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Dyson Chitosan 
Travel Mini
Creative direction, design + 3D

One of our product launches I led at Dyson  
was the miniature travel versions of their 
Chitosan pre-style hair formulation. An 
incredibly tight budget lent itself only to  
a very basic photo shoot, but together with  
very talented members of our internal film  
and imagery teams (and a desire from myself  
to push my Blender skills), we managed to 
squeeze out a lot more assets than that.

Although I’d like to say I modelled everything 
you see here, the plane model was sourced 
elsewhere due to timings. However, everything 
else was modelled, textured, animated, rendered 
and composited by me (the result of which 
can be seen here)—the CG house that did our 
product shot renders even used the files that I’d 
created to create their own final artwork.

https://www.instagram.com/p/DLVAuMTiFeH/


Each of these assets was created with singular messaging in mind: the first to do with travel, the second 
being humidity, and the third representing the formula’s ability to hold a hair style all day.

The original palette was a lot more vibrant than this, but if you’ve ever dealt with the ten-thousand layers of 
sign-off within a huge international company, you’ll know why I could accept that small change.



For the key visual, I tried to find a way for the product to stand out 
while still showing off portable it was. I ended up with the idea  
for a travel bag where the only full-colour element was the 
Chitosan mini.

My favourite part about this image? It was shot for real. Of course, 
there’s always some heavy retouching involved, but I handed our 
amazing prop master a selection of empty travel bottles and items 
purchased from Boots and he got to work spraying them to match 
the colorama and positioning them carefully with small acrylic 
cubes which were removed in post.



One of our in-house photographers and another of our videographers worked 
together under my lead to capture a lovely selection of playfully-posed flat-lays, 
and each asset also had a short video asset to accompany it should a market 
want to use that instead.

Overall, this is one of the projects I’m most proud of by far:  
a true showcase of what ambition and a couple of  
very talented colleagues can help you to achieve.



Sorted
Creative direction, branding + design

I joined Sorted at an exciting time, on the 
verge of the expansion of their product 
offering to new markets. To accompany this, 
they were looking to rebrand themselves 
away from a strikingly-neon pink and an 
outdated logomark, to something  
more fitting of a SaaS company.

Work was already underway with an external 
agency, but I wasn’t convinced the visuals 
were hitting the mark. Even though the 
project was nearing to a close, I put forward 
a proposal to my team that we bring the work 
in-house and develop the brand ourselves. 
They agreed, though I was left with a 
very short time—two days—in which to 
conceptualise my thoughts and to come up 
with a pitch of my own.



Confident 
delivery

Confident 
delivery

Confident 
delivery

Being ‘confident delivery’ 
happens when we live our  
values as individuals, and as a 
united team.

‘Confident’ is positive and 
powerful. It aligns with our 
purpose and focuses on 
something that is of paramount 
importance to our customers; 
reassurance and reliability.

‘Delivery’ covers a whole host of 
things in our world: delivering on 
promises, delivering to deadlines, 
delivering commercial outcomes, 
delivering our platform and,  
of course, delivering  
customer parcels.

Underpinning all of the above is 
our new brand essence.

This is the heart of everything that 
we do, and brings together our 
values, personality and benefits 
into one short statement.  
It’s the essence of the rational  
and emotional value we offer  
for retailers, partners and the  
end consumer.

It’s not a proposition statement or 
tag line, and it wouldn’t be seen 
in our marketing campaigns or 
sales presentations. We don’t tell 
people about it, we show them 
and they feel it.

Brand essence

With motivation more frantic than I’ve 
probably had in my entire career so far,  
I rushed to collating competitor branding 
and what I believed to be best-in-class 
industry visuals, selecting typefaces, and 
building moodboards of inspiring work.

A beautifully simple-yet-quirky geometric 
typeface, Rund, from the foundry Letters 
From Sweden, won my heart. It was bold 
and professional enough to represent 
a thriving tech brand, but had enough 
character in its terminals to give the  
brand a subtle playfulness. 



Inspired by Rund’s letterforms (and, as many 
colleagues have since pointed out, Netflix’s  
Squid Game), I set up a series of shapes that would 
give the brand some easy-to-use distinction.

