Martin Philpot

A highly experienced senior brand
comms designer/artworker &
wordpress designer/developer

Martin Philpot +44 7875972029

martin@puregraphic.design
puregraphic.design



mailto:martin@puregraphic.design
https://puregraphic.design/agency/

Based in the UK, I am a highly experienced and versatile heavyweight
designer, an all-rounder, with skills ranging from conceptual identity
design and creation to integrated brand design right through to
designing AND bullding websites In WordPress. Passionate about
finding the right tone of voice & creative impact for the huge variety of
clients I have had the pleasure in working with.

[ am tull-time freelance and like mix up my client projects with agency
freelance and contracting work. I am looking torward to working with
fun, creatively-led and forwarding thinking brand design agencies and
of course an interesting mix of projects.




Applications

Adobe Illustrator
Adobe Photoshop
Adobe InDesign
Keynote
PowerPoint

Dreamweavernr
Adobe After Effects
InVision

Websites, Digital
& Social Marketing

WordPress design & build
WordPress theme customisation
Static HTML / CSS / UI+UX

SEQO optimisation

MallChimp template design
Soclal media graphics

INEN LS

Brand & Corporate
Communications

Brand identity design
Corporate brand development

Internal communications & employee
engagement campaigns

Corporate collateral
Annual reports

Exhibition graphics, events & promotional
campaigns

Powerpoint/Keynote template design/decks



Case Study

The Fold



Acting as a senior freelance
designer I worked with top London
based agency The Fold on their
Inmarsat annual report. I took their
designs forward, creating new
spreads, dividers, art working and
Photoshop work for the front
section of the report.

Skills_

Annual Report design
Infographics
Artwork

Client _
The Fold
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Friend Studio



dirtel

Worked within a large team at Friend Studio
London to design, create and artwork the
annual report for AirTel Africa.

Work included layout design, infographic
design and general artwork of the content.

Skills_

Annual Report design
Infographics
Artwork

Client _
Friend Studio



Transforming

lives across Africa
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O Digital transformation
O Financial empowerment

O Entrepreneurship

O Education

Strategic report

Our strategy in action

Win with

®  Winning

L J
network th
N VA VA

across all our markets

22,909

sites as of
31 March, 2020

64.7%

43,000+km

)) See more Group KPts
on pages 11-13

network
IN Malawi

100%

of our sites are 4G
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In 2019, Malawi joined the growing list
of African countries where Airtel is the

top 4G provider — and is now one of the

few African countries where 100% of
our sites are 4G. In modernising our
network with reliable, high capacity
4G infrastructure, we're delivering on
our business strategy to increase data

consumption, as well as attracting new

customers and helping the Malawi
government achieve its goal of
extending information technologies
to the entire population.

Most of the over 18 million people in
Malawi live in rural areas (83%), and
businesses of all types are increasingly
expanding outside the cities. With 65%
of the country’s population under the
age of 25 and the use of smartphones
on the nse, there's a fast-growing
demand for data and fast, reliable
connectivity everywhere.

L

Ever since | started using Airtel,

| prefer it for voice and data over
other service providers. Not only
does Airtel have the widest
coverage in Malawi, but the cost of
making calls and data is way more
affordable than its competitors.

| prefer using Airtel, even when
making calls to numbers belonging
to other mobile network operators.

EZEXIEL MANGANI ICT INFRASTRUCTURE & SECURITY MANAGER.
GLANTYRE, MALAWI

29

4G for all

To meet this increasing demand, we set oursetves the
goal of bringing quality and affordable 4G connectivity
to oll Malawians, regardiess of where thay live or work.
To do this, we needed Lo extend our 4G network beyond
the main cities. Wa had to anticipate customer desires
and needs and build a dota network for the future.

And we had Lo raise awareness around 40 - what is it?
How can pecpie upgrade? And why Should they?

We've been working since 2018 to expand our 4G
INMrastructune aoross the country, This has invoilved bulicing
WO NDre routes BOross Dorgers In ATica, establishing reliable
CONNECtivity Detween Malawl's main cities and increasing the
NDNe NEtWONKS WIthin the cities. The fnal 5%ep was 1o expand
OUr 4G Service 10 all Of our exISting Stes — we reached 1009
OfF OUr Jtes In September 2019, 8 12396 INCrease Detwoon
March 2019 and March 2020,

This lstest expansion waes krgesty in rural arees, bringing our
worid-cless 4G senvice (o all of our austomess. Due 1o owr
enhanced Capacity and more 4G customers, 4G gata usage In
rural areas grew Dy sbadokl in 2019720, with Uriban usage rsing
Dy 173% and overal 4G data usage In Makawi growing by
216% over the same penod Rural 4G 0ata usage was 21%

OF QUIr 4G gata total in 2019720

Encouraging upgrades

To deepen our 4G penetration, we had to make it quick,
easy and attractive for customens Lo securely upgrade
their phones.

S0, ONCE Wi N Our 4G INfrastructure I pRce, wa Degan

10 promite 46 Urough Our GsStDULIoN NEtwork and Uhrougn
UraGRional and OniNe Schver Bang. We ermphassed Uhe speed
2N resataty of the Network, S50 promaoling anoraate

4G phones through mobie oubiets

Improvements all round

As a result of all of this hard work, we've seen overall
data usage jJump by 63% In 2019/20, and overall data
revenue incrense by 41_59% in 2019/20.

