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Hi. I’m Rory. I’m a freelance designer & entrepreneur,  
based by the beach near Bournemouth.

For 20+ years I’ve worked as a graphic designer. I started out working for the 
biggest advertising agency on the south coast in 1998 – Aylesworth Fleming, 
as a junior designer working my way up through other companies to lead digital 
designer & art director before going it alone. 

Since then i’ve worked for hundreds of agencies as a freelancer, in multiple 
countries across the world. I’ve worked for small startups to national & international 
brands, on advertising campaigns and progressive digital applications.  
I’ve designed, marketed and sold my own physical & digital products, and I’m 
particularly passionate about serving innovative businesses, helping companies, 
people,who are truly trying to improve other peoples lives – with design thinking. 

For the past few years I’ve mostly worked for a handful of medium  
size organisations, whilst focussing on building my own businesses.  
But I’m available for freelance work should something good come along.

The following pages are a small sample of my work.

Document designed for 1920x1080 — Fullscreen
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Knowledge/Skills
Innovative Ideas 10/10 

Creative Ideas 10/10

Brand Identity 9/10

Marketing Strategy 8/10

Creative Ideas 5/10

Web Design 9/10

App Design 8/10

Typography 10/10

Illustration 8/10

Photography 9/10 

Image Retouching 9/10

App Design 7/10

Layout 9/10

Brochure Design 10/10

User Experience (UX) 9/10

Creative Writting 3/10

SEO 5/10

HTML & CSS 6/10

PHP & MySQL 0/10 

CGI 2/10

Animation 3/10

Artworking 9/10

Tools
Macs Only

Adobe Illustrator 10/10

Adobe Photoshop 10/10

Adobe InDesign 10/10

Adobe Acrobat 10/10

Adobe Bridge 10/10

Adobe Lightroom 10/10 

Adobe Animate 10/10

Adobe XD 10/10

Sketch 1/10

Webflow 9/10

Pens 10/10

Pencils 10/10

Paper 10/10

My Side Hustles

MobyMaps Wishylist
Handmade maps (and other products) for Travellers.

Skills: Everything. Woodworking, Screenprinting, Sales, 
Design, Photography, Film, Branding, Marketing, Business.

mobymaps.com

A Social Network for people who struggle  
to buy gifts for their family & friends.

Skills: Marketing, UI, UX, Typography, Programming.

wishylist.com — Launching 2022

http://www.mobymaps.com
http://www.wishylist.com
http://www.mobymaps.com
http://www.wishylist.com
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Branding
Digital
Print

My Expertise My Approach

My foundation was formed working at a fast based, high quality, ad agency, 
producing the best work we could possibly do as quickly as we could do it. 

Yet, from experience I can tell you the best work is not always done quickly. 
Some things cannot be rushed. Good things come to those who wait. 

Some work is fast, some is slow, but it will always be the best I can do  
with the time I have. If it’s not good enough, it just needs more time.

I am heavily influenced by international design and in particular the  
simplicity and elegance of sterotypical scandanavian design. 

More than anything I believe the best work is crafted. Carefully considered.  
Each word selected for impact. Each colour and hue for feeling. 

The best design get’s people’s attention and keeps it. The best design is about 
great words. But if those words aren’t noticed, legible, they’re lost on you.

My best work could be your next project.
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Branding

2021 — ElectroServe

Mark Feltham
T 07889337021E info@electro-serve.co.ukW electro-serve.co.uk

Domestic | Commercial | Industrial

Logo Design
Branding
Signage

Electroserves founder had a 

challenging brief. He wanted 

a logo that could look both 

cheap and upmarket! It 

needed to appeal to both 

domestic and commerical  

at the same time!?

He actually wanted his 

appeal to the cheaper 

domestic market, without 

looking like a national brand  

– but still looking good. 

So, I designed some good 

logos and signage, then gave 

it all to him and told him to 

do whatever he wants with 

it – hopefully achieving the 

perfect balance of cheap vs 

high value!!?
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Branding

2021 — Percil / Unilever & Future Foundations

Illustration
Layout
Artwork

Working with Future Foundations and 

Persil, I’m currently producing a lot of 

print material as well as digital landing 

pages, using Percil’s pre-designed 

international branding guidelines. 

I’m constantly expanding on their 

brand with new illustrations and 

assets for the rest of the team to  

use around the world. 

MEETING  THE OFSTED  FRAMEWORK
Your School and The Dirt Is Good  Schools Programme

AUGUST 2021

COACH  TRAINING
FOR  COACH-EDUCATORS

CELEBRATION EVENT
Wednesday 7th July 2021

Celebrating the achievements and impact created  

by the next generation of changemakers.

AGENDA

Time
Activity Description

10.00 – 10.05am Welcome & 
Energiser

Delivered by:
Ella Simms, Future Foundations

An introduction to the event and an energiser  

to start the event off!

10.05 – 10.09am Lead Sponsor 
Spotlight: Persil

Delivered by:
Karen Lewis, Persil

Karen Lewis will be sharing their experiences and thoughts 

as the lead sponsor of the Dirt is Good project.

10.09 – 10.12am Partnership 
Spotlight: Global 

Action Plan

Delivered by:
Lucy Archer, Global Action Plan

Lucy Archer will be sharing their experiences and thoughts 

as one of the key partners of the Dirt is Good project.

10.12 – 10.22am Group  
Gratitude  
Note

Delivered by:
Ella Simms, Future Foundations

A key value of the project is compassion and gratitude. 

This activity will involve the students writing a gratitude  

note for their group.

10.22 - 10.25am Project Showcase Delivered by:
Future Foundations

A video montage highlighting the inspiring achievements 

of each, and every group involved in the project.

10.25 – 10.31am Changemaker 

Spotlight
Delivered by:
Ella Simms, Future Foundations

A group of students will be sharing their experiences  

and highlights of being part of the programme and  

the power of youth-led change.

10.31 – 10.41am Project Showcase Delivered by:
Ella Simms, Future Foundations

Celebrating and highlighting the inspiring achievements  

of each, and every group involved in the projects.

10.41  – 10.45am Closing Remarks Delivered by:
Ella Simms, Future Foundations

A final project overview and the impact  

made by the amazing students.

1

How to power up young people to take positive action  
for a better world

THE DIRT IS  GOOD WAY.
Handbook

The Dirt is Good Project Schools Programme aligns with your school’s 
efforts to deliver an outstanding education through the following ways

• Promotes Active Citizenship 
• Celebrates creativity 
• Unconsciously applied knowledge    and character-based skills

• Personal reflection and understanding;    growth mindset
• Positive behaviours – 4 key principles• Young Changemakers spreading the word

• External stakeholder engagement
• Pathway to future career routes    through owning their projects
• Promotion of British Values

How will you know that this has met the Ofsted Inspection Framework?

Worksheets

Session Plans

    HELPING YOU  MEET THE OFSTED FRAMEWORK

Project Outcomes

Parent and Student Voice

Quality 
of Education

Behaviour and Attitudes

Personal 
Development

EVIDENCE
THE
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Font: Baton Black (not Baton Turbo Black)

Favicon

The Logo-Mark
May be used interchangeably with the Logo-Type,
but where possible used together.

The Complete Logo
As much as possible the elements (logo mark & logo type) must be used 
together but exceptions can be made to seperate them as long as they 
are both visible at the same time – on the page or document.