These simpler shapes would add some visual 
backdrop to the brand, with some slightly less basic 
ones representing three key product offerings. 
The idea was for the shapes to connect together 
to represent the cohesion between the different 
product combinations, and suitably worked to form 
the logomark as well.  
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Web hierarchy

Fallbacks

While this is by no means a comprehensive set 
of type rules for the website, this does serve as 
a basic overview of type sizing and usage.

Fallback hierarchy should be implemented  
as follows:

Use delivery to 
create winning 
ecommerce 
experiences.

Weight: ExtraBold
Size: 60px
Used for: h1

Trusted by the world’s 
leading retailers and brands.

Weight: SemiBold
Size: 36px
Used for: h2

Delivery experience matters.Weight: SemiBold
Size: 28px
Used for: h3

More people are shopping online than ever before.  
The opportunity is there, but so is the competition.

Weight: Regular
Size: 18px
Used for: p, CTAs

Connect your customers with  
the best performing carriers.

Weight: ExtraBold
Size: 22px
Used for: h4

Main:    Rund Text
Fallback 1:  OS System Font*
Fallback 2:  Arial

*e.g. -apple-system, Roboto 19

Now, here’s 
our refreshed 
visual identity
(And the building blocks you’ll use to create it...) 5
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After 48 hours of artboards galore (a mess that I won’t be showing off here), 
I spent the remaining few days of the week pitching to my team, then to the 
senior leadership, and finally to the CEO.

Thankfully, they loved it.



Steps Count
Creative direction + design

Microsoft approached us to pitch for a new 
UK programme that would encourage both 
visitors and employees of MSN to take some 
respite from staring at screens and go outside 
for exercise, creative inspiration, and just 
general wellbeing.

With just a small team of two (myself and 
our Creative Director) assigned to the job, 
we got developing concepts for posters, 
web takeovers and app notifications that 
suggested activities based on current weather 
(but also looking ahead, so you wouldn’t be 
suggested activities that could get cut short 
by a downpour).

Unfortunately, these particular steps didn’t 
count for anything—the project was parked.





Avanti  
Paper Train

When you work for a customer engagement 
agency and a global pandemic restricts your 
ability to engage with customers, your job 
becomes slightly more challenging.

Whilst waiting for normal service to 
resume, Avanti wanted a way to engage 
with customers between ticket sales. Our 
previous work aimed at parents and children 
had been viewed very positively, so we had 
another idea; a paper train that could be 
printed, cut out and coloured in at home. 

Simple.

Print design + 3D modelling



With a tight deadline, no home printer and a very 
small team (me and the senior account manager),  
it was certainly a challenge.

I managed to obtain the actual train livery from their 
outfitting company and adapt it in Illustrator for my 
own purposes, as well as creating a blank template 
that children could colour in themselves and add to 
with drawings of their family and friends.



While the original idea was a simple A4 print-out, I 
also wanted to try my hand at producing some nice 
3D visuals that would show the finished product 
in all its glory. It was not only a chance to test out 
some of my fairly beginner Blender skills, but it also 
gave us some nice visuals for use in the email, as 
well as allowing us to check that it would actually 
work once printed.

The clients were very happy (and apparently,  
their children even more so). If you’d like to  
make one yourself, you can find it here.

https://www.avantiwestcoast.co.uk/theimaginationstation


RAC Tesco 
Clubcard 
Journey

Tesco customers had long been able to put their 
Clubcard points towards the value of their RAC 
breakdown cover, but changes to the journey 
between Tesco and its affiliates meant that 
this process had become confusing and time-
consuming, with important information spread 
across multiple sites (requiring a lot of jumping  
back and forth).

To help reduce the confusion (and therefore the 
associated conversion drop-off), I designed and 
developed a calculator table (shown next) that 
would tell Tesco customers visiting the RAC website 
exactly how many vouchers they’d need to cover 
the cost of the available cover levels, without  
having to log in.

Web design + development

Old



New

This new calculator—along with some friendly 
iconography—saw the completion rate rise from an 
all-time low of 51.5% to an all-time high of 71.1%.