This Shift 1o 4G 850 QOO fOF OUr CUSTOMENS and thair
businesses Malawians now have a fast and reiabie means
of sccessing the intemet wherever they are - whether

for personal antertainmeant, ISaming of doing businass

Our enhanced 4G network {5 nefping our business custome s
of all types - NGOs, entrepreneurs, govermment bodies

small businesses, enterprises - to work more efficiently and
expand Into New areas to take advantage of the 4G network

A 4G future

We're building on these successes and continuing
to move customers all over Malawi to 4G,

We're working behind the soenes 10 ncrease our 4G capacity
aNd Speed, whille CoNtinung 1O Airact Customerns 1o 4G with
competitive Offers.

2 For more Ootats of our SUrdtegy, soe pages 23-31
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Our market environment

A young and growing population. An expanding urban
middle class, and large rural areas with limited coverage.
Some of the least penetrated markets in the world, with

just 45% of the population owning one or more SIMSs.
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A continent of rapid growth

AITCa & One OF the wond's fastest-growing
MeQOns Oy GOP, pOoualion, urbansston nd
ncome ievels While the impact of COVID-19
KNOWn, Defore e Dancemic the

forecast African nominal GOP to grow ot
DU annual Qrowth rate (CA
0 % from 2018 to 2023 The African
POOUSTION reacned 1.2 Do n 2018,
ang i forecast by the United Nations

10 réachn 2.5 Dilon by 2050

Young, growing populations
VITEhe 68CH OF Our Mareats Ras 15 Own unique
Profie, tNe OyNaETICS IN OUr Ove

Detvween 2019 and 2024
TH miode CAss 1S 820 rowing, SOngaoes
2 longEtanding trend of Wrbansation ang,

1 Ay MArkals, risng NOUSANoK] NComes.
We am to offer & Mix of procucts, content
ANG PAGNG STrUCtures 1hat reach and retan
s &nér NG CuStomes Dase

Limited infrastructure, low

mobile connectivity

Many parts of Aca 1ack 1andre
repstructee, and fieed Dropdoand levets
Are & rACHOnN OoF INO%E IN GEVEOped Mirkets
That means mobile Networks are the primary
SOUroe of voiCe 8na Gola services in

many paces

MION CONNECHIONG by 2
am N 2018 Owr own focus on
CXPANCING AN IMEIOVING Our NETWOrks
5 POInG Onve Thes rend - &d win &g

retain QLSS

The data opportunity

SIMArpRone DONeLrabion In our markets 5
S0 v redstive 1O QOB levels. Bt camanc
for Gata k= Fegh, and in the relative abcence
OF MoAd DIOACENT, MOtNe Gats Gemand

% growng fast

NCreasing avalabity of 4G 5 encouraging
1N rEDI UDLake OF 46 Smaniphones Ve am
A0 Zmarphone Lptake Dy ieaging on

4G Netwe &3 Product offenngs

We'Te a0 offering maore contert. The Airted
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VIGE0S, NEWs, 2D0MS and much more,

& OMerad WIhOWL SLDCrplion Tees

N Ay Of Our Markats there s i
10 Sracitionad FNancil INsamuti
LEIng Infrastnucture &5 0
oYy 74 bank branches 1or every 1004
N SUO-SANAAN AYKA. I the region
Pan Naif of the poputation
NS & DNk SCCoUNE, e IoWes! Proporton
of any SMeIgINg Markes region

This creates A Clear opportunity for mobile
MOnNey SANI0s MOD money NS Deen
CMOaced YINg JOgrees 5%

OuUr Markids, 8C reQUANONS eapions the
opportunty | creates for nancial nciusion
& grontn

ACTOSE Qur METkELs, MOt money & fonecast
1o celver CAGR 2% ntems of
regSlaned accounts 225% nNnieme

of revenue Detwoen 2018 and 2023

Our Artel Money strategy inCiuoes a focus
O WINNING Medw CUSLOmer's Trougn Sérvoes
NOUCING INter-Operabiity, Dayerts,
MICTOIOANS &M Mecnationdl money ansiéss

A growing market in which

pricing i important

The RU0-Saharan AINCan mobile NCECa0e
& COMINated Dy & few rge competons,
WIEN SO SIaier regonal Companes

N SOMme markets. Az wel as Artol Africa,
he ity pliypers NCIuce MTI, Vodacom,

Orere ana Tigo

W COmMpate for CUZIOMers IRFOUgH Our range
Of SOOVIO0S, OUF DOVEITEInG and Drand Image,
he GUAItY anNd refatnity of Our Servce, Our
WIOE COVRrage, SUrong data networss - and
PO W Offer priong piare that &re Smple
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Diverse markets which demand
risk discipline

Fuctuating Curences and Nigh rates of

1 GO IMPACT S0me of the eConomes
N SUD-Sanaran Africa We manage foregn
CCNANS Nk &5 0Nt Of Our 14 DrinciDa rsks,
Cescrioed In oetal on page 61

Working with governments

and reguiators

The DeeCOme Secion & Nghly reguisied

S0 OF QPR L0 MU WO within he
RAMewWOrks Crasied by Qovernments &g
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Know Your CLstomer reguiations apply
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& fast and complant registration process
548 key pirt of our Winwith
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Py In helping the Courtnes of sub-Saharan
AINCH Schieve thesr Qoals Of AgLaNEstion,
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Key market
profiles

ey to markets

© Top six rrarhats

© Owr other evgnt markets

D sousces

Popuation ang GOP from B

LAGDke CLURomars and MOBEs MOrey
CABIMAS O NecRACtive IComs
reguisltory suthorties putiahed OMa
Ungue moie peret ation report Som
markat anaiysts

