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An experienced, co-operative and energetic senior designer with a unique background
of agency, in-house and academic environments. Delivering informed, effective designs
that support and enhance brands across print, web and film. Exceptional project
management skills and an enquiry based approach are allied to an excellent working
knowledge of all major design packages, particularly the Adobe CC suite, for print, web
and film. Experienced in managing teams and delivering 360° campaigns that harness
innovative thinking with strategic planning.
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Creative Design

Project Management

Brief Interpretation

Social engagement
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Art Direction



Career History

My career to date has been varied,
ranging from in-house B2B designer

in commercial and public sector
environments to working with publishers
and agencies with blue chip client lists.
Each position | have held has demanded
unique challenges and responsibilities,
including managing day-to-day studio
operations, project leadership and
building client relationships.

The Institute for Environmental Analytics
Aug 2021 - Present - Lead designer

As the lead designer at the IEA, | am currently responsible for brand
development and stewardship, overseeing internal and client facing
communications. The role requires a close working relationship with the
CEO and Business development director and external stakeholders to
deliver consistent and effective brand messaging through a wide range of
promotional materials, including brochures, client acquisition campaigns,
pitch documents, exhibition stands and digital assets such as film and social
media content, PowerPoint pitch decks as well as website and UX design. A
large part of my role at the IEA has been to help scientists translate complex
analytical concepts into accessible design, working with external agencies
such as The Met Office, and a range of academic institutions in the UK,
Middle East and South America.

The Berkshire design company
April 2013 - Aug 2021 - Owner

In this position | worked directly with blue-chip clients such as Qinetic
and The AA as well as start-ups and marketing agencies, helping build
and maintain brand messaging following brand guidelines and helping
organisations establish their own identities.

During this time | was proud to engage in long term contracts for

charities such as Sightsavers and Guide Dogs, supporting their creative
communications, producing a wide range of brand focused print and digital
campaign collateral to generate engagement, encourage sponsorship, support
and promote events and maintain existing stakeholder communication. This
took the form of producing medical guides, engagement magazines, legacy
campaigns and design for fundraising events including bespoke stands, give-
aways and clothing. My role at Guide Dogs also involved leading the roll out
of a major re-brand.

Freelance designer
Aug 2010-April 2013

Supporting various marketing agencies by leading creative design output for
their clients. This involved providing brand guidance and stewardship for a
range of organisations with a range of priorities, helping them understand and
manage their brand and it's importance in how they operate and evolve.

CIPFA
July 2007 - August 2010 Graphic designer

Working as a part of the new media and design team, my role was as the
creative driving force within the department - liaising with clients and
suppliers in order to develop forward thinking recruitment campaigns

that married effective design for print with the new media strategy. This
included planning, management and execution of ideas and overseeing the
outsourcing of projects where appropriate. During my time at CIPFA, | dealt
with an expansive and diverse range of projects and clients, each with their
own specific challenges and each demanding strong project management
skills.

FSP Creative
Oct 2006 - June 2007 Senior graphic designer

Working within a creative team managing commercial design projects

from brief to completion for a diverse range of clients, demanding the

ability to manage projects and quickly switch between brands was key.

FSP also pioneered in digital printing technology so we were able to push
boundaries in terms of creative output. This role also required overseeing the
development of a junior designer, delegating workloads and working closely
with the production team to ensure successful project delivery.

GU9 Creative
2004 - 2006 Graphic designer

Working with a variety of Blue Chip, Pan European organisations such as

CAT and Babyliss delivering a range of commercial facing printed and digital
marketing materials, including product brochures, product launch advertising
campaigns, direct mail campaigns, brochures, web sites etc. During my time
at GU9 I was also heavily involved in pitching advertising campaigns to clients
at executive level, traveling to the Netherlands to build relationships on a
regular basis.

Albany Software Ltd (now a part of Bottomline Technologies)
1998 - 2004 Graphic designer

Responsible for the design and production of all printed marketing literature,
ranging from advertisements and direct mail campaigns through to packaging
and exhibition stands. | also played a leading role in the evolution of the
company'’s corporate identity.



IEA re-brand, web design and
product conversion pages

Key Skills

Brand development
Web design

Market messaging
Brief interpretation

Layout ideation and design
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Lakeside Harbour office
occupation campaign
Key Skills

Brand development

Creative concepts

Market messaging WHERE GREAT BUSINESSES RUN

A vibrant and versatile office campus with a focus on employee wellbeing

B r | ef | n J[e r p reta tl O n Travel times, wellbeing and work life balance are

Selection of Grade
increasingly driving employee decision making. Aoffice space
Choosing the right office for your business matters.
Lakeside North Harbour offers a contemporary e
N . . lifestyle wraparound to the traditional workspace. el e s
Open landscape for
a yo Ut 1aeation an esl| g N Locating your business in our vibrant community e R

Children's nursery NORTH HARBOUR / J12 M27

Shops and cafes

D >

will provide an added dimension to your employee
benefits and give you competitive advantage when
recruiting. If you would like to join the other great
businesses running at Lakeside North Harbour,
please contact Karen today on (+44) (0) 23 9238
9056 or karentyrrell@nwglidefern.co.uk

