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Currys - PCWorld

CLIENT / PROJECT
Dixons Retail / Currys & PC World
‘Black" identity

PROJECT BACKGROUND

The Currys & PC World new format
store ‘Black’ provides the ultimate
synthesis of luxury and technology.
Its core market is defined as the
‘design driven spender’.

PROJECT DETAILS

The identity heralds the introduction
of a new and exciting concept while
also reflecting the heritage of its
parent brands.

At the heart of the new logo is the
already familiar PC World planet.
With development and styling it
was evolved into an eclipse icon
that cleverly becomes the ‘C’ in the
brand name Black. The eclipse icon
and the Currys PC World tag also
work independently of the name
Black, for a more flexible application
of the UK's biggest electrical retailers.

PROJECT SCOPE
Brand identity, brand application,
signage and literature.

AGENCY / CREATIVE DIRECTOR
Household / Simon Stacey
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CLIENT / PROJECT
4iP / Newspaper

PROJECT BACKGROUND

4iP are the investment arm of
Channel 4, funding digital projects
that engage audiences on
emerging digital platforms.

The newspaper showcases the
most successful 4iP projects from
across the UK.

AGENCY / CREATIVE DIRECTOR
Newspaper Club / Ben Terrett

4ip
Making trouble and ins

piring

change in digital Britai

LN

T —




2 41P: The home of new digital talent

I-PA"'R

It’s been an incredible year and a
half since 4iP first launched, and
Channel 4 could’t have picked a
better time to do it. Digital media is
shaping our lives like never before,
operating at the heart of election
campaigns, marketing strategies,
public demonstrations and report-
ing, while our social lives are flood-
ed with innovative ways to keep in
touch. Broadcast media has scen
new players bring stories to life in
ways that weren't previously possi-
ble, as they transmit instantly onto
screens big and small, finding new
ways for audiences to get involved.

Meanwhile the people responsible for
creating these platforms are becom-
ing increasingly important to how
we communicate. Whether through
the collective voice of micro-blog-
ging or new marketplaces filled with
handmade artefacts, we're getting
more and more involved with digital
media every single day.

AU4iP we don't just use these serv-
ices; we explore this brand new ter-
ritory alongside the pioneers map-
pingit.

Channel 4 established the Innova-
tion for the Public (4iP) fund in
2008, creating a home for new dig-
ital talent by investing in services
that have a sustainable and valu-
able impact. The fund has enabled
projects all over the country, ex-
perimenting with companies that,
in most cases, have never worked
with Channel 4 before; people who
have a clear vision about how their
concepts will work to engage and

delight audiences who are spending
more of their time online.

We've created a support network
that doesn't just bankroll new ideas,
but helps realise them. Our Editorial
Approval panel draws upon a wealth
of expertise within Channel 4 and
beyond, including regional partners
in Scotland, Yorkshire and the West
Midlands, as well as project partners
who have come on board to mentor
our companies. We advise and guide
our ambitious and brilliant talent
wherever we can.

And we're learning with our com-
panies 100. From the outset Chan-
nel 4 saw the fund as a chance to
step outside of its comfort zone and
find out what could shape the future
of digital media for its audiences.
We've seen new ways of visualising
our world through Chromaroma,
devised new ways of reaching our
friends with AudioBoo, and with-
out Newspaper Club, well; you
wouldn't be reading this.

With more than forty such invest-
‘ments made so far, and more on the
way, we thought it would be nice to
showcase a little of what we've done
to date. Within these pages you'll
find the spotlight thrown :n a ::;:c-
tion of the projects we've supported
so far; a mixture of games, products
and services that gives you a sneak
peek at what the future holds,

And to think; we're only just get-
ting started.

The 4iP team

Dundee You Booze You Loose

Edinburgh FestBuzz

Glasgow Central Station

Middlesborough Mirror Me

Liverpool ScraperWiki

Sheffield Patient Opinion,
Hash

Birmingham Chromaroma,
STI Warning Service, Such
Tweet Sorrow, 4am Project,
Tweeview, Talk About Local

Sutton Coldfield Help Me
Investigate

Alcester Yoosk
Coventry Scores
Norwich #NCFC

Cambridge Where Does My
Money Go?, Broadersheet:
Newspaper 20

London SplashPath, School
Truths, AudioBoo, MyBuilder,
School of Everything, Papa
Sangre, Newspaper Club,

= Brighton GymFu

" Richard,

Anything I can. or

A'ANNA
PLAY?