1. DRC 2019 2018 018
Popuation 28m asm 48m
Goe $490n 470 Sason
Mobee Customers ITm 30 S0m
Unque modée
peretration N IM% 01%
Mobile Money Users T &m 32m
3. Nigeria 2019 Joie 4. Tanzania 2010 2010
Poputation 201m 196m Poputation 36m SSen
GDP $4470n  $3080n GDP $620n $S7on
Mobile Qustomers 184m 172m MODEG QUSROS 48m d44m
Unique modie Urngue modne
peretration 4%% 42% pengtration 49% 48%
MOORE MOnesy Uters 26m 2¥n
5. Uganda 2019 so:s 6. Zambia 2019 2018
Popusation 40m 39m Population 18m 18m
GOP $31bn $280n GoP $24on $27on
Modie customens” 26m 23m Mobie customens 17m 15m
Unique mobile
Peretrabon 42% 4% 5%
MODEe money users® 16m 14m

* Ugance Cata Yom September DDLE-Tepteroer 2010
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I was involved in a large creative brand coms
project for a global mining company.

The concept was to create a new brand to
publicise a new approach to extracting copper,
copper production & mining. Work started with a
name program and then that moved onto brand
comms design and creative exploration.

They symbol features 29 dots in circles,
representing cyclic nature of re-using discarded
copper ore and 29 being its atomic number.

Skills_

Naming

Creative exploration
Logo design

Brand comms design

Client _
Friend Studio



nuton

Realising an ambition

'With our partners, we're working on closed-loop

. . supply chains that epitomise the principles of the
|ngﬂ"U|tH. collaboration circular economy, and redefining the world's
and innovation have got relationship with one of its most valuabie and

3 versatile material - one that Future generations
us this !"ar. A better way cannot do without.

eve’s ) : , is possible. Nuton can

AR With our partners, we're working on take us there.

*aes”® closed-loop supply chains that
epitomise the principles of the circular
economy, and redefining the world’'s
relationship with one of its most
valuable and versatile material - one that
Future generations cannot do without.

Our process promises the
sustainable, environmentally
benign source of copper
that's increasingly needed by
the creators of new,
low-carbon technologies

We, with our partners,
are redefining the
production of copper.

a®
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LN |
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n U w n Our process promises the

sustainable, environmentally
benign source of copper
that's increasingly needed by

We are creating a new, sustainable the creators of new,

A better way is possible.

Nuton can take us there. nUl'.OI"I

nuton.tech

low-carbon technologies

source of copper.

nuton.tech




Realising an
ambition

Collaboration and
inventivness

Adam Burley
Adam B-u‘ri{r}'y'@".l,‘i()f"utecn

T+44 207781 2000

M +44 7899 123456

nuton.tech
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PR Forum - Creative concept design for the
PM Forum Conference 2023

PM Forum is the world's largest and fastest
growing community for professional
services marketers. I worked as part of the
team at Bright Space Communications to
devise a new creative look for their 2023
conference. Taking the theme of ‘Delivering
stellar marketing & client value in tough
times' we developed a series of al enhanced
Images that tackled the question of man vs
robot and how we see marketing challenges
being met in the future. The vibrant tone of
the imagery was coupled with strong
typography and colour scheme. The work
Included the design & art direction of the
Imagery, a 16 page conference booklet and
creative idea work for lanyards and the
microsite.

Skills_

Brand design

Brand comms collateral design
Website design

Client _
BrightSpace Comms

HARNESS THE POWER .

WITHIN YO

pmforum

™
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MARK BILSON
FOUNDER

| CLIENTRM

WHld HNOA NIHLIM
¥IMOd THL SSINUVH 544,

Agenda Speakers Sponsors Book now

PM Forum Annual Conference ), ~
- |

London. 28.09.2023

HARNESS THE POWER
WITHIN YOURFIRM | = ==y

SEE THE IMPACT ON

28.09.2023 L
\ MEET YOUR STELLAR
SPEAKERS —>




Tokamak

As an integral part of the creative team at
BrightSpace Comms we created a new brand and
website for Tokamak Energy.

Tokamak Energy launched its brand with a video
posted on LinkedIn, receiving high levels of
engagement.

Tokamak Energy has been shortlisted in the
Transform Awards Europe 2023 for 'Best visual
identity from the energy and utilities sector!
Winners will be announced in Q1, 2023..

tokamakenergy.co.uk

Skills _
Brand design

Brand comms collateral design
Website design & build

Client _
BrightSpace Comms
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https://www.tokamakenergy.co.uk/

Petredec

I worked within the small team at BrightSpace
Commes to define a clear brand architecture for
Petredec Group, its three divisions and sub-brands
while also taking the opportunity to extend further
assets to support the Petredec brand world.

This involved looking at photography, evolving the
use of its original logo to support the new divisions,
while at the same time creating a clear narrative
and story around the Group entity. Part of the
process has been to bring together the firm's ESG
story, so that it can be communicated and shared =
to meet the demands of with stakeholders while "‘ i
showcasing their commitments in this area.

? Petredec

¢

Bringing cleaner S
petredec.com energy to pow 2F
progress
Skills _ : e 2
Brand refinement S—— T :hngl the \:ray in bnngl?? LP(-l}, one
Br'ochur'e design ; . o s . 1e planet’s most promising cleaner

. ces of energy, to those that need it
Brand comms collateral design

4.5yrs
Website design & build

VLGC fleet age profile of 4.5 years vs an industry
average of 10 years.