Basic Branding Guidelines
by Rory Lawrence @ WayMoby // Super.Tomahawk.Design — Feb’2020

Social Network Profile Avatar
DEEP 
GREY

MEANINGFUL 
BLUE

CMYK: 65 60 60 70
RGB: 51 47 43
HEX: 332F2B

CMYK: 65 0 20 0
RGB: 75 190 207
HEX: 4BBECF

A square image is provided. Use this on everything from
Linkedin, Facebook, Instagram to your G-Mail Contact image.

Logo Design
Branding
Guidelines

deepandmeaningful.co 

Page 01

deepandmeaningful.co 

+(44)7889 257444
deepa@deepandmeaningful.co 
     @d_mirch

deepandmeaningful.co 

+(44)7889 257444
deepa@deepandmeaningful.co 
     @d_mirch

+(44)7889 257444
deepa@deepandmeaningful.co 
     @d_mirch

We help you 
to crystalise your 
Strategy, Operations 
& Messaging.

Page 01

+(44)7889 257444
deepa@deepandmeaningful.co deepandmeaningful.co 

Page 01

Branding

The founder asked me to 

create a logo and simple 

brand guidlines for her new 

consultancy company  

“Deep & Meaningful” 

I managed to convince  

her to call her company 

“The Deep & Meaningful 

Consultancy” for which  

she has expressed  

eternal gratidue. 

Thks was a challenging  

brand to design, but one of  

my most proudest pieces.

I really lookforward to seeing 

her work and brand featured 

in peaceful protests and 

beyond...

2021 — The Deep & Meaningful Consultancy
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2021 — The Deep & Meaningful Consultancy

Logo Design
Illustration

Branding

The Deep & Meaningful 

Consultancy (an existing client 

of mine), were planning to 

launch a new event so they 

commisoned me to design 

some branding for their online 

and physcial presence, from 

social media cover images to 

physical popup banners.  

The lot. They also needed  

all the individual assets so 

their video guys could work 

with them.
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2021 — M.Y. Summer

Typography
Illustration

Branding

Very simple, the captain of this 

boat needed a new logo and 

had seen some of my other 

work, so I was commissioned 

to design a logo for their ship. 

It was pretty obvious to me 

it needed to be symmetrical. 

I came up with 10 slightly 

different versions, use a few 

different font face, customised 

with different ligatures. 

The bottom version was  

my favoritie but the top one 

was  chosen. 
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I’ve helped the argonauts at 

Argo on a few occasions over 

the years evolving their logo 

from a rough cheap version 

to a more precise;y cut....

weapon (tool). We’re currently 

designing their website.

2018-2021 — Argo.Build, Hampshire

Email: info@argo.build Tel: 01425 657645
Address: Rose Cottage, Blissford Hill, Blissford, Fordingbridge, Hants SP6 2HY  
VAT Registered: 947352892. Registered Company: 6798140.

2
Project Information  
and Health & Safety Plan

Contents
Project information and health & safety plan Brief description of works:-

1.0 Introduction 03

1.1 Project information 03

1.2 Key contact details 03

1.2 Key contact details (continued) 04

1.3 Existing site records 05

1.4 Existing health and safety information 05

2.0 Site Health and Safety Plan 06

2.1 Site Meetings and communication 06

2.2 Site organisation and personal 07

2.3 Site Access & Security 07

2.4 Welfare Facilities & First Aid 08

2.5 Key Management and H&S Personnel 08

2.6	 Site	specific	risks	 09

2.6	 Site	specific	risks	(continued)	 10

2.7 Site rules 11

2.8 Sub-contractors & other workers 11

2.9	 Parking	&	Traffic	 11

2.10 Storage & Deliveries 12

2.11 Equipment & Plant 12

2.12 Emergency procedure  12

3.0 Scope of Works 13

3.1 Site personnel 13

3.2 Plan 14

3.3 List of works 15

3.4 Control of risks arising from work 16

 Project Schedule 17

 

4.0  Health and Safety information 20

4.1  Arrangements for collecting and  20 
gathering information 20

4.2 Hazardous materials used 20

4.3 New Services installed 20

4.4 Alterations to structure 20

4.5  Any hazardous material not  
dealt with during works   20

4.6 Finished plan/layout (if different from original) 21

Email: info@argo.build Tel: 01425 657645
Address: Rose Cottage, Blissford Hill, Blissford, Fordingbridge, Hants SP6 2HY  
VAT Registered: 947352892. Registered Company: 6798140.

1
Project Information  
and Health & Safety Plan

Project Information  
and Health & Safety Plan

Brief Description of Works

Branding

Logo Identity
Print Design
Signage
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Brand  
Guidelines
Brand/FONT

Guidelines are meant to be broken.

Headline fonts:  
Bloomsberg Sans

Body Copy fonts:
Source Sans Pro

Illustrations
Hand-drawn, line-art,  
sketches etc

CASE STUDIES
December 4th 2017

Matchbox-Marketing
Glencourt, 90 Lyes Green, Corsley, Warminster, Wiltshire, BA12 7PA

Tel: 01202 345678  Email: info@matchbox-marketing.co.uk
www.matchbox-marketing.co.uk
Company no: 9612457

This was one of my personal 

favorites. The directos of 

Matchbox Marketing really 

had a thing for Octopus!? 

Their narrative or annology 

was that like an octopus 

they had many arms that 

could do many things at 

once. They loved the idea 

that an octopus could 

propably fit in a matchbox. 

Although I never got to 

illustrate that, I did get 

to stamp their mark on 

everything they did. 

2018 — Matchbox

Logo Design
Typography
Illustration

MERRY
CHRISTMAS

SAM

How we do business

We know that the best way to 
produce incredible outputs is to 
understand your business and your 
objectives from the outset. This 
forms the basis from which we 
develop your overall marketing 
campaigns and deliver an end 
result drives real value.

Our process breaks down into a 
simple four-stage model:

This model has been tried and 
tested, it gives us the flexibility to 
meet your needs and deliver 
exactly what is required to meet 
your needs.

Team
We’re a friendly group of professionals all sharing a common aim 
of helping businesses to succeed in their marketing.

Alex 
Account Manager 
and Copywriter

Alex has 7 years’ experience as a 
Marketer working for a range of 
companies from start-ups to 
multi-nationals and has been with 
us for a few years now. He makes 
sure everything runs smoothly on a 
range of our client accounts. He 
also doubles as our key copywriter, 
so a good portion of what you’ve 
read on this site has been tapped 
out by him.

Dani 
Account Manager & Strategist

Dani is one of the original 
members of the collective and 
brings over a decade of marketing 
experience with him. Starting his 
career agency-side he’s since 
moved between client-side for 
national firms and worked with 
some of the biggest names in 
financial services. 

Rory 
Creative Director & Developer

Rory is our superstar Creative 
Director, he makes sure all of our 
efforts look as beautiful as possible 
and bringing with him over ten 
years’ experience developed some 
of the top agencies across the UK 
he’s a real boon for the team. 
Quick fact – he also dabbles as a 
developer and makes website in 
his spare time. This makes him 
even more amazing at making sure 
his beautiful designs work on the 
web.

Matt 
Developer

Matt is one of our go to developers, 
he’s a bit of a trooper - putting 
together websites with great 
functionality and at a cost that 
doesn’t ever break the bank. Matt 
specialises in WordPress and has 
over 5 years’ experience at 
developing websites for clients 
across the UK.

Andy 
Pay Per Click Manager

Andy is our PPC guru, master of all 
things statistical and general 
AdWords monster. He makes sure 
our client accounts rank well, cost 
less and generally outperform 
themselves month on month. He’s 
qualified in AdWords and brings a 
wealth of paid advertising 
experience, including Google 
Shopping to the Matchbox 
collective.