Audio only game Papa Sangre leads you
through the deep darkness of the land of the
dead. Created by a team of game designers,
musicians, sound designers and developers,
players are thrust into a first person thriller
thatcreepsin through your headphones and
completely alters the gaming experience.

Teasing imaginations with an array of
soundscapes and beastly noises (the team
assure us these creatures look worse than
they sound), the game will challenge your
ideas about how we can play games in a
world of podcasts and apps.

Some of our most exciting
investments to date have been in the
field of gaming, and from console
junkies to Farmville newcomers
we'vemanaged todevelopsomething
for everyone.

For finess fanatics GymFu
manages to sneak a bit of exercise
into players’ iPhones, while Papa
Sangre takes the video out of
gaming and immerses players in a
brand new audio experience.

Gamers can even incorporate
playing into their commute by
signing up to Chromaroma’s Oyster
Card game.

CI

GymFu’ series of unique motion-
detecting iPhone apps help to put
the spontaneity back into exercise.
Making it easy for you to play in
your home or office, it turns exer-

cise into an ambient and fun part
of your daily routine by getting you
moving at the touch of an icon.

Founders Jof Arnold and Benjie
Gillam have made the exercises
even more challenging by building
a massive multiplayer game into
the app. You can log on and ‘battle’
competitors around the world, test-
ing your endurance and speed with
minigames and exercises.

(©} creators Mudlark

gar
played using Oyster Card data.
While moving around London by
yourself or as part of a team you
can unlock identities, locations
and mysteries, completing a kind
of geographic top-trumps while
you travel.

see the game as a new way to
interpret how people access the
information captured about their
lives on a daily basis. By embracing
the data-trail people leave behind
them and playing games with
how movements are traced, the
“database society’ becomes a much
less scary place.



4iP: The home of new digital talent
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In the last few years Channel 4 has
become the leader in innovative property
programming. It’s no surprise then that
two of 4iP’s biggest successes have been
brand new solutions for homebuyers

First up is MyBuilder. That job
in the bathroom you'll never get
around to. That light fixture you
don’t know how to wire. That
corner of the carpet, you know the
one, where it folds and threatens
to send you flying. Yowre one
URL away from finding someone
reliable to sort it out.

A simple, brilliant concept
MyBuilderisanonline marketplace
where consumers offer jobs to
tradespeople and review feedback
from previous customers to
choose the best person for the

experience first it ensures that
traders registered with the site are
rewarded for completing work to
a high, professional standard and
helps those placing ads to avoid
reviled cowboy builders.

Founded in 2004 by stonemason
Ryan Notz, the company grew
from the idea that quality
tradespeople  don’t just want
to be another number in the
phonebook. The company won a
place at Seedcamp in 2007 and
has atracted investment from
The Accelerator Group and

4iP’s investment in September
2009 made sure that the company
could leverage its strong position
and reception to become a
household name. It also facilitated
work with Channel 4s verticals
team, who recommend the service
across the 4Homes platform,
increasing traffic and registration
at MyBuilder’s website. It’s not a
one-way street though, MyBuilder
helps the 4Homes team provide
their users with a really handy
tool; helping them put into action
all the inspiration provided by
Channel 4s property shows and

isgood. 1 need

PUBLISH A
BE DAMNE

In late 2008 the team at Really In-
teresting Groupstarted handing out
newspapers filled with blog entries
and essays. Within weeks ‘Things
Our Friends Wrote On The Inter-
net’ had been blogged about and
photographed all around the world,
an excellent piece of marketing for
ateam out to create things for fun,
money or both’.

When 4iP got wind of plans to
make a service that would allow
more people to do the same thing
we were intrigued. Newsprint, his-
torically, has been a mass commu-
nication device, and the machines
of the industry are vast. How could
a creator order a handful of copies
without pulping a few thousand?

They managed to answer those
questions along with dozens more,
building from the ground up a sys-
tem that provides everything for

really fast on my desktop, and I'm  bit like that with social stuff too now! David, City trader, London 9

Charting the fitful development
of the project on their “alarmingly
honest” blog, Newspaper Club
spent much of 2000 developing
the service, approaching printers
throughout the country to find the
best way of producing short run so-
lutions for the general public. Pri-
vate testing began shortly before
Christmas, with the public beta fol-
lowing in the New Year.