Client _

BrightSpace Comms 11.7m

Petredec Global transported and supplied a
combined 11.7 million MT of physical LPG in 2022,
There is no commodity in the energy space where shipping
and trading are as interlinked as LPG. It is for this reason that
we do not think of curselves solely as a VLGC ship owner, or
as an LPG bader. Peliedec Global is an LPG value chain

company.
= @ Jonathan Fancher, CFO Polreddec Glotal
B N2

43, 2.5. 15.

hectares saved metric tons

Urnd innin wroared 4 enithion premssture Jewhs sech yeur,
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Deeply loyal and highly
motivated for five decades.

LPG is far marne Petredoc traded &m Equivelent toa
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Plexus Law

I worked within the small team at BrightSpace

Comms to develop Plexus' brand assets and create
accessible brand guidelines. Together, these equip

the marketing and communications teams with
the right creative platform and tools to improve

consistency and efficiencies.

A new corporate website brings everything

together and presents the new face of Plexus to its
market and the stakeholders they need to influence

and support.

plexuslaw.co.uk

Skills _

Brand refinement

Brochure design

Brand comms collateral design
Website design & build

Client_
BrightSpace Comms
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https://plexuslaw.co.uk/

Byfield Consultancy

As lead designer within the team
at BrightSpace Comms I worked
to design the new brand identity
that is confident and
contemporary. The website has
been built around a clear and
consistent UX design centred on
the proposition of “Reputation
Counsel”. The team were keen to
participate in the creative
process and commissioned their
own photography of iconic legal
and London buildings.

byfieldconsultancy.com

Skills_

Brand design

Brochure design

Brand comms collateral design
Website design & build

Client_
BrightSpace Comms

Typography

& Reﬁrjed

Diodrum Cy iaht
Diodrum Cyrillic Reg )
Diodrum Cyrillic Medium Accent colours
Diodrum Cyrillic Semi Bold o o o
Diodrum Cyrillic Bold

Bullding Protecting Supporting™ Reputation

Byfield provides reputation counsel to the legal sector
to build brands, protect reputations and support
litigation. Our work enhances clients’ businesses,

market perception and value


http://www.byfieldconsultancy.com/

Case Study

Six Agency




Concept Overview
Grey presentation

box which contains:

Toolkit document,
Pen, Notebook &
Postcards.

As the senior designer within a
small team at Six Agency in Bristol,
I was tasked with creating a brand
pack to help inspire the global
senior leadership team to fulfil the
Babcock message to their own
teams. The initial conference pack
was designed as a memorable
keepsake with an inspiration tone.

Skills _

Brochure design

Brand comms collateral design
Digital Interactive PDF
Internal Comms

Client_
Six Agency

Presentation Box

Inspiring
Change

babcock

Branded pens

babcock’

—
4

fx.l.l]"' e = A tool for change
&

Blue Moleskin Notebook

babcock

Inspiring
Change

Tool Kit Booklet

Tool Kit Booklet

babcock

Inspiring
Change

Inspiring Postcards

Creating

a safe and
secure world
together

Collaborate




Section Dividers

Each of the five content
sections is separated by a
gate folded section divider.
Printed onto coloured
board, with a back-fold to
reveal hidden imagery.

inciples

Purpose and Pr

Creating

a safe and
secure world
together

Our global
business

Lead the
change

Unite ' : i

the tea
i

Colour section pages can easily help separate
out the individual sections - restricted to just using blue & green

Presentation Box
Thick grey box with
bespoke foil title &
logo on box cover.
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Moving forward as one Babcock

Section 2

The pack featured pull-out gatefolds,
french folding and spot colours.
Packaged in a presentation box complete
with pens and moleskin notebook.



babcock

Babcock
Storytelling

The last stage of this creative work was to produce a
story telling guide, aimed at marketing heads & seniors to
help them understand the new focus of Babcock and tell
their story to their own countries audiences.

Most successful
stories are moral.

They teach us how to live,
whether explicitly or implicitly,
and bind us together around
common values.

The most powerful way to
persuade people is by uniting
an idea with an emotion.
The best way to do that is by
telling a compelling story.

Segmenting
your story

Releasing messages in chapters
is not new — it’s been around
since Charles Dickens first
wrote the Pickwick Papers in
the 1800s and is widely used
today in the entertainment
industry — think House of Cards
or Breaking Bad. The process

is known as ‘serialisation’ or
‘episodicstorytelling’.

Breaking messages down into bite-
sized chunks enables you to engage
employees earlier and more often.

By factoring in ‘breathing room’

you allow your audience to absorb

each piece of content and provide
feedback one step at a time. In today’s
complex and ever-changing business
environment, when we don't always
know ‘how the story ends’, what
employee reaction will be, or what
other news is being shared at the same
time, the ability to do this is increasingly
important. It enables us to avoid
backtracking on messages and ensure
the information shared clearly responds
to employee needs/concerns — because
we're in touch with what these are.

When considering how to deliver
your story, it's important to ascertain
what you know about your message
from the outset, as well as what each
target audience’s likely response will
be. It's also vital that you form some
hypotheses around what possible
changes could crop up that would
influence your message.

Persuading with a story is hard. Any
intelligent person can sit down, make
lists and design an argument using
conventional rhetoric. However, it
demands vivid insight and storytelling
skill to present an idea that packs
enough emotional power to be

truly memorable.

As individuals we use stories to make
sense of the world, to tie together our
experiences and perceptions. They
give us the context we need to discover
and own things for ourselves, moving
us both rationally and emotionally.
They shape us as individuals, affect
the identity of our friendship groups
and help us to understand social
norms. They influence the way we
think, feel, act and behave.

Introduction

Stories can form the foundations of an
entire workplace culture; they have
the power to break down barriers,
rectify negative situations, capture

our imaginations, illustrate our ideas,
and inspire us in a way that cold, hard
facts often can’t. Too often in business
we only try and connect with people
on a rational level. This helps others
understand what you want them to do,
but if they’re not emotionally engaged,
it isn’t enough to actually change

their behaviour.