The Wider Team 
The Rest of the Tentacles

We have a large collective we bring 
to bear when their specialisms are 
called for. This ranges from our pet 
photographer to our high-end 
pocket developers, animators, 
editors and even videographers. If 
your project calls for specialist 
skills, the chances are we’ve got 
one of the team who can help.

Anya 
Account Manager and PR 
specialist

Anya is a seasoned PR specialist 
and splits her time between 
managing our accounts and 
developing PR strategies, press 
releases and relationships with the 
great and the good. She’s a bit of a 
whizz at voice-overs too.

Olly 
Account Manager and Online 
Marketing Consultant

Olly has helped companies for over 
10 years to increase their online 
exposure and grow sales via online 
marketing. He has helped 
companies build websites, social 
media profiles, mobile apps and 
manage paid advertising to help 
clients generate over 1 million app 
downloads and 5 million pounds 
in Facebook ad sales. 

Pages
Services      
Blog      
Contact

2017 © Matchbox Marketing Ltd. All Rights Reserved. Cookie Policy / Privacy Policy

Social Media
Facebook
Twitter
Instagram

Latest Blog Posts
How to stand out from the heard
Simple SEO Tricks
Target Markets

Together we learn everything thing 
we can about you, your business 
and your goals.

PLAN

DESIGN

DELIVER

HANDOVER

We then develop the solutions and 
make sure you understand fully 
what’s involved.

We then deliver these outputs and 
solutions your business requires 
along with.

Finally we hand over control to you 
and report on the successes – to 
take the helm – or if you want, we 
can continue to run aspects of your 
marketing for you.

We deal directly with 
decision makers and their 
teams. This helps us to get 
to grips with the direct and 
indirect challenges you’re 
facing.

WHO WE ARE

About      Specialisations      Blog      Contact

Matchbox Marketing is a small and flexible agency who can 
cater to specific briefs or get creative in our collaboration 
with you in order to boost your productivity.

“We have many arms – like the many 
tentacles of an Octopus’ – that can serve 
up anything you need”
–Alex Sorisi, Founder of Matchbox’

1
2
3
4

Businesses in the UK are made up of talented people 
doing what they’re passionate about and great at. 
However most of the time just being great at what 
you do, doesn’t translate well into marketing it. 

With six arms to our team, from design through to 
consultancy, we are full of ideas and enjoy flexing our 
muscles to come up with the unique ways to sell your 
business.

Equally, we understand that some people have their 
own ideas and we can also think inside the box, 
providing the skills required to make your specific 
vision a reality.

So it doesn’t matter if you’re a sole trader, a 
multi-national enterprise, a small limited company, 
an entrepreneurial startup or even just at the 
planning phase – if you’ve got a product and a 
business – we can bring our years of expertise to bear 
and make sure your marketing is done right.

Our whole setup is designed to flex to your needs, 
without carrying the overheads of a big agency. 

Matchbox-Marketing
Glencourt, 90 Lyes Green, Corsley, Warminster, Wiltshire, BA12 7PA

Tel: 01202 345678  Email: info@matchbox-marketing.co.uk
www.matchbox-marketing.co.uk
Company no: 9612457

INVOICE

Final amount/s payable to:
Matchbox-Marketing
Glencourt
90 Lyes Green Corsley Warminster
Wiltshire BA12 7PA
Company no: 9612457

Account details:
Name: Matchbox Marketing 
Account number: 04060319 
Sort code: 23-69-72

Invoice number: 002LMC 
Date of issue: 31/08/17

Invoice to: Sam Hussain, Log My Care

       DESCRIPTION HOURS COST

TOTAL

INITIAL DESIGNS

Branding
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Through Future Foundations I was 

able to work directly with Amazon 

and a team in Portugal to create an 

abundance of beautiful marketing 

callateral – better than their own 

internal teams in some instances! 

This has been a real pleasure to 

work on.

Amazon & Future Foundations – 2020 Visual
  Guidelines

8 March 2019
Version 0.2

    Logo
system

Color
  palette

Typography
Typographic style

Amazon Ember Thin  
Amazon Ember Light
Amazon Ember Bold
Headings

Headings use a mix of the above fonts, with Amazon Ember Bold 

being used to emphasise specific words and phrases. All headings 

should use sentence case

Body copy

Amazon Ember Regular

Amazon Ember Regular should be used for large 
areas of text. If a specific word or phrase is to be 
emphasised,  this is how the text should appear. 

Branding

Typography
Illustration
Brand Guidelines
Artwork
Print & Digital
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TUAKANA
Our craftsmanship is 
of a very high standard 
and we do our best to 
complete all works 
as smoothly and as 
efficiently as possible.
Tuakana, New Forest Builders are a family run business 
based Sway, Hampshire.  The company employs an 
established team of craftsmen. At Tuakana we offer a 
polite, punctual and professional service.  Tuakana 
prides itself upon its reputation and much of our work 
comes from recommendations by previous clients.
We appreciate that an extension or renovation project is 
a big investment. At  Tuakana  we believe good customer 
relationships to be essential.
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EXAMPLE FONTS
AN EXAMPLE OF THE EXPLORATION OF FONT MORE CLSOE TO ‘FARROW & BALL’

CLASSIC ‘F&B’ LOGOS
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CONTEMPORARY LOGO

Over the years I’ve helped Tuakana 

evolve their brand identity from a 

cheap rough logo to a polished one. 

Unfortuantely, as with most clients, 

most of my work is lost to budget 

cuts and maintained by other 

people more cheaply, loosing the 

quality I had aimed to achieve.

2011-2018 — Tuakana

Typography
Illustration
Brand Guidelines

POLO NECK

DARK GREY

MERRY 
CHRISTMAS

Lorem ipsum doelr set amet
dim sum loret

Transit Connect

BUILDING CONTRACTORS

A

Original Colours

Trevors favoured Farrow & Ball Colours

Based on the original Tuakanana colours with but using Farrow & Ball tones

Combination of original green & brown with Farrow & Ball blues.

BUILDING CONTRACTORS

B

BUILDING CONTRACTORS

C

BUILDING CONTRACTORS

F

BUILDING CONTRACTORS

J

BUILDING CONTRACTORS

D

BUILDING CONTRACTORS

G

BUILDING CONTRACTORS

K

BUILDING CONTRACTORS

E

BUILDING CONTRACTORS

H

BUILDING CONTRACTORS

L

BUILDING CONTRACTORS

F

BUILDING CONTRACTORS

I

BUILDING CONTRACTORS

M

ALTERNATIVE COLOUR-WAYS
I SUGGEST ONLY ONE COLOUR WAY BE CHOSEN FOR ALL FUTURE USE – UNLESS OPENING A DIFFERENT DIVISION, IE: ‘GARDEN LANDSCAPERS’

Efficient and Polite 
Craftmanship 

with High Standards.

PAST PROJECTS

New Forest family run 
business based in Sway, 

Hampshire.

BUILDING CONTRACTORS

The company employs an established team 
of craftsmen. At Tuakana we offer a polite, 

punctual and professional service.  Tuakana 
prides itself upon its reputation and much of 
our work comes from recommendations by 

previous clients. We appreciate that an 
extension or renovation project is a big 

investment. At  Tuakana  we believe good 
customer relationships to be essential.

Desktop Mobile

SERVICES INFO

Efficient and Polite Craftmanship 
with High Standards.

CONTACT

PAST PROJECTS

New Forest family run business 
based in Sway, Hampshire.