They've managed to throw the
print process open to all-comers by
developing the Automated Render-
ing and Type Handling Resource
(ARTHR), which enables those
without professional design soft-
ware or skills to place text and im-
ages onto pages with a surprising
degree of flexibility.

Just a few months after launch
they’ve published comics, photo
albums, birthday papers and psy-

ic tracts, and demand

1o create a
By remaining open about what they
can deliver ~ with 4iP and their au-
dience alike — they've built a rela-
tionship with consumers that can
take years to establish.

shows no sign of slowing down.
This is a service and end product
that appeals to a really broad au-
dience of passionate fans, proud
family members, shameless self-
publicists and anyone who loves a
good story.

The project has been mentioned fa-
vourably by WIRED, The Guard-
ian, BBC Radio 4 and even Gordon
Brown, and they capped off an in-

Mapumental

credible year by winning the 2009

job. By placing the customer Travis Perkins plc. the 4Homes site.

Meanwhile, the latest project
from the team at mySociety —
Mapumental — allows people to
create beautiful and useful maps
that take some of the stress out of
househunting. By allowing users
to select and vary which criteria
matter most they can answer the
question of where in England and
Wales might make a nice place to
start a home.

The mySociety team started to
outline the project back in 2006,
but with investment and input from
the 4iP team they've refined and
launched this brand new way of
looking at the market. Whether it's
a complete relocation, relocation,
relocation or simply moving to the
other side of town, Mapumental
will provide the personalised,
straight-talking answers that every
househunter wants to know.

"We'd be nowhere if we hadn't had

QNS
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investment from 4iP. They really get the
web and understand what we're tryingto
doand how we'etryingto doit”

Russell Davies
Newspaper Club
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&\\§\“\\\\ L \ \ Graphics. The whole thing is such a
Ay \ charming idea we might even think

about using it to make something
one day....
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CLIENT / PROJECT

Charles Rennie Mackintosh
Society / Glasgow Mackintosh
Festival identity

PROJECT BACKGROUND

The Glasgow Mackintosh Festival
was created to celebrate the
city's most famous architect,
designer and artist, Charles
Rennie Mackintosh.

PROJECT DETAILS

At the heart of the brand identity is
a uniqgue M monogram. The use of
a graphic square and pink accent
colour reflects the Mackintosh
heritage in a modern fashion.

Since it's first use, the brand
has also been adopted as

a legacy brand mark for
Glasgow Mackintosh.

PROJECT SCOPE
Identity design and band mark

AGENCY / CREATIVE DIRECTOR
999 / Teresa Monachino

AWARD DETAILS

DBA Design Effectiveness Awards
2007 Bronze: Museums, Galleries
and Visitor Attractions.
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CLIENT / PROJECT
Newspaper Club /
Things our friends have
written on the internet

PROJECT BACKGROUND

The ‘Things our friends’
newspaper was an experiment
by the Really Interesting Group
in post digital production — taking
web content and reappropriating

it in the physical form of newsprint.

PROJECT DETAILS

| was asked to help out with the
editorial design of the document,
reflecting each featured article in
the headline typeface.

AGENCY / CREATIVE DIRECTOR
Newspaper Club / Ben Terrett

AWARD DETAILS

Design and Art Direction awards
2010, In book: Magazine &
Newspaper Design.

IN BOOK 10




CLIENT / PROJECT
The Eve Branson Foundation /
Jnan Amar Polo Challenge Identity

PROJECT BACKGROUND

The mission of the Eve Branson
Foundation is to improve the lives

of women and young girls in the
Moroccan Atlas Mountains.

EBF teamed up with the newly built
Jnan Amar Polo Resort of Marrakech
to host a fund raising weekend of
polo-themed activities, centred
around an exhibition match featuring
an elite group of international players.
The match was run under the
auspices of the Royal Moroccan
Polo Federation and received the
High Patronage of His Majesty

The King Mohammed VI.

PROJECT DETAILS

The visual identity was based

on Zellige patterns found in local
Moorish architecture, which were
recreated in a bright and vibrant
colourway to mark the celebratory
nature of the event. The brand mark
also incorporates the silhouette of a
polo player and an ostrich egg (which
references the challenge’s trophy)
and these shapes are followed
through in the design.

