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SPRINGBOARD RE-BRAND

In March 2020, | delivered a full re-brand for Springboard. The previous branding was very out-dated, did not reflect Springboard’s personality and lacked consistency, resulting in Springboard
often getting overlooked. The new branding is designed to address these issues by being a modern, distinctive and vibrant version of the existing branding to help it stand out from the crowd, while
maintaining brand consistency across sub-brands too, so that Springboard can become instantly recognisable and gain trust across the industry.

This project involved updating all of Springboard’s existing print, digital and web assets. It also included creating a Wordpress template, 12 distinct sub-brands and brand guidelines. This was one of the
largest projects | have worked on and | am proud to have delivered a brand that the charity deserves.
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GIGGLING SQUID BRAND DEVELOPMENT

Giggling Squid is the UK’s largest Thai restaurant chain. | became their first in-house designer in October 2021, am solely responsible for designing all of the brand’s print and digital assets. My main task since
joining has been to do a major makeover of their brand as their visual assets were previously very inconsistent and did not look as high-end as their position in the market. Throughout my time at Giggling
Squid, I have overhauled all their print and digital assets, including brand guidelines, adverts, digital marketing, email design, flyers and in-restaurant POS. Some select examples are shown on this page.

The brand guidelines were created to implement the new and improved branding going forward. Throughout the guidelines, | introduced many new processes, such as how to use the illustrations, logo and
typography correctly, and step-by-step instructions on how to update all existing print and digital assets.
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LIME SQUEEZY PROMOTIONAL WORK

Lime Squeezy is Giggling Squid’s sister brand, designed to be a more casual dining experience serving iconic South East Asian dishes fresh and fast. It started off as a restaurant chain and is now delivery
only. As part of my role at Giggling Squid, | am also responsible for all digital and print assets for Lime Squeezy. This page includes some of the projects | have worked on for this brand, including A Boards,

flyers, menus and animations.

Lime Squeezy Kids Menu - Briefed to create a double sided A3 kids menu that includes lots of games for the kids to enjoy. In this project, | created all of the games, illustrations and characters myself. The
games include a maths crossword, maze, wordsearch and lots of room for the kids favourite colouring in too!
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Mango Stick 295
Masswely mango-fl ice ol

‘Tropical Fruit Lolly V 295
Prawn Crackers i ot and fruty summer holiday flavours in an ice lolly!

‘Thai Garden Crispy Roll VG 475 Berry Fruit Lolly v 295
with

Chicken Sataysfaction

ped carrots, cucumber and cherry tomatoes.
Succulent grilled chicken skewers marinated in coconut
milk turmeric and lemongross.

Sticky Fried One Bite Chicken \.

ed carrots, cucumber and cherry tomatoes.
One bite s never anough with our sticky-swoat and slightly
flry chicken pleces.

Moo Ping
‘With ice, chopped carrots, cucumber and cherry tomatoes.

‘Add chicken
‘Add prowns

Golden Pork Belly
ith rce, Mos

cucumber and.
Juicy pork belly i

e for those golden crispy edges.

Sweet and Sour Veggie Sizzle VG

Make sure you count Lamai as welll

Add prowns

Massaman Chicken Curry
With rice.

Mossaman curry with succulent chicken pioces is mild,
flavourful and comforting - perfect for mini-palotes.




JACK’S BAKERY BRAND IDENTITY

Brand identity, e-commerce website, animation, stall signs and business cards created for a largely popular food stall, Jack’s Bakery.

With all cakes being handmade using Jack’s unigue recipes, the founder is the main ‘personable’ selling point behind the brand, and so the concept for the logo was to make a character out of him. Jack’s
distinctive beard therefore features heavily in the logo which has, in turn, created a brand out of Jack as ‘The Bearded Baker'.

The fonts and logo style were both designed to give a handmade and organic feel to the brand, while the striking blue and white colourway was chosen to be distinctive and stand out in the marketplace
and online. lcons were generated to represent each product type on sale using the chosen handmade, organic style.
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FROOZY SMOOTHIES BRAND CONCEPT

Branding concept for new smoothie and juice brand, Froozy - including designs for a logo, e-commerce website, product packaging, animation, social media images and business card. The brand colours
and illustrations are designed to be bright, eye-catching and dynamic with a lively logo to represent the blending of the fruit.

The main colour palette of orange, green and white is inspired by the natural colouring of fruit. It’s fun, friendly and flexible to showcase Froozy’s different flavours. The style of additional fruit illustrations
helps give the brand an organic feel and is versatile enough to be adapted across all visual assets.

This concept was loved by the client but due to the financial challenges their other businesses had during the pandemic, they were unable to go ahead.
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MASTERPLUG PRO-XT BRAND GUIDELINES

During my time at Luceco plc, | created the official Masterplug Pro-XT Brand Guidelines, which is a global brand that offers market leading portable power solutions for the trade. This was put together to
implement high design standards and to ensure the branding stays consistent across all design mediums worldwide.

Throughout the guide, | introduced new processes, such as how to/how not to use the logo, creating guidelines for typography usage and icon generation and putting together step by step instructions on
how to design packaging for all product types.

The brand guidelines were very well received by all designers at Luceco plc worldwide and made the designing for the brand easier to understand going forward.
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THE SPRINGBOARD CHARITY’S TREK 20: NICARAGUA

The Springboard Charity’s TREK 20: Nicaragua was a unigue fundraising event where volunteers take on a trip of a lifetime to challenge themselves by trekking up 4 volcanoes and help build a school inan
isolated community in Nicaragua.

Tasked to create a vibrant brand that reflects Nicaraguan culture and that has an outdoor challenge feel and look. | chose an Aztec theme for the branding to reflect the country’s heritage and created
abespoke Aztec pattern.

The red and yellow colourway was selected for its Hispanic connotations and vibrancy, and the additions of texture and earthy tones were inspired by the outdoors element of the challenge.
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THE SPRINGBOARD CHARITY*S THE MASKED BALL

The Springboard Charity’s ‘The Masked Ball was held on the 18" March 2019 as their annual fundraising event. | was tasked with creating a brand identity that would appeal to a new audience and reflected
the venue and Venetian theme, whilst also having a unigque, historical and premium look.

For this event | was solely responsible for all visual material produced before and during the event. This included the branding (logo, typography and brand colourways), email invitations, social media
images, 24-page brochure and on-screen visuals.

The branding was very well received by Springboard and the event was also a great success, exceeding expectations and raising £50,585 for the Charity.




THE SPRINGBOARD CHARITY*S TENNIS OPEN BRAND CONCEPT

Logo, branding and a series of illustrations created for a proposal for a fundraising event concept called ‘The Springboard Tennis Open’

This concept is designed to stand out on Springboard’s digital channels by using illustrations instead of images to capture the viewers attention and in-turn gain more sign ups to the event. All of these
illustrations have also been adapted to motion format.
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THE ISLAND OF ADVENTURE CHILDREN’S BOOK ILLUSTRATIONS

Children’s book illustration is a huge passion of mine as it elaborates and clarifies the meaning of text and encourages children to read by transforming stories into something fascinating and exciting.
As a child I did not read but would always draw and loved creativity. | love the prospect of encouraging children worldwide to read and understand stories better through my illustrations.

This project illustrates the children’s book ‘The Island of Adventure’ by Enid Blyton. This page shows a selection of the 54 illustrations created for the book.

My illustrations are collage based and combine cut outs with ink drawing and textured backgrounds. They are designed to look weird, scary and exciting to the young reader. The illustrative style
created is intended to be distinctive by its freakish nature.
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