When you tell a story well, it can
create an intense, personal connection
between your audience and your
message. Effective storytelling can
change opinions, inspire us to achieve

goals that we didn’t think were possible,

and demonstrate how we can change
things for the better.

Splitting your story into incremental chapters (rather

than delivering the entire message all at once) ensures
transparency. Your audience have time to listen and digest
the information you’re giving them.

How to use it

To break messages into an effective
series, consider the following points:

The message

What is the primary goal of
the message?

What are the important elements of
the message? (i.e. who, what, when,
where, why, how).

Of these elements, which are you
most certain about? Which are you
least certain about? Can you obtain
greater certainty around any of these
before your first message is sent out?

For each element, hypothesise

2-3 scenarios that could change

or influence the message (e.g.

a customer shift, a new product
release, an executive departure,
etc.). If these scenarios proved true,
which elements of your story would
need to change?

The audience
1.Who is the target audience?

2.What is the target audience
currently working on? What major
issues are they engaged in?

3.What does each audience know
about your story already?

4.For each chapter, consider
what uncertainties might cause
confusion or frustration.

Write an outline for your story, focusing
on those elements you're most certain
of and are least likely to change given
unexpected scenarios. Next, restructure
your outline to ‘chapter format’ so that
the most certain pieces of information
are in the first chapter, and less certain
information appears in later chapters.

8

Constructing your story

Action (or task)

Every great story has action: ups and
downs, setbacks, conflicts, failures
and battles. The action is where we
experience defeats and learn lessons.

In your story, your main character must
‘do’ something — what is needed to be
done. Ideally, he or she will experience
a setback, failure, or problem along
the way. Obstacles create tension and
forge an important connection with
your audience, because everyone
experiences them daily.

Here, you can introduce the steps

and the actions taken, why these
were so important, and think about
the emotions you want to leave your
audience feeling — perhaps inspired by
how the challenges were overcome.

How to
form an

engaging
story

A good story is like a recipe
- certain ‘ingredients’ need
to be part of the mix for it
to be asuccess.

Result

At the end of your story, you reveal
your main character’s fate. You also
need to explain, subtly, what the
audience should have learned from this
story. What were the results of your
character’s behaviour and actions?
What is the moral and the impact on
your character and others? Why did you
tell this story and how can it be used to
inspire others?

Reflection

What did your main character learn
about themselves, leadership or the
other people in the story?

Here you give your listeners the
message you want them to learn from
your story, and what you want them to
be inspired to do.

There are many storytelling frameworks,
but fundamentally, all great stories
contain certain essential elements: the
context (or situation), the action (or
task) and the result.

In CWR’s Leadership Development
programme, the STARR framework
was introduced using Situation, Task,
Action, Result and Reflection to guide
its narrative.

In Paul Smith’s 2012 book, ‘Lead with a
Story’, he examines how leaders can use
the CAR structure to tell better business
stories. Let's look at the elements of the
frameworks in more detail.

Context (or situation)

Smith believes that context is the element
most neglected by leaders. Without
context, your story may confuse or bore
your audience. By setting the scene you
create a start point.

The context provides the background
information that listeners or readers need to
make sense of your story. It should also spark
their interest and make a connection, so that
they care about what you have to say.

Context needs to address four key questions:

1. Where and when does it take place?

Set the scene early. Functional information
gives vital building blocks to help people
understand what you go on to say. Introduce
the main character and describe the time,
place and people involved.

7

Constructing your story

2. Who does the story centre around?

This will be the main character of your story.
Why are they important? Again, this is vital to
set the scene.

3. What does your main character want?

What is their agenda? What goal are they
looking to achieve? Think about your own
feelings on this.

4. What might get in their way?

In your situation, what or who is the obstacle
or challenge that they need to overcome to
make their goal happen? Again, think about
how to include your own feelings on this — it
will help your audience to empathise and
draw themiin.

As you think about how to tell your story,
plan how you’ll answer these four questions.
It’s also important to be authentic, especially
when you tell a personal story.



Various projects

Engine MHP
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Uha Nueva Normalidad
El Mismo Cancer
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Resume treatment.
Get screened. Don’t wait Don't wait
Don't wait. Contact your doctor Contact your doctor

Resume treatment. Get checked Get checked

Get screened. New Normal
Same Cancer

Don’t wait. New Norvqyy - New Normal
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ame Lancer Same Cancer
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Cancer diagnosis has fallen by 40% during the coronavirus pandemic ma B tre médecin Got chocked
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settings has emerged. A far reaching, profoundly clear, cross cutting Méme thCer : I ¢ . d it a I New Normal

global campaign was needed to encourage people to return to the Nouvelle Normalité Same Cancer
health systems that protect them. Méme Cancer

I worked with the creative team at Engine to scamp out and then
design ideas for a wide reaching campaign. Work included headline
writing & conceptual thinking, layout design which moved onto art
direction and design work for banners and posters.

Skills_

Headline copywriting
Creative design & concepts
Art Direction

Art work
Don't wait
Contact your doctor Don't wait
Get checked Contact your doctor
Client _ Neis vl Get checked
Engine MHP ———. S e el New Noreal
- : iy e o i ots Same Cancer
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This project was to develop a campaign and look & feel
to promote exposure for COPD. Their idea was to ask
people to step in and talk up for those with COPD, when
they themselves are unable.

My work with them was to come up with several
concepts for the campaign to present to their client.
This encompassed campaign logo design & creating
Ideas and layouts for ads & flyers.