PROJECT SCOPE

Brand marque with supporting
icons and shorthand emblem,
brand identity, invitations and

event collateral.
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Join Eve Branson and Sir
Richard Branson in a weekend
of exclusive Polo-themed events
in the magnificent surroundings
of Marrakech, generously hosted
by the Jnan Amar Polo Club,

EVENTS TAKE PLACE OVER THE WEEKEND OF
FRIDAY APRIL 26™ TO SUNDAY APRIL 28™ 2013,
TICKETS ARE £1,000* PER PERSON ATTENDING.

PLEASE SEE OVERLEAF FOR THE FULL PROGRAMME
OF WHAT’S INCLUDED IN YOUR TICKET.

00 is the equivalent of €1, 182, US$1,580 or 13,206 Moroccan dhs.
Oceeds from ticket sales will ga to the Eve Branson Foundation.

itation is for you and Your guest or small group. As space is flimited,
onfirm your number of guests as soon as possible and by no fater
brch 15th. Once your confirmation is received, we will send your
dges by first class or secure mail,

WHAT TO EXPECT OVER THE WEEKEND
All meals, drinks and transfers from our recommendead
hotels to event venues are included in your ticket.

FRIDAY 2™ APRIL

Riad El Fenn invites you to a welcome cocktail reception

at 7:00pm on the elegant roof terrace, overlooking the vibrant
Medina of Marrakech.

SATURDAY 27™ APRIL

You are at your leisure to relax or shop in Marrakesh for the

morning, before a short ride to the Jnan Amar Polo Club for an
exciting afternoon of polo. The visionary Jnan Amar Polo Club,
overlooked only by the Atlas Mountains, will host its inaugural Polo
Challenge, featuring well-known international players. In addition to
the main attraction — the polo match — the day will include a luncheon,
anauction in aid of the Eve Branson Foundation and a female riders’
Fantasia. You will then have time to relax and get ready for the black-tie
gala dinner held at the magnificent 5 star Selman Marrakech from 8pm
until midnight.

SUNDAY 28™ APRIL

For those who can make a day of it, @ number of activities will
be available for a true Marrakesh experience with £ve Branson,
More information will be available shortly.

GETTING TO MARRAKESH

We can recommend several luxury hotels. You can take advantage
of special discounted packages from our recommended hotels
through Abercrombie & Kent. Please contact Jean Bernard or
Annabelle on: +212 524 44 94 44 o Polo@abercrombiekent ma
to secure your booking.

Please note: Transport to and from the weekend's events will
be from the recommended hotels,
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CLIENT / PROJECT
Vulpine / Shoe Drying
Kit Illustration

PROJECT BACKGROUND

Vulpine worked with Newspaper
Club to create a newspaper
with a unique purpose; a ‘Shoe
Drying Kit" whose pages can be
scrunched up and squeezed in
cyclists’ shoes after riding in

the rain.

PROJECT DETAILS

My contribution was an illustration
which simply linked the themes of
cycling and rain.
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Alliance To End
Slavery & Trafficking

Humanity United /
ATEST brand identity

ATEST (Alliance To End Slavery

& Trafficking) is a coalition of
prominent US-based, but world
facing, anti-slavery organisations.

The alliance needed a bold visual
presence to unite its members
and help raise awareness of this
modern-day threat to basic
human rights.

Brand identity, brand guidelines,
website, stationery.

Dick Hogg

Good(Beta) / Robert Campbell
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AT Alliance To End
Slavery & Trafficking

THE FREEDOM QF THE 27 MILLION MEN, WOMEN AND CHILDREN
LABOURING IN SLAVERY TODAY IS A GRISIS WE CAN SOLVE,
ENDING SLAVERY MAKES THE WORLD BETTER FOR EVERYONE.

Find out about the
‘members of ATEST

Cast

Free The Slaves
International
Justice Mission
Not For Sale
Polaris Project
Ricky Martin
Foundation
Solidarity Center

Vital Voices « Lorem ipsum dolor
sit amet contateur
nonummy Inzino.

= Lorem ipsum dolor
sit amet contateur
nonummy Inzino.

= Lorem ipsum dolor
sit amet contateur

LATEST NEWS
AND UPDATES

LEARN MORE ABOUT
SLAVERY AND TRAFFICKING

Lorem ipsum dolor sit amet
nonum uris eleifend

Lorem ipsum dolor sit amet, consectetur
dipiscing elit. In eu tellus sed enim tem

sodales sem my lorenzino.