The company employs an established team of craftsmen. At Tuakana we offer a polite, punctual and 
professional service.  Tuakana prides itself upon its reputation and much of our work comes from 

recommendations by previous clients. We appreciate that an extension or renovation project is a big 
investment. At  Tuakana  we believe good customer relationships to be essential.

BUILDING CONTRACTORS

EXAMPLE WEBSITE WITH NEW BRANDING

Branding
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Working with Matchbox Marketing 

I was the main designer on for this 

startup through their first couple  

of years, working with tight bugdets 

I was tasked to do everything,  

from the initial branding & guidlines 

through to complete web-pages 

and all the illustrations myself,  

right down to custom icons.

2018 — LogMyCare

Client Project: Log my Care – Process 
Logo & Branding Design.
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Client Project: Log my Care 
Logo & Branding Design.  
Website in Progress.
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Colour pallet use in App

Clinical Care

When did you eat?

Now Earlier Didn’t

When did you eat?

Now Earlier Didn’t

When did you eat?

Now Earlier Didn’t

When did you eat?

Now Earlier Didn’t

When did you eat?

Now Earlier Didn’t

FONT

Open Sans

Headlines should 
be short & punchy

Pre-Meal Blood Sugar
Lorem ipsum doler

Pre-Meal Blood Sugar
Lorem ipsum doler

Pre-Meal Blood Sugar
Lorem ipsum doler

Main Menu

Back

Clinical 
Care

Food 
& Drink

Health 
Recording

Personal 
Care

Activities & Social

Health Visits

Incidents

Example Screens

Example use of the 
Secondary Colours in 

Gradient backgrounds. 
These gradients should 

typically be used with white 
text, icons, buttons, and white 

lineart illustrations, unless 
otherwise specified by brand 

designers or managers. 

Primary Colour

Secondary Colours

Brand Gradient

Tertiary Colours

Gray Scales

PANTONE: 1905 C
CMYK: 0.49.0.0
RGB: 242.156.195
HEX: F29CC3

PANTONE: Black C
CMYK:  0.0.0.100
RGB: 35.31.32
HEX: 231F20

PANTONE: 425 C
CMYK: 0.0.0.80
RGB: 88.89.91
HEX: 333333

PANTONE: Cool Gray 7 C
CMYK: 0.0.0.50
RGB: 147149.152
HEX: 939598

PANTONE: 427 C
CMYK: 0.0.0.20
RGB: 209.211.212
HEX: D1D3D4

PANTONE: 149 C
CMYK: 1.26.62.0
RGB: 249.193.116
HEX: F9C174

PANTONE: 565 C
CMYK: 39.0.30.0
RGB: 157.213.192
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PANTONE: 358 C
CMYK: 32.0.59.0
RGB: 180.215.139
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PANTONE: 291 C
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RGB: 154.204.234
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PANTONE: 7445 C
CMYK: 33.41.1.0
RGB: 171.151.198
HEX: AB97C6

PANTONE: 709 C  /  CMYK: 3.79.35.0
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PANTONE: 212 C  /  CMYK: 4.80.0.0
RGB: 229.90.161  /  HEX: E55AA1

PANTONE: 121 C  /  CMYK: 0.18.75.0
RGB: 255.209.92  /  HEX: FFD15C

Colour Pallet

100% 80% 50% 20%

Use the logomark as 
a guide for margins on 

any documents.

Logo Positioning

Logo supplied with margin like this:
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How does it work in 
your care home?

Carers & Frontline Staff Managers & Homeowners

Access resident care notes 
wherever you go

Instantly see what you need ‘To-Do’ 
next and what’s overdue

Log the care you give in just 
a couple of taps

Log my Care automatically 
completes a full care note 
(saving you a tonne of admin time)

Snooze tasks for later when 
you can’t complete them

Look into resident information 
in a few clicks, helping you to 
give better care

Complete general home tasks 
like the tea rotar

Co-sign your work with 
difficult residents

Setup your care home in minutes and 
add your residents in a couple of clicks

Set carers ‘To-Dos’ and see them 
populated in their lists instantly

See ‘To-Dos’ and care logs 
completed in real-time

Residents health metrics visualised 
and trends helping you to provide 
better care for your whole home

Set ‘To-Dos’ for the entire home 
like the tea round

Store all of your residents’ documents, 
care plans and assessments 
securely in the cloud

See their historical logs and 
assessments in a few clicks

Print all your logs...

What can our 
care software do?

The basic Log my Care system is free, so you can save money on pesky things 
like stationary and spend them on giving residents more 1-2-1 care!

What are you waiting for get Logging!

GET STARTED

Home   |   About   |   Product   |   Blog   |   Contact   |   Download   |   Sign-in

2017 © Log my Care Ltd. All rights reserved. Registered address: Long Street, London, SOXL4

Data Policy   |   Terms & Conditions   |   Privacy Policy

Care Office

Carer App

How it works in 
care homes

Firstly, the Care Office...

Managers set up the care office from 
[any/their] web browser on a desktop 
computer. You add all your residents 
details, then each of your care teams 
details, and then simply start dishing 
out the tasks to your carers 
Smartphones via the ‘Carer App’.

Add staff, residents, 
and assign tasks

Recieve & quickly log tasks

Finally, the results

Instant useful reports
Everything is recorded and sent back to the Care 
Office where all the stats are analyzed and turned 
into meaningful logs that can be printed out to 
reflect on. It really does save you and your care 
staffs time – time that can be spent increasing 
your quality of care tenfold.

...Then, the Carer App

Carers download the Carer App to their 
smart phones, login, and start recieving 

their tasks straight away. Right away they 
can quickly log simple tasks or full notes 

and instantly check a residents Waterflow & 
MUST assesment information.

Create Account

How it works Company Customers News Get Started Contact Sign-in

A short bit of blurb that says what it does, perhaps..?

Living Safely & Taking Risks
Reviewed

Family & Relationships
Reviewed

Managing Money
Reviewed

Reviewed
Choice & Communication

Due 13-09-2019
5 hours/days time

Eating & Drinking
Reviewed 10-17-2019 — by Jenny Smith

DUE NOW
x(BMI) was updated on 05-09-2019

Health & Medication
Reviewed 05-09-2019 — by Yulee Foster

Living Safely & Taking Risks
Reviewed

Family & Relationships
Reviewed

Managing Money
Reviewed

Reviewed
Choice & Communication

Health & Medication
Reviewed 05-09-2019 — by Jenny Smith

Eating & Drinking
Reviewed 10-17-2019 — by Jenny Smith

Christopher’s Care Plan
Back

Living Safely & Taking Risks
No reviews yet

Family & Relationships
Reviewed

Managing Money
Reviewed

Reviewed
Choice & Communication

OVERDUE
Body Mass Index (BMI) – Updated 05-09-2019

Health & Medication
Reviewed 05-09-2019 • Yulee Foster

DUE in ONE WEEK
 05-10-2019

Eating & Drinking
Reviewed 10-17-2019 — by Jenny Smith

Living Safely & Taking Risks
Reviewed

Family & Relationships
Reviewed

Managing Money
Reviewed

Reviewed
Choice & Communication

OVERDUE
Body Mass Index (BMI) — Updated 05-09-2019

Health & Medication
Reviewed 05-09-2019 — by Jenny Smith

DUE in ONE WEEK
05-10-2019

Eating & Drinking
Reviewed 10-17-2019 — by Jenny Smith

Christopher’s Care Plan
Christopher’s Goal: “I want the maximum possible choice and control over my life”

DNACPR DoLS

Who uses itHow it works AboutPricing News Get Started Contact Sign-in

Care Plans & Assessments
 Person centred care plan assessment tool

All you need is an active Log my Care account and you 
can upgrade yourself right from within the Care Office. 
This activates the 30-day free trial, and once this is 
over, we’ll send you a message to confirm if you want 
to keep going. If you don’t like it, then you’ll get put 
back onto your original plan. No risk, no hassle!

