segmenting tasks 
and deliverables (or, indeed, proactively increasing your own scope). 
They need careful choreography not just of teams and workflows, 
but ideas. They demand both an understanding of technical 
dependencies, and an appreciation of the target audience’s 
mental model of what you’re building, step by step. 

Delivering a consistent and coherent vision requires a delicate 
balance of forward-planning and real-time improvisation. 
And as AI accelerates our ability to develop and deploy new 
experiences, clear direction has never been more important. 
Here are five, diverse examples from my past in which I think 
I delivered an experience greater than the sum of its parts. All work remains the property of the relevant brands, 

and the product of diverse talents and team members. 
However, if it’s featured in this document, it’s because 
I led the relevant projects from pitch through concept 
development and delivery :) Full credits available at 
→ perestroika.tv

Featured work

Max Factor
Product strategy & experience design, 2011–13

Art Basel
Product strategy & experience design, 2014–15

Patrizia Pepe
Omnichannel experience design, 2018–19

Hugo Boss
Loyalty strategy, 2023

Tommy Hilfiger
Flags, 2022–23

https://perestroika.tv/


MAX FACTOR
Product strategy & experience design

When legendary marketer Esi Eggleston Bracey turned her attention 
to Max Factor, initiating a full, 360 refresh of the brand from the 
ground up, I saw the opportunity to fully deliver on its purpose around 
“putting make-up artistry in her hands”.

We reinvented Mr. Max Factor’s “beauty calibrator” for the 21st century, 
retooling emergent virtual makeover technology to deliver not only 
previews of make-up looks, but also personalised advice and 
recommendations; working closely with in-house MUAs such as 
Pat McGrath and Caroline Barnes to encode their artistry and deliver 
a full, virtual make-up consultation. 

Max.Me became the central tentpole of the brand’s digital strategy, 
and at a time when brand services like this were far from the norm.
The experience taught me much about navigating complex 
stakeholder relationships and integrated marketing programmes, 
including shepherding the concept through rigorous rounds of qual 
and quant testing, both before and after launch. And it enabled us 
to expand our scope into multiple other service touchpoints, 
far beyond the agency’s original remit.

Agency
Leo Burnett Group, London

Year
2011–13

Client
P&G Global, Geneva

Projects
Brand strategy, 2011*
Digital platform strategy, 2012
IPSOS 360 testing, 2012*
Digital product strategy, 2012
Website strategy & design, 2012–13
App strategy & design, 2013

*individual contributor

Outcome
2.4x Net Promoter Score
(NPS 30 vs NPS 72, pre- vs post-launch)

→ Case study & credits

https://perestroika.tv/highlight/max-factor












ART BASEL
Product strategy & experience design

Max.Me had previously played a critical role in winning a new client 
in the form of event marketing company MCH, working on their watch 
and jewellery fair, Baselworld. In turn, this unlocked the opportunity 
to work on the jewel in their crown, Art Basel. 

What came to us as a relatively straight-forward website redesign brief 
quickly evolved into an opportunity to redefine every aspect of the 
experience in and around the world’s leading art fair; across a complex 
array of industry stakeholders, from gallery owners to HNW collectors, 
art advisors to the general public; and in the context of a nuanced, 
arcane and unpredictable market sector. 

With a long-term goal to expand the service beyond the physical 
art fairs themselves, I was required to frame each brief strategically, 
and choreograph each of the resulting workstreams with both internal 
and external partners, in order to deliver a holistic and coherent 
experience for diverse end users. 

Agency
Leo Burnett Group, London

Year
2014–15

Client
MCH Group, Zürich

Projects
Gallery management portal, UX & design, 2014
Website, UX & design, 2014–15
Platform strategy, 2014
Content strategy, 2014
App strategy, 2014
App, UX & design, 2015
Gallery Application Process, UX & design, 2015

Outcome
4.3x app installs, YoY
(Art Basel Miami Beach 2015 vs 2014)

→ Case study & credits

https://perestroika.tv/highlight/art-basel












PATRIZIA PEPE
Omnichannel experience design

When I joined Wednesday, their ecommerce proposition was focused 
firmly on their clients’ websites. I quickly recognised the commercial 
opportunity to expand this into more of an omnichannel practice, 
and with a view to delivering a more holistic, end-to-end CX. 

Consequently, when Italian affordable luxury brand Patrizia Pepe came 
to us, we were ideally positioned to help deliver on their ambitions. 
Faced with an ageing customer base and a rapidly evolving set of 
category consumer behaviours, their new CEO was looking to roll out 
a radically new product release strategy, and make significant moves 
on the Chinese market. 

As with Art Basel, we were originally approached with a pure website 
redesign brief. But having understood the true scale of Patrizia Pepe’s 
ambition during the course of an early discovery workshop, I was able 
to use my omnichannel approach to unlock a series of new briefs. 
This enabled us to help them reshape everything from their service 
proposition to their visual identity, across every touchpoint, and 
every market around the world. 