Lorem ipsum dolor sit amet, fur

varius. Nullam varius tincidunt velit, id
seelerisque tortoNullam varius tincidunt
welit, id i tortor porta et. Donec

dipiscing elit. In eu tellus sed enim tempus
varius. Nullam varius tincidunt velit, id
scelerisque tortor porta et. Donec rhoneus.
urna dui, sed tempus ne sit amet enim

rhoncus negue vel justo cor porta et.
Donec rhoncus que vel justo commodo
seelerisgue consectetur adipiscing elit. In
eutiam norna dui, sed tempus ne sitamet




The Story / Identity

The Story is an annual one-day
conference about stories and story-
telling; a celebration of everything
that is wonderful, inspiring and
awesome about stories.

The logo was inspired by the
word ‘embellishment’ which can
be used in both storytelling and
typographical contexts.

Typographical embellishments
were used to decorate the
wordmark, referencing traditional
ornaments, swashes and illuminated
letters found in literature.

These graphics featured throughout
a newspaper given out to guests at
the conference.

Brand identity and literature.

Newspaper Club / Ben Terrett
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DE CYMRU

Registered Office
207 Waterloo Road
London SEI 8XD

T:020 7928 1704
F:020 7928 6016
E: info@fairbridge.org.uk
www.fairbridge.org.uk

Brand identity
guidelines

VERSION 1.2

ERE FAIR
i BRIDGE

wowwfairbridge.org.uk INSPIRING YOUNG LIVES

CLIENT / PROJECT
Fairbridge / Brand Identity

PROJECT BACKGROUND

Based in 15 of the most
disadvantaged areas of the UK,
Fairbridge works with young
people aged 13-25 that other
organisations find difficult to
engage, giving them practical
and personal skills they need
to change their lives.

ROJECT DETAILS

The rebrand needed to appeal
to both extreme ends of the
audience spectrum: from young
people attending the centres to
individual and corporate donors.

The solution utilises the font
Knockout and its multiple widths,
creating lock-ups with the new
strap line, mantras and teams.

PROJECT SCOPE
Brand identity, brand guidelines,
brand application.

AGENCY / CREATIVE DIRECTOR
Good(Beta) / Robert Campbell



CLIENT / PROJECT
Vodafone / Perspectives series
infographics

PROJECT BACKGROUND

The Perspective series is part

of the Vodafone "Your Better
Business’' campaign, a B2B
initiative that gives it's customers
fresh insights; inspirational ideas,
tips from key thinkers, latest
workplace trends and insightful
reports which all aim to help
improve working in todays fast-
moving world.

PROJECT DETAILS

Each of the infographics adopted
their own graphic style relevant
to the subject matter, but all
aimed to display the sets of
information in an engaging and
easily navigable way.

WHY FLEXIBLE WORKING WORKS

BELIEVE FLEXIBLE WORKING

74 % WOULD BENEFIT THEIR COMPANY

SO WHAT'S STOPPING US?

: o>
2 8 A) WANT TO KEEP HOME
AND WORK SEPARATE m.

00000000
e
70%BELIEVE

FLEXIBLE WORKING
HELPS BUSINESSES
KEEP GOOD EMPLOYEES

1 IN 2 BELIEVEIT

G\ Aylinti

i/ FLEXIBLE
WORKING

WAITING FOR THE

MOMENT

FLEXIBLE WORKING...

36"

USING FLEXIBLE
WORKING METHODS

ATTRACTS QUALITY TALENT
The advantages of
flexible working
are beyond
question.
OF ALL UK ROLES THAT So why are some
ARE CONDUCIVE TO

businesses slow
to take the leap?

64"

NOT USING FLEXIBLE
WORKING METHODS

%'_;' USLIKE
3 THE ‘comMmmy
ROUTINE TR

191

BELIEVE REMOTE WORKING
IS SEEN AS ‘COASTING’

ONE FIFTH OF PEOPLE BELIEVE
OFFICE ATTENDANCE AIDS
CAREER PROGRESS

T
BELIEVE THEIR MANAGEMEN
HASN'T BOUGHT THE IDEA OF
FLEXIBLE WORKING

| WE HAVE THE TECHNOLOGY

29"
BELIEVE 4G CAN

SIGNIFICANTLY ENHANCE THE
FLEXIBLE WORKING EXPERIENCE

900 .c. oo

APPS LAUNCHED PER DAY IN
WINDOWS 8
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Tidy Planet / Identity

Tidy Planet have one simple aim
— to provide innovative solutions
which prevent food, catering and
organic waste going to landfill.