Skills_

Headline copywriting
Creative design & concepts
Art Direction

Art work

Client _
Engine MHP

Listen, learn and lend
YOUR VOICE for COPD

OUR

\V{e][]=

Listen, learn and lend
for COPD

Listen, learn and lend
YOUR VOICE for COPD




Getting to the point with the MHP team ENG NE ‘ mhp

In this edition of ‘Getting to the point’ you will meet the faces
and brains behind Engine|MHP’s leading policy and public
affairs programmes, life-changing patient advocacy, and
award-winning campaigns.

Brilliant chemistry with our clients is something we take great pride
in, so in acknowledgment of the inability to meet face-to-face, and
to avoid the ‘awkward ice breakers’ over Zoom, we wanted to
provide you with the means to truly get to know the people who
would become part of your Sanofi team.

We wanted to tell you a little more about our skills and

experience, and why we think this team would be a great D
match for Sanofi. We hope that by understanding what

makes us tick, you will be able to visualise what we would

be like to work with, down to how our skillsets slot into

each and every element of a project.

Ultimately, we are more than just an agency - we're a
team of unigque, gutsy and talented people who are
committed to shifting the needle on vaccines policy

G /= f | .
ett I n g to | 0 & and patient advocacy as part of your team.

the point

- What’s been your journey to where you are now? What do you like most about working at MHP?
I nt rod u CI n o u r After a short stint volunteering in mental health in Sri Lanka Without sounding too cliché | would have to say it's the
g y after my psychology degree, | quickly realised that a clinical people. On my first day at MHP, | remember being so
career perhaps wasn’'t my calling. However, my eyes had been impressed (and slightly intimidated probably) by how
opened to the huge impact that tackling stignma and changing smart and enthusiastic every member of the team was
attitudes could have on the care of patients. | started working when it came to the work that we do.

MHP Communications team

in Ketchum Health's PR team in 2017 working on a range of
communications campaigns for pharmaceutical companies,
health charities and leading health technology providers. After Who is your role model and why?
dipping my toes in some policy work during my time at
Ketchum, | moved to a more policy focussed role at MHP in
October 2019.

This one probably requires no explanation, but it has got to
be Michelle Obama. Her ability to stand up and campaign
for what she believes in and not back down is truly

R impressive.

Tell me about a project that you have worked on and

consider to be the most impactful?

| have a real passion for drawing attention to healthcare What has been your lockdown passion project?

challenges that are, on the face of it, ignored. Last year | did
just that for COPD, bringing together patient groups,
healthcare professionals and leading respiratory academics to
develop and publish a Patient Charter (in just seven months
which was a feat in itself) to outline the challenges facing
COPD patients and the care they deserve. The Charter
reached leading respiratory organisations globally and has
been translated into multiple languages. There is still a way to
go but this Charter has opened the door to policymakers for
our activity in 2021 and beyond

O
Design & create a creds deck for the MHP healthcare team to sell Skills _ JeSSlea
themselves to prospective clients. Creative design & concepts S ‘
Art Direction aa
Hinton
«| stal nth by see .

I've had a few... | started off aiming to read a book a month
by setting up a book club with some friends (sadly we are
only four books in, almost a year later...), baking (of course)
and now aiming to run 1000km in 2021.

Art work

o
Internal Comms book 2 T ith sO

= K C
Senior Account Manager e

Client _ EMBE | mhp

Engine MHP



Case Study

Informa Group



V)i informa

I have worked with Informa since its birth, I did in fact design
their very first brand identity a long time ago. Now on their third
re-brand (Luminous London) I have recently focussed on brand
Implementation projects. These have ranged from internal comms
projects, wall graphics, internal branding and micro sites.

Skills _

Brochure design

Brand comms collateral design
Mircrosite design & build

Wall graphics

Internal comms branding

@ informa

Relnvent 2019

Staying Small
Growing Bigger




Brand comms

Brand comms work for various global projects, informa Worldwide

such as wall graphics & café branding.
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@ informa

We don't just say we're specialists,
we live it. Passionate about specialist
o markets, we share perspectives,
Championing understand influences, empathise
the Specialist with challenges and have the
freedom and autonomy to make
expertise count.

Internal comms
Brand comms pieces for department
Initiatives & external sales pitches.

«)j informa «)j informa Communications «)j informa

- Global Support gtellfi}rllen
Pulse Update alling...

\‘)' Wl ) informa W ) informa Expenses Team | Global Support
informa

Informa Markets Expenses
Update Action required - BSM




Case Study

Alive with ideas




Alive - Designh Agency

Hoarding graphics

Worked in a team to design, create and artwork a huge set of
hoarding graphics for Walthamstow Council, the project featured
extensive Photoshop collage work at a very high resolution.

Skills _

Design & branding
Art direction
Photoshop
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A
greener, cleaner,
cheaper home

Budget-friendly, energy-efficient
home improvements

cheaper home

We're offering lower-income householders
free energy efficiency improvements to
their homes worth thousands of pounds.

Alive - Designh Agency

My Green Home campaign

A campaign for Devon County council to promote its energy
Improvement grants to residents.

Skills _
Design & branding
Art direction

apply now!

Vil %2

A
greener, cleaner,

cheaper home

Budget-friendly,
energy-efficient home
improvements across Devon

2

A
greener, cleaner,
cheaperhome

Budget-friendly, energy-efficient
home improvements
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Free energy efficiency
improvements across Devon
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AV/AV S

[ have worked with NATS over many years, including at
least two versions of their brand identity. I have
worked on advertising, exhibition graphics, band
communications brochures, flyers and microsites.