30-days free, then just £40 (+VAT) a month 

Everyone who wants to use our Care Plans and Assessments module 
gets 30 days free to discover if it’s what you need for your care service. 
Once the time is up and you’re happy to continue, we’ll send over an 
easy billing form and it’ll cost you just £40 (+VAT) a home per month.

START YOUR 1-MONTH FREE TRIAL

SIGN-IN TO MY ACCOUNT

START NOW FOR FREE

SIGN-IN TO MY ACCOUNT

Accessing the module?

We know CQC look for person-centred care plans. 
That’s why re-using old examples and changing a 
few details do not meet requirements. Equally 
starting from scratch every time makes the process 
of care planning very time-consuming. Previously 
we’ve felt tied up with paperwork and it’s been 
hard to keep focused on the truly important 
elements of a care plan. We wanted care plans that 
were adaptable allowing us to focus on different 
areas that are important for the variance in 
people’s needs and outcomes. We also needed to 
ensure that nothing was missed. This is what we’ve 
got with Log my Care’s care planning and 
assessments module. Care planning now takes a 
fraction of time, freeing us up to spend more time.

Alexandra Anton
Care Manager, Carrick House Nursing Home

         Elegant Care Plans
Gone are the days where providers need 
to spend hours of time pouring over 
paper folders to find documentation, our 
care planning and assessments module 
groups everything up in the easiest 
possible fashion and even lets you attach 
specific assessments to certain parts of 
the care plan.

Malnutrition Screening (MUST)
Updated 05-09-2019 • 16:40 — by Jenny Smith Moderate Risk 15

Not at Risk 15
Preliminary Pressure Ulcer
Updated 20-08-2019 • 16:11 — by Jenny Smith

Not at Risk 15
Braden
Updated 04-09-2019 • 17:12 — by Jenny Smith

Severe RiskAbbey Pain Scale
Updated 05-09-2019 — by Jenny Smith

18.4

High RiskBody Mass Index (BMI)
Updated 05-09-2019 • 17:37 — by Jenny Smith 15

What aids are needed for the person to communicate effectively?
Answers will populate the ‘Needs’ section of their care plan

Communicate Board

Lip Reading

Hearing Aid

Braille Easy ReadBritish Sign Language (BSL)

Makaton

Add Comment

Does the person have communication needs?

Yes No

          Powerful Pre-Assessments

Fed up with duplicating information 
when it comes to care planning? 
Never have enough time in the day to 
complete the care plans themselves? 
Our nifty assessments cover 
everything you need.

THE FEATURES

What features 
are included?

Set Next Review Date One Week13-09-2019 One Month 3 Months

          Review Reminders & Scheduling

Care plans need regular reviews to ensure they’re up 
to date and fit for purpose. That’s why our system 
keeps a version history and allows you to schedule 
reminders for regular reviews, so you’ll never again 
miss a review window.

         Risk Assessments

Need to know how much risk is involved 
with moving and using a hoist? Or even 
how risky it is to allow Mrs Smith’s 
beloved Labrador Rio into the service. 
We’ve got all the assessments at the 
touch of a button.

THE MODULE

What is our Care Plans 
& Assessments module?
Care Plans and assessments is our premium 
module set to make your life a doddle.

It contains everything you need to create [beautiful] 
care plans, which cover all of the ADLs (activities of 
daily living). Saving time, removing the need for 
duplication and covering everything you need to 
document person-centred care planning.

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy 
nibh euismod tincidunt ut laoreet dolore magna aliquam erat volutpat. 
Ut wisi enim ad minim veniam, quis nostrud exerci tation.

APS

BMI

MS

PPU

BR

OVERDUE
Body Mass Index (BMI) — Updated 05-09-2019

Health & Medication
Reviewed 05-09-2019 — by Jenny Smith

DUE in ONE WEEK
05-10-2019

Eating & Drinking
Reviewed 10-17-2019 — by Jenny Smith

DUE in ONE WEEK
 05-10-2019

Eating & Drinking
Reviewed 10-17-2019 — by Jenny Smith

S T A N D A R D  F O O T E R

Living Safely & Taking Risks
Reviewed

Family & Relationships
Reviewed

Managing Money
Reviewed

Reviewed
Choice & Communication

Health & Medication
Reviewed 05-09-2019 — by Jenny Smith

Eating & Drinking
Reviewed 10-17-2019 — by Jenny Smith

BE BULLET-PROOF
       FOR CQC

AWARD-
WINNING

CARE PLANNING
SOFTWARE

AWARD-WINNING
CARE PLANNING SOFTWARE

Living Safely & Taking Risks
Reviewed

Family & Relationships
Reviewed

Managing Money
Reviewed

Reviewed
Choice & Communication

Health & Medication
Reviewed 05-09-2019 — by Jenny Smith

Eating & Drinking
Reviewed 10-17-2019 — by Jenny Smith

BE BULLET-PROOF
   FOR CQC

Living Safely & Taking Risks
Reviewed

Family & Relationships
Reviewed

Managing Money
Reviewed

Reviewed
Choice & Communication

Health & Medication
Reviewed 05-09-2019 — by Jenny Smith

Eating & Drinking
Reviewed 10-17-2019 — by Jenny Smith

ONE
MONTH

FREE TRIAL

ALL 
  THE 
ANSWERS
    AT 
YOUR 
FINGER 
         TIPS

AWARD-
WINNING 
CARE 
PLANNING 
SOFTWARE

Logo & Branding
Brand Guidelines
Typography
Illustration
Icon Design
Web Design
Adverts

Branding
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Brand advocate recruitment 

campaign and website re-design 

concepts.

I worked directly with the  

founder for years, helping her  

with everything from pitch  

deck presentations to ads,  

and occasionaly her website. 

2015-2018 — Horse Scout

WE NEED 

YOU!

www.horsescout.com

International Riders & Models Wanted

We’re looking for international advocates of our brand. We’ll give you one of our caps and pay 

you for your best photos. To apply, just sign up to HorseScout.com, make your profile, connect 

your horses socially, then send an email to jo@horsecout.com, simple!

@HORSESCOUT #HORSESCOUT

Design
Layout
Cocneptual

Branding
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Art Direction
Product Photography
Image Retouching
Web Design & UX
Copywriting
Animation
Fully Responsive 
Built Website

RECRUITMENT

WANT TO BE
PART OF OUR

JOURNEY?
We create better alloys, faster. Want to

help us?

D I S C OV E R  C A R E E R S

for updates

FOLLOW US ON
LINKEDIN

F O L LOW

© OxMet Technologies Ltd. All rights reserved. Registered Company No.
10687859 Companies House UK.

WEBSITE PRODUCED BY WAYMOBY

MORE ALLOYS
TO COME

Subscribe to hear about our
new alloys

DEVELOPMENT
TIMELINE

OxMet is committed to pushing the
boundaries of printable, high performance

alloys. Our understanding of the many
cracking mechanisms that operate within

nickel alloys deepens every day, and these
insights allow us to continually improve our

ABD®-XAM range.

We will continue to push into new
temperature regimes, and have set ourselves

the challenge of developing a printable
1050°C+ alloy by 2020. And it’s not all about

high-temperature strength: OxMet is
developing its range of low-corrosion

printable alloys ideal for the energy industry.