Tidy Planet wanted their ‘down

to earth’ approach to waste
management to shine through

and this was achieved with friendly
headlines, fun illustrations and
clean layouts across all of their
communications.

Brand identity, stationery,
exhibition design, website and
e-marketing, product identities
and sales literature.

Dick Hogg
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CLIENT / PROJECT
Coffee Cloud / Identity

PROJECT BACKGROUND

Coffee Cloud is a family run,
independent coffee shop.
Employing expert Baristas and
an in-house baker, Coffee Cloud
serve top quality fare to their
local community.

PROJECT DETAILS

With an aim to be the place

to meet, eat and relax, Coffee
Cloud wanted an identity that
was friendly and welcoming.

The cloud’s ‘coffee cup smile’ is

a versatile mark which helps put
customer service and satisfaction
at the heart of the offering.

PROJECT SCOPE
Brand identity, brand guidelines,
signage and store interiors.







Fritillaria,
imperialis
from PierresJoseph Redouté's
Les [iliacées, 1802-16.

THE TULIP TREE

The North American tulip tree (Liriodendron
tulipiferd) was one of the first tree species to cross
the Atlantic to Britain. One of the specimens that
John Tradescant the Younger brought or sent
back was recorded growing in the Fulham
garden of the Bishop of Compton in 1688,

By the 18th and 19th centuries, the tree

was springing up in large gardens and

parks across Britain, favoured for its

lustrous dark green leaves and

cup-shaped white, green and

orange blooms. The tree’s natural

habitat spans eastern Canada

and the USA, where specimens

can reach 60 metres (200 feet) tall.

Cultivated trees do not usually

attain such stature, but some of

the UK’s specimens exceed 30

metres (100 feet) in height. The

tulip tree is a member of the

magnolia family; there is also a

Chinese species (Lirodendron chinenge).

CLIENT / PROJECT
Royal Botanic Gardens, Kew /
The Plant Hunters iBook

PROJECT BACKGROUND

The Plant Hunters is as an iBook
for the iPad, which details the
discoveries of the worlds greatest
botanical explorers and showcases
historical documents and botanical
drawings from Kew's vast archive.

The beautifully illustrated archive
material influenced the graphic
styling of the book and the
typography used throughout.

Interactive features include
zoomable drawings, maps and
documents, with accompanying
audio and video.

AGENCY
Somethin’ Else

AWARD DETAILS
British Book Design and Production
Awards 2013, Highly commended:
Best Use of Cross Media

BRITISH BOOK

DESIGN AND PRODUCTION
AWARDS 2013
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=% @ he name orchid derives from the Greek orchis, meaning

testicle. Theophrastus first used the term in his Enguiry into

& was a reference to the testical-shaped tubers that certain

Mediterrancan species exhibit. Orchids were revered long before the

Greek philosopher first noted them, however. In 2800
BC., the vibrant pink hyacinth orchid Bletilla

strigta was mentioned by Emperor Shennaong

in Shennong he'nca’o jmg a text on the

medicinal uses of plants. Later,

Confucius, who lived between 551 and

479 be, called the orchid ‘the king of

fragrant plants. And in the tenth-

The adventures of the world’s

reatest botanical explorers
g P century ad, Kinsho’s Orclud Book gave

Qdﬂlﬂ-t%'fﬂfﬂm a history of oriental Cymbidiums,
rossi amesianum

Carolyn Fry
with the names of the first growers,
from Robert Warner and geographical locations and \ “ ! EXPLORE
growing techniques. One of : 7;:

Archive

A

Benjamin Samuel Williams's

The Orchid Albwm, 1882-97.

someinnelse

BRITISH BOOK

DESIGN AND PRODUCTION
AWARDS 2013




CLIENT / PROJECT
Waterline / Identity

PROJECT BACKGROUND

Waterline is a pop-up bar and
restaurant situated on the tow
path of Regents Canal, north
London. The word waterline
references the unique marking
on the hull of a ship that indicates
the load lines for specific water
types and temperatures.

PROJECT DETAILS

Research into hand rendered
waterlines and lettering found
on ships hulls led me to create
a stencil typeface for a distinctive
wordmark. The complete set
of lettering share a negative
horizontal line which passes
through each letter and their
counter, creating a stencil
inspired typeface.

