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With the brief and some general research in mind, I like to use writing or drawing to generate useful mistakes more 
easily. I can then turn my initial ideas into key visuals, concept sheets or full decks, accompanied by insights, 
rationales, base copy, or other supporting materials. I prefer using Chat, Canva, Photoshop or Keynote. 

Opening lines
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Floris Troost / Commercial work / JWT / Nespresso

To interest Michelin restaurants in Nespresso’s premium-grade offer 
of freshly ground coffee and coffee machines, I came up with a print 
ad for a branche magazine that appeals to the rigid standards of top 
chefs and their focus on freshness.

The secret for the best coffee? Nothing: no light, no air. Nespresso’s 
vacuum capsules and high-performance machines ensure reliable 
quality for both guests and staff.



• Copy

Floris Troost / Commercial work / Kumpany / Fairtrade

To boost awareness for child labour practices on cotton plantations, activation 
agency Kumpany came up with a hoax campaign for Fairtrade that staged the 
launch of a children’s employment agency. I came up with the name and a catchy 
slogan that needed to feel as realistic as possible. The campaign ran for three 
days across radio, online, print and OOH, and managed to upset a lot of parents.



Floris Troost / Commercial work / JWT / PLUS

Based on the insight that it only takes a few extra cents per product to improve entire 
supply chains, I pitched a concept to PLUS that invited their eco-minded customer to 
check out at De Groene Kassa (The Green Register). Participants were able to track the 
cumulative effect of their micro-donations through a members-only app. The project didn’t 
make it sadly due to rising tensions between growers and supermarkets, which a few 
weeks later resulted in a national farmers’ protest. 

Björn van den Boom, Natuurmonumenten
"Ik ga elke week op bezoek bij een bedrijf en ik spreek heel vaak 
boeren die duurzame veranderingen willen. Maar dat kan op dit moment 
niet, omdat het water ze vaak aan de lippen staat. Verandering is pas 
mogelijk als de prijzen van groenten en fruit omhooggaan en dat hoeft 
waarschijnlijk maar met een paar cent te zijn.”

Ingrid van Huizen, Land- en Tuinbouworganisatie Nederland (LTO)
“Hogere prijzen zouden helpen bij het insect-vriendelijker maken van 
akkers. Ook geeft het boeren meer ruimte om risico te nemen.”
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Floris Troost / Commercial work / Clubgeist / Rivierenland

Rivierenland Hospital wanted to attract a new generation of medical professionals. 
Inspired, of course, by The Addams Family, I translated the hospital’s hands-on, 
can-do mentality to a playful concept where the recognisable blue hand shoe 
comes to life as a storytelling device. I felt that a heartfelt but more playful take 
could really stand out in this particular space and match the hospital’s informal 
working culture.
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Floris Troost / Commercial work / Clubgeist / UVA

The UVA (University of Amsterdam) wanted to showcase the relevance of their 
Economics Master’s and attract new students through an eye-catching social 
campaign featuring simple animations. I came up with short concepts that each 
addressed the briefed issues facing the economy at the time. 
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Floris Troost / Commercial work / De Bezige Bij

A concept I played around with during my WDKA days: while literacy now 
always seems to be under pressure, most people do spend a lot of hours 
a day reading on their phones. This simple design aims to bridge the gap 
between a deep reading experience and a trusted, pocket-sized medium. 

The design offers wannabe readers only the first chapter of a book and 
would cost next to nothing, like a movie trailer. The details playfully 
underline certain characteristics of reading.
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Floris Troost / Commercial work / WE Fashion

On the other end of the spectrum, I worked on the client side for a while at WE Fashion, 
on everything from clothing tags, hygiene social content, weekly newsletters and email 
subs to product names, window copy, campaign taglines, print ads, online partner ads, 
TVC scripts and a lot of catchy headings. Each of their brands and target audiences 
required a slightly different writing strategy and TOV. For more routine jobs and random 
inspiration, I got very familiar with Chat as a writing buddy.

Since WE prefers to keep things in-house, I worked on 360° campaigns from concept to 
execution with almost every department within the company, as well as external partners. 
It was interesting to get a better idea of what factors matter more to clients as opposed to 
agencies.





Floris Troost / Commercial work / Buutvrij / Tony Chocolonely

To introduce Tony Chocolonely’s new range of smaller chocolates, Buutvrij played 
around with a direction that framed the tiny Tony’s as newborn babies. I wrote a 
short, light-hearted ad that announced Tony’s big news to Dutch customers.

c• Script 
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