See our Additive Manufacturing page for
more on OxMet’s development, and watch

this space for available powders.

DISCOVER
OUR ALLOYS
Thoroughly modern and dependable, for

the toughest environments.

ABD  POWDER®

SUPERIORSUPERIOR
ALLOYALLOY

POWDERSPOWDERS
READY TO USE

Alloy powders are available now
for trials and production.

For enquiries or quotes, contact us.
Our powders have been developed

for high performance and reliable
production compatibility. Our alloys

print without cracking under standard
powder bed fusion parameters and

achieve better high-temperature
performance than any other printable

nickel alloys.

Enter your email

S U B M I T

ADDITIVE MANUFACTURE

TRADITIONAL
MANUFACTURE

Optimised alloys for manufacture

L E A R N  M O R E

ADDITIVE
MANUFACTURE
Bringing the future of manufacturing

closer

L E A R N  M O R E

ABD -850850AM
Printable high-performance alloy with
excellent corrosion resistance.

Optimised for superior
performance at 850°C (1562 °F)
and excellent corrosion
resistance:

Compared to alloy 718, ABD®-850AM
shows an improvement in creep
temperature capability exceeding
100°C At 800°C (1562°F) the alloy
shows:
– Yield Stress of 500MPa
– UTS of 600MPa Alloy forms a
protective Cr oxide scale

®

O R D E R DOWNLOAD DATASHEET

ABD -900900AM
OxMet’s second generation nickel
alloy for AM.

High performance at 900°C
(1652°F), prints without cracks:

Creep strength approaching that of
conventionally cast alloy 738
At 800°C (1562°F) the alloy shows:
– Yield strength of 750MPa
– UTS of 800MPa

®

O R D E R

!

27/10/2021, 13:15
Page 1 of 1

2021 — OxMet Technologies

I was commisioned to design & 
build a website from scratch for 
OxMet. The target audience was 
for Staff Recruiting and Investors 
(not buyers of metals). The site 
worked fantastically well and was 
later deactivated. 

View Staged Website

Digital

https://oxmet-2-0-3f3068ee29e5391b65d8d73c3be00.webflow.io
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Design
Artwork
Image Retouching
Copy-writting

2021 — Resources for Autism

01 02 04

03

Seemingly small job that took a lot 

of effort. I was asked to produce an 

A5 4pp booklet along with some A4  

forms, but supplied too much copy 

to produce something effective, 

so I advised we produce an a 6pp 

Gatefold instead, allowing room for 

really touching images and the story 

revealed one step at a time eg: 1, 2, 3, 4 

I worked closely with the client 

and copywriter to slightly edit and 

cleanup their copy. The main thing I 

did with the copy was instigate better 

headlines and sub-titles and mainly 

keep it short.

Print
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Rationale

Take our Quiz!
Are sustainability and meaningful change 
already embedded in your organisational 
ethos and practices? How far along your 
sustainability journey are you? 

Find out by taking this quiz.

This is a stronger headline. 
It says more about what you do 
in a nutshell, which is more 
important to potential customers 
at this stage than who you are. 
Customers are more interested 
in Benefits than Features.

Change the order of the Nav’ in 
to an order of customers 
priorities > they want to know 
what you can do for them first 
and foremost. Then they might 
want to know more about you.

The quiz you have hiding on your 
Sustainability Advisory page – 
and at the top of the homepage 
(not visible on Macs Safari) is 
great!  It should be much bigger, 
perhaps like this, but not nessari-
ly with these words! 

I could create a graphic to site 
along side it like this or maybe 
you could get a stock photo of a 
checklist or something cheaper 
than me drawing an image, from 
iStockphoto or something...

The podcasts are great! They are 
another instant way of people 
understanding a bit more about 
what you do and who you are 
and hearing your expertise. 

I would suggest we create a 
background for each one that 
blends the podcasts style with 
your style – to suit your website 
style and brand a bit more.
Maybe we use the green 
elements just for trhe service 
sections?

Better buying. Less waste. 
Positive change.

Insights.

Case Studies.

bemari

Lets’ go!

Services    Case Studies    Insights    About         Lets Talk

10 tips for writing a procurement 
tender

Tools to support you working 
remotely

5 ways to embed sustainability in 
your procurement process

An elephant (of waste) in the 
room

Mini-grid development fundA fashion brand, London (SME)A wellness & food brand, 
London (SME)

Clients.

Cowater     Aecom     Pegasys     FCO    Kemira    Polizia  WasteAid     

DID    IKEA    Transport London      DT    MicroleanF    AngloAmerican      

 CIGZambia      Imagination    ICCM     Aduna     ODI   FCDO

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Etiam in risus in nisi porttitor 

commodo id vitae lacus. Morbi at porttitor urna. Nam imperdiet faucibus odio ac 

viverra. Nunc tempor eros quam, a tempus dolor varius eget. Nam in neque eget 

justo scelerisque lacinia. Suspendisse sodales ut enim et tincidunt. 

> Learn about B-Corporation

Newsletter.
Signup

1.

2.

3.

4.

© Bemari 2020. All rights reserved. Terms of Use. Privacy Policy.

PODCAST
PODCAST

Sustainable 
Procurement 
Masterclass with 
Marina Bradford

Can you write a 
SHORT punchy 
description of the 
impact you had on 
this business here?

Can you write a 
SHORT punchy 
description of the 
impact you had on 
this business here?

Can you write a 
SHORT punchy 
description of the 
impact you had on 
this business here?

Marina Bradford talks 
with Rashmi Dube on  

Re:Think

> Listen to the Podcast... > Listen to the Podcast...

View more case studies...

More insights here

Procurement & Sustainability Advisors to small, 
medium & large enterprises.

Website — Home

Showing snippets of a few of 
your latest case studies on the 
homepage adds more instant 
value here. These could be 
incredibly useful and you may 
need to create another section in 
the navigation to list them all, 
perhaps under the title “Work” or 
something appropriate.

You may want a seperate section 
just for case studies, like a 
portfolio of your work. Each 
project with it’s own page, just as 
you have done for the insights – 
people would find it compelling 
to see what you have done for 
other companies (as you have 
stated in some of the files you’ve 
sent me. 

The insights page is fantastic. 
So much value here. Let’s 
bring a snippet of that to the 
home page!

It seems like “Certified B Corpo-
ration” is a really big deal. I didn’t 
actually know what it was so I 
had to search for it. If it’s really 
important, you could consider 
creating a dedicated section on 
your page for it, with some 
wording next to it that indicates 
why it’s so important to your 
business and for your customers 
to know (if they wouldn’t know), if 
indeed it really is? You could also 
link to their website or a specific 
page on their site so that your 
audience can quickly read-up on 
why it’s important (presumably it 
would be good for your 
audience to know why this is 
good to see) . Also, i’m not sure if 
you need it on every page of the 
site or not – maybe you do!?

I’ve over simplified this for the 
sake of speeding up the design 
process. I’m not suggesting the 
footer be this simple – the 
newsletter signup definitely 
needs to be more enticing than 
this, but maybe not as much 
wording as you currently have.

I moved your current blurb to
 the suggested services page. 
This one says what you do and 
who for in fewer words – so that 
customers know you’re talking 
to them.

1.

2. 3.
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Sustainability 
Advisory.

SME Supplier Development Workshops.

Supporting end to end procurement 
lifecycle from strategy to contract 
management.

Workshops, consultancy and facilitation services 
to help you identify, plan and implement 
sustainability strategies relevant to your sector, 
business and circumstances.