PROJECT SCOPE
Identity design, typeface design.










CLIENT / PROJECT
Storythings / Identity

PROJECT BACKGROUND

Established in 2010 by Matt
Locke (ex Head of Multi-platform
Commissioning at Channel 4)
Storythings is a young company
that experiments with new ways
of telling stories.

PROJECT DETAILS

The identity is based on the
notion that an audience has

a role to play when interpreting
a story. The individual geometric
shapes create the bones of the
wordmark and the audience is
invited to decode the text.

PROJECT SCOPE
Identity design and stationery

r
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CLIENT / PROJECT
Storythings / P&G
Storytelling Workshop

PROJECT BACKGROUND
Storythings were invited to
Geneva by Procter & Gamble to
host a Storytelling workshop.

PROJECT DETAILS

A journal was required for

each of the workshop delegates,
to include all the material for the
workshop with space for them to
complete various tasks throughout
the day.
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WHO

IS

TELLING
YOUR
STORY?

RNLI Mystery Packages campaign
The Royal National Lifeboat Institution relies solely
on donations, receiving no government funding. Its
donors were getting older; and the youth had a lower
awareness of it than any other British charity.

Research showed the earlier you become aware of  charity,
the more likely you are to donate later. Most young people
don't live by the sea and there are fewer family holidays to
the British coast. So how could the RNLI, on a shoestring
budget, become one of the most talked-about charities
amongst young people in summer 20087

The RNLI hired London agency Proximity to develop an
innovative online campaign. Their brief was to reach young.
people in Britain aged 16 to 22 who were tired of the
stereotypes portrayed by the media as dumbed-down,
gun-wielding 'yoof'in values, views and vision. Research
showed most young people believe they're being
prejudged by the misdemeanours of a few. To make RNLI
relevant to youth, Proximity gave them a higher purpose

Revurde

than sea rescue: themselves. Who better to champion
them than a brand with 470 volunteers between 16 and
22 willing to risk their lives every day?

Proximity identified 12 of the UK's top YouTube
bloggers and sent them unbranded ‘mystery packages".
They opened these live on their blogs, challenging their
viewers 1o speak up about ‘who they really are’ against
a press which stereotypes them as a generation
without values. Proximity then revealed who ‘we' were,
inviting the bloggers to RNLI HQ with their cameras.
They met the young crew who inspired the campaign,
trained in their survival pool, even went to sea an

a realife rescue.

The campaign achieved over 1 million views, and was
featured twice by YouTube editors. Proximity reached
11% of 16-20 year olds in Britain, not bad results for
a generation who supposedly doesn't care.

hitp:/fuvww,proximitylondon.comvorksmiid]
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Nike — Earl & Tiger Woods campaign

On April 8, 2010, Nike released a television commercial in
the aftermath of Tiger Woods' admissions to infidelity and
other personal issues. The brand faced a crisis involving
their most important talent, someone who had previously
had an unblemished reputation. How could the brand deal
with the scandal, yet still maintain their brand values?

Nike's ad agency ~Weiden & Kennedy - came up with
30 second ad featuring the sombre face of Tiger
Woods (depicted in black and white) and the voice of

his recently deceased father, Earl Woods. Taken fiom
2004 interview, Earl talks about his inquisitiveness about
his sor's Iif, saying *l want to find out what your thinking
was, | want to find out what your feelings are,

and - did you learn anything?”

The voice of Tiger's father over the contiite images of his son
created a powerful, if controversial, campaign. Nike & W+K
realised that Tiger wasn't the right person to tell his story,
50 had 1o find another voice to help him face up to a
ritical public. The result split the audience, with some
people feeling Nike had exploited Earl's memory, whilst
others appreciated Tiger facing up to his own mistakes
in such a public way. Whatever you think about the:
campaign, it is a brilliant example of how important

itis to choose the right person to tell your story.

WHERE

AND WHEN ARE
YOU TELLING
YOUR STORY?

The explosion of new digital platiorms and devices have
created a plethora of new ways to tell your story, and the
old tracition of peak time viewing has become a 2477, aiways
on world. Deciding where and when o tell your story is not
just amatter of taking traditional planning techniques to new’
channels — it requires an understanding of the different kinds
of attention we have in different contexts.