Skills _

Brochure design

Brand comms collateral design
Mircrosite design & build

Wall graphics

Internal comms branding




‘NATS has been working with
customers in the Middle East
since 2006, and during this time
the region has developed into one
of the world's most important
aviation hubs.

We're committed to building on

this progress, with airports,
airlines and aviation authorities, to
maximise performance, maintain
quality and deliver value”

1

Martin Rolfe
Cheef Executive Officer

T UAE 2 Bahrain

— Airport capacity study
— Procedure design services

— Regional Middle East office
established to support local
customers with ATC expertise

— Operational performance summary
for Dubai International Airport

— Prepared Concept of Operations for
Al Maktoum International Airport and
procedure design for other airports

— Public Safety Zone studies for Dubai
Airports

— Consultancy support to Abu Dhabi
Airports to deliver radar system
enhancements

— Operational analysis of wake vortices
data at Dubai International as part of
capacity optimisation programme

— LVO (low visibility operations) Airport
Efficiency services to Etihad Airways

3 Kuwait

— Single Runway Operations
consultancy contract for Kuwait
International Airport

— AIM roadmap for the Kuwait
Directorate General of Civil Aviation

— Engineering Consultancy for Kuwait
International Airport

4 Oman

— Airspace design, safety management
and transition support for PACA

— ATSEP Training for PACA Engineers

— NATS Oman local entity and Muscat
office established

Your points of
contact

Middle East

Dwector
Meddie East
Ben Kiff

@ 00971 (0)4 551 9480

’ ben kit@nats aaro

Regional Locations

Dubai
1201, Platinum Tower,
N T | |

 PC 118
Al Nahda Towers 2, Floor 4
Muscat, Suttanate of Oman

Enabling

Middle East
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NATS

Brochure design

NATS

Some of the many brochures I have worked on for NATS,

including multi-lingual designs.



Internal comms

Conceptual work for the internal
promotion of a new way of working.
Creative featured on flyers,
Powerpoint & email banners.

Stepping stone
to evolution...

Delivering a modern, resilient platform
across our lower operations at Prestwick
and Swanwick; giving us the flexibility to
better meet future demands.

%5! Deployment Point Lower
ExCDS development

Stepping stone
to evolution...

“9* Deployment Point Lower
~ ExCDS development

Stepping stone
to evolution...

{3‘ Deployment Point Lower
~ ExCDS development




Pitch decks




Helping art lovers
become art
investors

Investment Proposal

HIDJ:N

Investors deck

An opportunity to invest in a successful and
fast growing multichannel art gallery chain,

occupying a unique place in the UK market

Skills _
PowerPoint
Photoshop

Client _
Hidden Art

= =
v
v
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Investors joining now will have the
opportunity to be involved in an
exciting business with a clear plan
for accelerated growth, leading to a
potential exitin 5y ears

The opportunity

The Hidden team

fund accelerated growth by expanding to
20+ galleries and related opportunities in
preparation for exit in 5 years

Chris Kendall

An avid art fan since childhood Cheis
founded Hidden in 2016 following a career
leading businesses in digital publishing in
Government and private sectors

CCIH

Chiris is driven by a desire 1o change the
way paople gwn and acoess rare and
collectable works of art

Educatad at Charterhouse School following
which Poppy completed & BA in English
Literature, followed by an WA in Fine Art
bath ai the Linnersity of Bristol

Az Dperations Director Poppy is
respansible for the efficient rumning of the
bussness ranging from HR and
administration to Sales and gallery
development

Jake Bishop

Co-founder and director of AIM lsted Loungars pic

Also currently on the boands of Hub Boo,
Moose Drink, Foodstufl and an invesior in
Hugag and Hidden.

Jake was an early custormer of Hidden Gallery
bacoming an invesior and advisor in 2019, His
operational and growih expenience as a board
member and his involvement in private equity as
both @ recipient and investor brings additonal
knowledge and exparience 10 the business



Investors deck

Skills_
Keynote
Photoshop
Illustrator

Client _
Whistle agency
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Tech deck

Skills _
PowerPoint
Photoshop
Illustrator

Client _
Active Matters

Responsible Al
and ERM

))))) Getting started

What is Responsible Al?

Responsible Al is the practice of designing, building and
deploying Al in a manner that empowers people and businesses,
and fairly impacts customers and society — allowing companies
to engender trust and scale Al with confidence.

N

The ERM Data Lab and Innovation Incubator have a pipeline of
products that leverage data and use advanced analytics to drive
business outcomes for clients. As we build more solutions in this
area, we must understand and consciously and deliberately
design Al responsibly.

Adopting
Responsible Al

Organisation
Focus: taking the lead
Talent: Al education

A practical approach and framework Ecosystem: responsible Al

implementation

Data: responsible data handling

Sustainable Computing:
using correct platforms

Models: robust end-to-end
development lifecycle

ERM

Responsible Al

Taking deliberate steps to
make Al solutions ethical,
responsible and accurate.

© Copyright 2021 by ERM Wordwide Group Limiled andior its affilates (ERM'L All Righls Resered
No part of this work mary be: reproduced o transmittied in any Som or by any means, without prior writien permission of ERM,

The business of sustainability

ERM



I have great experience over the last 10 years in working with
start-ups and SME's. These projects usually involved me
designing everything from the initial concept, design and
creating the brand identity right through to the website design
& builld - and everything in between.