Procurement 
Advisory.
Integrating sustainability in value 
chains to enhance your business in a 
meaningful way.

Learn More

Learn More

Learn More

372 trees planted and counting!

See more of my impact here

For every new client, I fund an equivalent of 0.5 tCO2 removal 
via a certified climate projects portfolio + fund planting of 25 

trees.  Shall we grow a larger forest together?

Our Impact.
The Sustainable Development Goals (SDGs) provide both a stimulus and a framework for corpo-

rate sustainability e�orts. According to 2018 BSR/Globescan State of Sustainable Business Survey, 
more than 70% of business leaders surveyed said that they are using the SDGs as their strategic 

north star in setting sustainability and impact targets.

Impact Via Clients

My work focuses on the following SDG goals: Could 
do with a little more copy here to balance with the 
amount of copy on the right; or reduce the copy on 
the right to balance with this column.

Professional 
Services

Public Health Impact Fund 
Management

Utilities Transport Energy Infrastructure

We work with public, private and third sector organisations, helping address operational and sustainability 
challenges and contribute to the Sustainable Development Goals. 

Bemari can help you work through the complexity of your sustainability 

challenge in order to prioritise, shape effective strategies and take them 

through to implementation into operational practice. 

We/I work with organisations whose business models 
and/or e�orts are focused on contributing to the selected 
SDGs below, which is largely driven by where we can make 
the most impact. 

Direct Impact

This is the top level Services 
Page. This is your first opportuni-
ty to briefly convince your 
customers to use your services, 
in as few words as possible. 
These words may be adequate 
for now but a good copywriter 
may be able to suggest some-
thing better.

Displaying your current services 
like this, makes it very clear you 
have 3 core offerings, with a bit 
of blurb that explains what you 
can do for people.

We could probably make even 
more improvements to the way 
your offerings on this page (and 
the subsequent service pages) 
are set out, but that may be 
a bigger exercise! 

It’s unclear to me what exactly 
the sub-page is offering. They 
sounded like programmes or 
‘workshops’ because you 
mention “topics”, “development”, 
“training”, “workshops”, “consul-
tancy”, and “facilitation” all within 
the page but it’s not clear how 
they work. Obviosuly I get that 
these are all things you can do 
but if you are offering set 
programmes/workshops it 
should say that. 

It may even be better to break 
down training, facilitating, 
workshops, coaching, etc into 
seperate ‘services’ either under 
this page or the sub-pages. Just 
to be super clear with potential 
customers all the different ways 
you can help them.

This is where a good copywriter 
could really help you shine. 
They can figure out how to sell 
your services using your own 
words (and more) better than 
you can.

Also, we could use your brand 
bubbles in the backgrounds of 
these services boxes here to 
match the subsequent pages. 
This will differenitate the 
services pages from other 
pages.

I create two single images of all 
the GG icons (rather than 14 
seperate images) so that they 
look more balanced and inten-
tionaly placed on the page, 
rather than a bit sporadic (which 
is just the nature of the GG icon 
designs – not your fault!).

I’ve used an image from the 
corresponding website in the 
background here – if it’s possible 
to add a section like this in your 
Squarespace template then I 
could supply a version of this 
image suitable for this.

Website — Services

Helping organisations embed sustainability in value chains and 
leverage buying power to accelerate positive change.
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Start the conversation.

Sustainability 
in Value Chains

We can help you:

• Map and measure social & environmental impacts 
and risks throughout the value chain;

• Conduct sustainability & circularity assessment to 
identify areas of opportunities and focus;

• Using existing frameworks like B-Corp assessment, 
GRI, SDGs, BS8001, etc I can support you with 
developing sustainability and circularity strategies;

• Integrate sustainability and social value in procure-
ment processes and supply chain decision making;

• Acquire sustainability and environmental certifica-
tions and accreditations e.g. ISO4001, Ecovadis, B 
Corp certification etc

Managing the impacts and performance of the 
organisation across social, environmental and 
economical domains is integral to the longevity of 
the businesses, bringing value to stakeholders – 
not just to their shareholders.  

Truly successful organisations make a profit whilst 
making something else better, or at least not 
worse. They strive to solve problems without 
creating new ones, not just because it is the right 
thing to do - but because it is just good business 
sense. 

Carbon & Materials 
Management

We can help you:

• Measure your carbon footprint in line with the 
principles and frameworks such as the Greenhouse 
Gas Protocol, ISO 14064, the Science-based Targets 
initiative and the Carbon Disclosure Project.

• Review resource consumption and efficiency, in 
support of resource efficiency and circularity 
strategies;

• Develop waste prevention, management and 
reduction strategies.

Carbon emissions and natural resources 
consumption are associated with most of human 
and business activities in the current economy, 
generating a significant footprint and most often 
than not, heaps of waste.

Understanding your carbon & materials impact is 
the first step to being able to address them and 
start making changes towards the carbon-free and 
resource-efficient world.

Sustainability & Impact 
Reporting

We can help you:

• Plan, formulate and communicate impact and 
non-financial performance in line with Global Reporting 
Initiative (GRI) standards;

• Develop systems to measure and monitor your impact.

You might want to start here by exploring a new tool 
developed by the UN in partnership with B-Corp to help 
you track your progress and contribution to the SDGs: 
SDG Action Manager

Measuring and monitoring progress and impact is 
crucial to seeing the intended change. Setting the 
targets, process and structure to enable measure-
ment and reporting is a powerful way to enable 
organisation to optimise the use of their resources 
in a way that is most effective and efficient.

Reporting on the progress is often valuable not 
just for the purpose of communication and 
engagement with stakeholders, but for making 
sense of what the organisations are really doing to 
manage their environmental and social impacts, 
where they are and where they want to be. 

What can I do for you?

Consultancy and facilitation services to help you identify, plan 
and implement sustainability strategies relevant to your sector, 

business and circumstances.

Lorem ipsum dolor sit amet, consectetur 
adipiscing elit. Donec commodo lorem a 
nibh pretium elementum.

Lets Talk

Climate change is the 
biggest issue we are 
facing at the moment. 
Organisations have to not only adapt but 
embrace the opportunities the transition to 
low carbon economy and more responsible 
resources management.

Are you looking to:

• Measure and reduce your environ-
mental footprint?

• Embed sustainability in your business 
practices?

• Obtain a sustainability certification?

Website — Services > Sustainability Advisory

The background for the header-
in each of the sub-service pages 
could be a montage using some 
of your brand bubbles and other 
assets – matching the boxes on 
the top level service page.

I think we could do better with 
this section but I’m not exactly 
sure how. Maybe more info 
about how Advisory works in 
this case? Maybe lead with the 
questions/problems rather 
than stating the obvious first?

A clear call to action box at the 
bottom of each page that tells 
the user exactly what they could 
expect next to get the ball rolling 
could help increase your leads

Below this point you could 
actually insert relevant case 
studies, if they show good 
examples of what you’ve done 
for other people in this 
category?

I don’t think you need images 
with any of these IF it’s possible 
to arrange in a way that clearly 
shows these as seperate 
solutions, like this? 

These actually sound a lot like 
seperate services within a 
service. I wonder if they’d be 
better displayed as seperate 
services... on the service page, 
or not?

12.
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Book and advisory session

Sustainable procurement 
and supply chain risk man-
agement for international 
development projects

Context: A corporate start-up providing procure-
ment and supply chain services to donor-funded 
international aid programmes across Sub-Saharan 
Africa and Asia. 