Onsite hotel, gym and

WHERE GREAT BUSINESSES RUN

S YOUR GUIDED TOUR AWAITS
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WHERE GREAT BUSINESSES RUN

SPACE TO RUN SPACE TO LEARN SPACE TO CARE SPACE TO SHOP SPACE TO INSPIRE

Or walk, Lakeside 0u 250 seater auditorium 0ur on-site nursury provides Whether it's lunch, The light and spacious
North Harbour is set is an impressive space to a happy, safe and secure a bunch of flowers campus offers plenty of
in over 100 acres of deliver those all important environment with fully trained or a few provisions break-out space

beautiful open space presentations and qualified staff

SPACE TO PARK SPACE TO RELAX SPACE TO CONNECT SPACE TO RE-ENERGISE
, Ample on site parking Coffee shops, AFREE shuttle Our on-campus hotel has
for staff and visitors cafes and a health bus service to local astate of the art gym and

and beauty salon transport hubs overnight accommodation

SPACE TO RUN

Or walk, Lakeside North
Harbour is set in over
100 acres of beautiful
open space

DESTINATION LAKESIDE

NORTH HARBOUR / J12 M27

GET MOVING WITH

LAKESIDE NORTH HARBOUR
www.lakesidenorthharbour.com




Reading’s Most Iconic Building

Want to
Increase
your daily
step count?

We've got office space on
our 12th floor available.

Reading’s Most Iconic Building

The Blade is
just 712 steps
from Reading
Station

That’s 5 minutes 52 seconds
Or about 30 calories

FIND US
The Blade
Abbey Square
Reading

RG1 38D

Archie Chitty
07544801888
achitty@lsh.co.uk
James Moore
07772 064440
jamoore@lsh.co.uk

Harry Bevins
01189211517

harrybevins@haslams.co.uk
Catherine Le Court de Billot

01189211549
catherinedebillot@haslams.co.uk

hatch

01189331303
h-re.com

Tom Fletcher
07752127413
tom@hatch-re.com
Charlie Benn

1363
charlie@hatch-re.com




Mary Hare Primary School appeal
branding and collateral

Key Skills

Brief interpretation
Brand creation
lllustration

Layout ideation and design



IEA energy transition white paper

Key Skills

Brief interpretation
Technical information
Brand creation
lllustration

Layout ideation and design




Harbour Life magazine

Key Skills

Brief interpretation

Client liaison

Brand development
Layout ideation and design
Artworking

Third party collaboration




Sightsavers materials

Key Skills

Brief interpretation

Art Direction

Brand support

Layout ideation and design

Artworking

Our vision is of a world where no one is blind
from avoidable causes and visually impaired
people participate equally in society.

Sightsavers

US Employer Identification Number 31-1740776
Sightsavers International, Inc. is an American 501(c)(3) nonprofit

www.sightsaversusa.org

Sightsavers

Put Us in
the Picture

SSN

Sightsavers News Autumn 2013

Sightsavers

The beginning
of the end for
trachoma @ §

Plus updates from Ghana, Nig_eria'an'd.ﬁ'lnd |

()
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Sightsavers
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Limbo material suite

Key Skills
Brief interpretation

Brand development

Layout ideation and design

Artworking

Third party collaboration




The Hub magazine

Key Skills

Brief interpretation
Client liaison

Brand development
ldeation and design
Layout design

Third party collaboration




Viewpoint CSSP Brazil materials

Key Skills

Brief interpretation

Client liaison

Brand development

Magazine design

Web design

Literature

Language versions

Professional body collaboration

Film production
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Protecting our foog
against dimate
Change? There's an

app for that










CIPFA brand development

Key Skills

External agency collaboration
Stakeholder engagement

Brand development and roll out

Photography direction
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Samsung advertising

Key Skills

Brief interpretation

Brand stewardship

Layout ideation and design

Artworking

SAMSUNG

‘Reward Yourself’
and get up to £300

© FREE
UHD Video Pack
When you buy a selected Samsung UHD or FHD Smart whiERyoUlbLya
e o selected Samsung
TV and an additional Samsung TV or Audio Visual
. UHDTV.
product(s) to receive a cash reward.
Offer runs 16th October —noon 24th December 2014.

For more information please visit:

Please visit: www.samsung.com/uk/rewardyourself wwwsamsung.com/uk/uhdvideopack

Please review the full terms and conditions and reward amounts at wvwsamsung com/Lik/tvrewardyourself before purchase. Promoter is Samsung Electronics (UK) Limited. Reward of between £75 and £300 avaiable (depending on TV model purchased) when a
qualfying Samsung Smart TV is purchased from an authorised retaikr and additional Samsung products from the TV/A range are purchased from the same physical store or website within 28 days of purchasing the TV. Reward paid by cheque or bank transfer by
! vy h "

redemption. The TVsir 10 65" LED TVs and 48" to 85" Samsung HU7500 Series Smart UHD TVs and 55" to 78" Samsung HU7200/HU8200/HL i Curved UHD TVs. Tc
i cost more of the Reward, heckir online. UK required. UK resi 16 0r over only. You must wait 14 days after purchasing the TV
i ithin 28 days of the addit i TVmust! 16th October 2014 and N 24th December 2014,
Toclaim, go or call 0845 3450907 icati il aim to di fing oy jthin 28 days of although i participation
further

Free UHD Video Pack. Terms and Condit Forfurtherir the free UHD Video Pa’ck please visit: www.samsung.com/uk/uhdvideopack




SURFACE MILLING AND
GRINDING MACHINES

Impart,
Autﬂrm : Brs and Suppl.
TOOUING pies tive Eng; 18rs of
AND G . Mgirtessr

I‘lg Pmum
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Talk to the experts, call Fondera
today on 01865 341 900

WALVE REFACING
MACHINES



Thomas Whitlock
35 Peake Way
Charlton, Andover

Hampshire
SP10O 4FA

e: tom@threezerothree.co.uk
t: 07795417069