Smaller projects



Architypal

_ _ rchi . .
Are you an architect with a word problem? ypal R HIREINR (ARSI IR
This site was designed to show case Juliette Mitchells copy writing
work for architects and how she helps them sell themselves and
communicate what they do better
This project was shortlisted for the best website in 2022 for a
consultant at the ARCHIBO awards 2022
architypal.co.uk
Skills_
Design & branding
Artdirection Are you an architect with a word
WordPress website design & development =
problem:
r:hiw.l e i e
+
About me

i Jullstte Mitchedl, and rm the mind (ond the hord work] bebind Architypal
P olse o finm belorser in Ehe power of woeds 1o change people’s mminds and
Fredicn things happan

*

Perhaps you're a small
practice on a mission that

How I started you can't quite put into words.



https://architypal.co.uk/

Articulate Health

Articulate health is the new home for copywriter Eleanor
Stanley. I worked with her to devise the brand look for her new
venture, articulate health — a brand aimed at helping the health
sector in it's communication, strategy and tone of voice. The
website features sweet hand drawn illustrations that reflect the
brand and attitude and smooth colour fades between sections.

articulate.health/

Skills_

Identity design

Website design

WordPress design & development
Illustration

(Eharticulate.

articulate

Are your words
working for you?

MacBook Pro



https://articulate.health/

MAYA Productions website

Maya Productions bring together organisations and individuals who passionately want their
work to enable social change and racial justice in the arts. I redesigned their website with a
beautifully and engaging design, featuring background videos as the hero sections on the main
pages and lots of their fantastic photography. I also edited and mixed the video clips to create all
the hero movies on the site. It was truly a fun and very rewarding project to work on.

mayaproductions.co.uk

Skills _

Website design

WordPress design & development
Video editing

DIVERSE THEATRE THAT
CREATES CHANGE

\IN) A

MAYA PRODUCTIONS

MAYA PRODUCTIONS BRING TOGETHER ORGANISATIONS AND
INDIVIDUALS WHO PASSIONATELY WANT THEIR WORK TO
ENABLE SOCIAL CHANGE AND RACIAL JUSTICE IN THE ARTS.

"/

BENNY AND THE GREYCATS

Music: Riz Masien andMike Gorman

THIS FRESH, FUNNY AND PERTINENT PLAY EXPLORES
FRIENDSHIP, THE NORTH/SOUTH DIVIDE, AND BLACK IDENTITY
AGAINST THE BACKDROP OF THE CAPITALS CHALLENGING ,
MAVYA'S LATEST PROJECT IS A REFRESHING, URGENT AND

MUSIC INDUSTRY. DARING NEW PRODUCTION IN DEVELOPMENT CALLED
BENNY AND THE GREYCATS.

THE PLAY IS ROOTED IN WORKING CLASS NORTHERN CULTURE AND FOLLOWS A
MIGRATION JOURNEY EXPLORING THEMES OF CULTURAL HERITAGE, MENTAL HEALTH,
THE LEGACY OF COLONIALISM AND MUSIC.

MAYA PRODUCTIONS IN ASSOCIATION WITH LITTLE MIGHTY AND IN A CO-PRODUCTION WITH
HARROGATE THEATER.



https://mayaproductions.co.uk/

The Glowing Company

Glowing Co is the new site for remote PA Morelle Pierson. Starting her
business during lockdown, I felt she needed an exciting & engaging brand to
catch people's attention and win business.

GlowingCo

The typographic logo featured a subtle twist with the dot of the ‘I’ becoming a
speech mark that linked with the letter ‘g’ A simple, elegant reference to
communication.

glowingco.co.uk

Skills _

Design & branding

Art direction

Copy writing

WordPress website design & development

How it works

Virtuial Assistans

Our process

Dedicated to helping your busir

Morelle, the Founder of GlowingCo, and her team of expert associates can fulfil a variety of different roles and requirements.

, - Make an enquiry
FAQsS \ !
LY
Setupa
consultation h

o
Choose vour

service
package

Sign on the
dotted line

Get started!

Testimonials
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making
changes if
needed



https://www.glowingco.co.uk/

LeBeck Internationsl

LeBeck International are specialist international security and risk
management advisers based in Bahrain, whose managing director is a
former special forces and Bomb Disposal Officer with the British Army.

After reviewing the way that LeBeck International communicated and
looked at key competitors, we proposed a highly distinctive and slightly
mysterious market position. This perfectly supports the way the
company keeps its clients safe and secure with meticulous planning
based on deep experience in this highly specialist field. The new and
refined brand identity, website and an intriguing design for a brochure ol
enabling the business to grow internationally. option but & necessity

Le Beck International is a leading

lebeckinternational.com specialist security and risk el Oopacies ol lBRtritue

consullancy

Skills_

Design & branding

Art direction

Brochure design

WordPress website design & development

Ve CHMY Projects



https://www.lebeckinternational.com/

Branding a music producer

Steve Willlams is a musician, programmer, songwriter and mix engineer.

A series of animated logo types were then created to lend difference and

unigueness to the site and help capture his creative and multi-disciplined
approach, based upon the photos I took at his studio.

stevenawilliams.uk

Skills _ i ‘f
Identity & stationery design

WordPress website design & development '
Photography & retouching - 1
Logo animation _

Y

About  Biegraphy  Studio Credits

Videos Fitmm Testimonials Blog
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https://www.stevenawilliams.uk/

Being a graphic designer at my core means [ am able to use
my strong design skills to every digital project I work on. Here
are some of the many brand identities I have designed &
created over the years.

Identity design
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Freelance designer

A highly experienced senior brand
comms designer/artworker &
wordpress designer/developer

Martin Philpot +44 7875972029

martin@puregraphic.design
puregraphic.design



mailto:martin@puregraphic.design
https://puregraphic.design/agency/