One way of thinking about these contexts is as three
different categories - Schedules, Sites & Streams:

SCHEDULES are traditionally planned channels for
stories, where the context and timing of the story are
defined in a top-down way from the channel owner.
Attention in these channels is very predictable, as
audiences have to plan their time around the strict
timing of the schedule. Anything that is published to a
regular timetable -~ Television, Radio, Cinerna, printed
Newspapers and Magazines — has this pattern of attention,
where the audience has to wait for the publisher/
distributor before getting the story. Schedules tend to
produce synchronous attention, with the bulk of the
audience getting the story at roughly the same time,
producing a huge spike in buzz and conversation

BREAKFAST BROWSING
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SITES are channels where the location of the story is
more important than the timing. Outdoor advertising,
Point of Sale, location based mobile content and
destination/portal websites all count as sites for content,
and share the same patterns of attention. Sites tend to
produce asynchronous attention, with the audience
coming across stories over long periods of time, perhaps
with some peak traffic, but far more dispersed than
scheduled content. Conversation and discussions are
equally dispersed over time, with a significant ‘long tail’
as audiences come across the content on the physical
or virtual journeys.

STREAMS describe the fast-moving, dynamic contexts
of social media, recommendation services and other
sites defined by networks and algorithms. Stories appear
in these contexts as part of a neverending stream of
messages that the user can order according to a range
of options, ineluding time, relevance, size, location or
pretty much any feature they choose. Unike the previous
two contexts, streams are organised by or for the user,
depending on the sources of information they follow,

or the data used to personalise their stream. Telling
stories in streams is a really complex task, as many
different unpredictable patterns of attention can emerge,
from slowly building audiences around a story to sudden
spikes as users share stories around the globe in a matter
of minutes.
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0ld Spice ‘Response’ Campaign
After capturing attention with the hilarious and wildly
popular “The Man Your Man Could Smell Like adverts,
0ld Spice wanted to take the campaign to an even

more personal level. The response from agency W+K
‘was an innovative combination of traditional storytelling
skills with cutting edge social media analysis. A team of
comedy writers, film producers and social media experts
got together over two days to film a series of short
videos in response to questions sent to the 'Old Spice
Guy’ on Twitter and Youtube. This created an explosion
of social media activity, s people realised what was
happening and shared the videos through their streams,
creating some amazing statistics and real-world activity
for Old Spice:

During the first 3 months of 2010, the campaign
generated 75% of online conversations in the
relevant category

‘Over half the online canversations were from women

186 personalised videos were filmed over 2 and a half days.

The personal reply clips have been viewed over 40 million
times (combined)

Old Spice Facebook fan interaction up 800%

‘OId Spice YouTube page is the number 1 most viewed
branded channel

The campaign generated over 1.4 billion impressions for
the brand in the 6 months since start (i.e. brand mentions)

0ld Spice sales up 107%

Ewitter

< Fotemng

1 hope for the sake of all men that
eyebrows are not considered facial
hair, @mfroh17.
Nttp://www.youtube.com
Jwatch?v=0AshekuQtqo
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Alex Parrott

Design, branding and typography
for print and digital platforms

+44 (0)7951 966 656
@alex_parrott
alex@alexparrott.co.uk
www.alexparrott.co.uk

Eva Cottages
13 Camp Road, St Albans
Hertfordshire AL1T 5DX

Accolades

London Olympic Bid identity competition, Finalist.
DBA Design Effectiveness Awards 2007, Bronze.
D&AD awards 2010, In book.

British Book Awards 2013, Highly commended.

Featured work

It's Nice That

Creative Review

Grafik

Design Week

My Own Business Card (Design and Design)
1000 More Greetings (Aesthetic Movement)

Testimonials

‘Alex is that rare breed; a great designer and someone who can get

things done on time. He's a nice guy to have around the studio and
an asset on any project.’

‘Alex Parrott is a thoughtful designer with a fantastic eye for detail.

His ideas are well researched and meticulously applied.’

‘Alex Parrott is a gifted designer with a particular flair for bringing

contemporary brand identity to life. We love working with him.’

‘Alex is both talented and easy to work with. He did some great

work for us on ATEST. We look forward to working with him again.’

‘Alex has a creatively charged mind that consistently delivers well

executed and innovative design.’

‘The branding that Alex produced for Tidy Planet exceeded our

expectations. It has enabled us to project an image of our company
that many much larger organisations would love to be able to do.’