Agency
Wednesday, London

Year
2018–19

Client
Patrizia Pepe, Florence

Projects
Website, UX & design, 2018–19
Content strategy, 2018
Brand identity & merchandising guidelines, 2018–19
Service proposition design, 2018
TMall / WeChat miniprogram, UX & design, 2019
In-store kiosk, UX & design, 2019

Outcome
+27% conversion rate, YoY
(SS 2019 vs 2018)

→ Case study & credits

https://perestroika.tv/highlight/patrizia-pepe












HUGO BOSS
Loyalty strategy

Less an example of managing complex deliverables and workflows, 
and more a measure of how upstream strategic thinking and creativity 
can deliver foundational value for long term programmes. 

Having previously worked with brands like Gucci, Tommy Hilfiger and 
Mugler to develop robust, consumer-friendly web3 propositions, I took 
my proprietary sprint framework and evolved it to help Hugo Boss 
reimagine their loyalty programme. 

In four short months, we took the whole business through a series of 
carefully staged innovation sprints that accelerated their understanding 
of the evolving loyalty landscape, tokenised the end-to-end customer 
journey, reinvented the programme branding, gauged consumer 
sentiment – and secured internal buy-in from the C-suite with a clear 
vision, practical demos and an actionable roadmap. 

Building on this foundational strategy, the programme relaunched as 
a public beta in the UK in Q2 2024. Its success led to a rollout across 
EMEA later that year, followed by the US and China in 2025.

Agency
FLUX.Monks, Global

Year
2023

Client
Hugo Boss Group, Metzingen

Projects
Strategic design sprint (3 months)
Extended concept visualisation (4–8 weeks)
Physical prototyping (4 weeks)

Outcome
+17% new member registrations, YoY
“Double digit” growth in app downloads & sales
(UK pilot programme, 2024 vs 2023)

Programme rolled out across EMEA in 2024, 
followed by US and China in 2025

→ Case study & credits

https://perestroika.tv/highlight/hugo-boss
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TOMMY HILFIGER
Flags

This was the one that got away… but you don’t work in innovation 
without at least one labour of love not making it out into the wild… 

Flags was Tommy Hilfiger’s attempt to make sense of web3 and 
the “metaverse”; simultaneously cautious and ambitious, rigorous and 
commercially minded, but with uncommon sensitivity to the spirit of 
the space. They wanted to show up in “the right way” – not just jumping 
onto the extractive NFT bandwagon, but making a positive contribution 
to both the broader culture and their own bottom line. 

We started with an innovation sprint to onboard and orientate 
senior stakeholders, and map out the opportunity for the business. 
From there, an ongoing retainer allowed us to co-create a clear 
programme with the client, before starting to make things real, 
piece by piece. 

Sadly, Flags was cancelled a few short weeks before launch, when the 
client team’s operating budget was cut in the face of broader business 
challenges. But it remains a career highlight, a great exemplar of my 
MO, and a model for how I believe modern brand building will continue 
to evolve in the future (web3 or no).  

Agency
FLUX.Monks, Global

Year
2022–23

Client
PVH, Amsterdam

Projects
Strategic design sprint, 2022
Consultancy retainer, 2022–23
Visual identity, 2023
Website, UX, design & build, 2023
Launch activation, 2023
Programme management, 2023*

*sold, but not started

Outcome
Unreleased

→ Case study & credits

https://perestroika.tv/highlight/tommy-hilfiger












Testimonials

Wanja Bont
Leader, PwC Experience Center, Zürich

I would work with Ben again immediately.
He combines strong insight with deep 
passion and commitment for the project. 
He brings simplicity and clarity to the most 
complex of challenges. He knows how to 
handle different opinions and, when it’s 
needed, to give direction – all while making 
sure you have a lot of fun along the way.

Jonathan Reeves
SVP Consulting, VaynerMedia EMEA

Infectiously positive, straight-talking, and
blessed with an array of multi-discipline skills, 
Ben quickly gets to the heart of tricky 
challenges. People naturally turn to him when 
work reaches deadlock – whether it’s a client 
who needs convincing, or a team who’ve lost 
their way, he’ll help focus minds on the end 
goal and lead the way there. 

Micael Barilaro
VP Brand Innovation Ventures, Gucci

Ben combines strategic thinking with 
genuine curiosity about culture, technology 
and creative innovation. Rather than 
approaching projects as isolated deliverables, 
he consistently helped us frame broader 
opportunities, and challenged us to think 
differently – offering clear direction while 
remaining collaborative and pragmatic. 



And finally, if this retrospective has inadvertently left 
you feeling like I’m stuck in the past, or simply curious 
to know where my head is at as regards the future,

This is just one story – there will be many others. 
Maybe we can tell the next one together :) 

Zegna, Speculative Futures→ Monday, 4th March 2030

https://perestroika.tv/highlight/zegna-speculative-futures
https://perestroika.tv/highlight/zegna-speculative-futures


blunt@perestroika.tv
+44 7855 331497

Ben Lunt
Innovation, experience design & creative direction

Read resumé Carly Ayres, 2025

“When execution becomes trivial, direction becomes essential.”

mailto:blunt@perestroika.tv
https://perestroika.tv/context/blunt_cv_2026.pdf