Breakdown 
Purchasing 
Journey

The main goal of any purchasing journey is 
to allow the customer to get the product they 
want as quickly and as painlessly as possible. 

With just one UX consultant, one UX 
manager and two designers, we got to 
work collecting user-testing data, customer 
research and insights from the development 
team to begin work on a single-page 
application that streamlined the breakdown 
cover buying journey.

Shown here are a few screens during the 
earlier stages of development.

UX/UI design

Landing page



Single-page application



Cereal Box Mascot
Illustration

As much satisfaction as I get from the 
technical and functional side of design,  
it accounts for the vast majority of my  
day-to-day work. The time had come to start 
pushing myself creatively in my spare time 
again, as well as putting my work out there for 
all to see (and critique).

Before that last part could happen though,  
I needed an avatar. After a few hours playing 
around with ideas in Procreate, I finally came 
up with an identity that I was happy with. 

As I write this, my Instagram has taken a slight 
(giant) break, but if you wanted to check out 
my stuff you can find me @cerealboxmascot.

https://www.instagram.com/cerealboxmascot/


Signal 
Environmental

The environmental team at Signal wanted 
to promote special events and eco-friendly 
ways of working internally.

An obvious start was to utilise the existing 
agency logo—three red circles. With 
step one out of the way (nothing says 
environment like green, eh?), I played 
around with elements breaking in and out 
of the circles to give a nice level of depth 
to the visuals.

Creative direction, design  
+ copywriting





But lovely visuals are one thing; how about something 
a little more functional? I designed and developed 
a prototype for a Chrome extension that would 
alter the new tab page and pull in various curated 
news articles, as well as broadcast company 
announcements and weather forecasts.



RAC Advance 
Badges
Illustration

RAC’s Advance app allowed 
insurance customers to link to 
their black box telematics policies 
to gain further insights into their 
driving habits.

During its development, we 
suggested using some of the data 
to provide users with badges 
when certain distance or driver 
score milestones were reached.  



I got to work illustrating a few different styles of badge, 
including some shiny versions for when a milestone was 
reached consistently, or a special heritage-based goal was 
achieved (for example, after having driven 208.5 miles—the 
distance of the first RAC International TT race in 1905).



Sands of Time
3D modelling + compositing

Network for Migration Matters is a wonderful 
organisation focused on raising awareness 
and understanding of migration issues faced 
around the globe. With the set-up of their 
new arts programme, NMM Creative Arts,  
I was kindly asked if I would like to contribute.

Out of the topics available, I chose to create 
a piece that represented desertification—a 
consequence of climate change that forces 
communities out of their homelands as 
increasingly large areas of land become 
unusable for farming and habitation. I created 
this piece in Blender, with the exception of 
the falling sand trail (which was much easier 
to compose in Photoshop).

This piece tries to highlight not only the 
damage done and its irreversible nature,  
but also the need to solve climate change 
with incredible urgency.



Wedding illustrations

When two friends of mine got engaged, they asked for a suite 
of wedding stationery that would help capture a playful mood, 
while still looking professional and elegant.

Oh, and did I mention they’re huge Star Wars fans?

Illustration + print design



As well as the Chewy scenes, I also created 
some smaller illustrations that were used on the 
invitations to accompany the information about 
accommodation, meal options and the like.

These were developed and printed before the 
Star Wars angle was discussed, however, but 
seeing as a TIE fighter couldn’t possibly make for 
a comfy Uber, this probably wasn’t a bad thing.



Miscellaneous
The following pages are a collection of 
various bits done for various projects.

Here are some logos to take a look at,  
and then we’ll move onto some illustrations.



RAC × EE 
Wi-Fi Offer



BUPA Sugar 
Monsters



2016

VW Transporter T5
1978

Ford Transit Mark II
1956

Austin A35 Van

RAC Heritage 
Timeline



Sorted  
Neuroscience Report





Photography
Finally, when I’m not sat in front of a 
screen, one of my favourite hobbies 
is taking pictures. Here’s a small 
selection of the types of things  
I like to shoot.
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