Service: Design and implementation of structured 
project management and procurement practices 
for the portfolio. Integration of robust supplier and 
partner due diligence, Modern Slavery Act 
compliance programme, and alignment of 
procurement operations with SA8000 and 
ISO20400 Sustainable Procurement principles. 

Benefits: By driving greater cross-functional 
collaboration, new contracting and commercial 
models and reporting mechanisms, the business 
saw financial and operational efficiencies, as well 
as a reduction in post-contract disputes and issues.

Impact fund commissioning Context: Supporting large scale Trade & Invest-
ment Advocacy and Infrastructure development 
programmes across Sub-Saharan Africa and South 
Asia with procurement transformation aiding their 
technical and operational requirements. 

Service: Procurement training and coaching to 
support the roll out of the redesigned procurement 
and market engagement process. 

Benefits: A greater focus on impact and outcomes 
helped encourage service providers to deliver 
better value for money. New process led to a 
greater market response from a wider pool of 
suppliers with and improved quality of proposals 
and reduced negotiation timeline.

Circular procurement to 
mitigate e-waste

Context: A development Fund looking to invest in 
off-grid energy projects in East Africa 

Service: Support with designing the procurement 
tenders and evaluation so that circularity principles 
are addressed and waste-related risks are mitigat-
ed. 

Benefits: By front-loading the requirements and 
expectations around waste management practices 
expected at the end of life (with a 15-20 years lag), 
the potential waste management and disposal 
issues can be mitigated, whilst industry level 
awareness and solutions can be catalysed to 
support infrastructure and systems change.

Procurement capability 
building in public sector

Context: Capacity building initiative to enable the 
Peruvian Forensics Police to strengthen capabili-
ties, effectiveness and impact 

Service: A tailored training programme for the 
Peruvian Forensics Police team on Public Procure-
ment practices with a particular focus on govern-
ance and transparency. 

Benefits: Empowering the team to drive change in 
procurement and supplier management practices 
to optimise value with limited resources.

Client: Name of Company

Client: Name of Company

Client: Name of Company

Client: Name of Company

We support organisational 
procurement and supply 
chain management 
throughout the lifecycle in 
order to:
• Design and refresh procurement policies, 
processes and tools to better manage risks and 
embed sustainability (and circularity) into the 
procurement process;

• Develop sustainable and circular procurement 
strategies in order to leverage the buying power to 
scale positive impact;

• Drive supply chain diversity and development.

Past Projects.

Procurement is a critical function that can be a driver for 
effective, impactful and sustainable business and unlock the 

power for purchasing to be a force for good.

Lorem ipsum dolor sit amet, consectetur 
adipiscing elit. Donec commodo lorem a 
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Are you looking to:

• Embed sustainability and circularity in your 
purchasing decisions and practices?

• Leverage your buying power to scale your 
positive impact?

• Enhance your chances in successfully bidding 
for government tenders?

Website — Services > Procurement Advisory

I know this should read 
‘Sustainable Procurement 
Advisor’ but it seemed a bit 
confusing to me since you have 
another service labelled 
‘Sustainability Advisor’ so to me 
it seems like they are one in the 
same thing, unless they’re not. 
Since the word ‘sustainable’ is 
used in the sub-heading and 
multiple times in the copy, does it 
need to be mentioned in the??

I have switched the columns 
around here merely because I 
could not decide which way 
around made more sense, 
compared with the previous 
page – sustainable advisor.

This may not even be the best 
layout. I’m just running out of 
time to think of other solutions 
i’m affraid..

Some ideas (questions) that 
might indicate other info you 
could communicate here to 
make your offering clearer:

• How does having an advisor or 
advisory typically work? (I’ve 
never worked with one before).

• How is working with you 
different or better than working 
with a bigger company or any 
other advisor? 

• Can I call you any time or do you 
work within a set number of 
hours per week/month/year? 

• Are you contracted for a certain 
number of days? 

• Is there a common process you 
use that would make me under-
stand how working with you for 
procurement could look like?

• Do you need to come to us or 
do you work remotely? 

• How much time do you spend 
with us in the office?

• What do I get at the end of it? 
Tangible documents? Press 
releases? 

• What do I (the customer) get?

13.
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Book a Workshop

Introduction to Public 
Sector Procurement

Topics covered: 

• Introduction to the UK public 
sector procurement

• The concept of procurement and 
tender procedures

• What to expect 

• Tender procedures and processes

Improving your bid score 
- tips on bid writing

Topics covered: 

• Understanding the buyer

• Preparation for tender

• Understanding the evaluation 
criteria

• Answering tender questions

We believe in the value of the diverse supply chains 
and sustainable procurement. Navigating public 
sector procurement process and tenders can often 
be challenging and sometimes put off smaller 
organisations from participation. On the other hand, 
the local and central government authorities do not 
only seek new ideas and new suppliers, but have 
made commitments to encouraging small and 
medium enterprises (SMEs) to bid for opportunities 
appreciating the important contribution they can 
offer, and the positive impact that a diverse supply 
chain can have on the communities and challenges 
they face. 

Services cover training workshops and tailored 
advice for organisations looking to bid for public 
sector tenders. Bemari brings insights from public 
procurement practitioners to deliver practical 
advice, insights and real-life examples that can help 
your organisation improve your bids.

Helping you bid better

If you are a small, medium 
enterprise, or a social enter-
prise interested in working with 
public sector, we can help.
We offer a buyer perspective, leveraging practical 
experience from procurement processes with public 
sector tenders. 

Training Workshops.

Lorem ipsum dolor sit amet, consectetur 
adipiscing elit. Donec commodo lorem a 
nibh pretium elementum.
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Book Book Book

Marina – Are these all in one programme or are these 3 seperate training programmes/workshops??

Sustainable Procure-
ment & Social Value

Topics covered: 

• Sustainable procurement and 
Social Value

• Delivering “Added Value”

• Corporate Social responsibility 

• Communicating your impact

WORKSHOP 1 WORKSHOP 2 WORKSHOP 3

We empower SMEs to bring value and innovation to the public sector, as well as help buying authorities drive 
better social value and positive environmental impact through their procurement activities.

SME Supplier Development.
Expert training, support and information to help you win work 

and grow your business. 

Website — Services > SME Supplier Development

I cut this sentence out of the 
following paragraph, and 
removed the words ‘we offer’ 
(which incidentally was used 
twice in same para). In this case 
we get to the point of what you 
offer immeditaly using a power 
word. No beating around the 
bush. 

“If you are a small, medium 
enterprise, or a social enterprise 
interested in working with public 
sector, we can help. We offer 
expert training, support and 
information to help you win work 
and grow your business. We 
offer a buyer perspective, 
leveraging practical experience 
from procurement processes 
with public sector tenders. ”

This may be completely wrong 
but it wasn’t clear to what you 
were offering so I’ve framed 
them as workshops just to see if 
that makes more or less sense to 
you or if it inspires you to make 
more sense of it?

I wouldn’t suggest putting 
booking buttons inside each of 
these boxes because I don’t 
think the functionality is available 
in Squarespace to make this a 
seemless booking process. So 
these are just to show you what it 
sounded like you are offering in a 
visual way.

14.

UX
Layout
Copywriting
Information Architecture

2021 — BeMari

Client came to me wanting a few 

illustrations and images to improve 

her existing Squarespace website 

but when she heard some of my 

bigger suggestions, she asked me to 

do a full UX review. 

She had some great assets and 

good copy already but it was all just 

in the wrong order. I chanegd the 

page structure for better SEO and 

better UX. Simplified the navigation 

process by swopping headlines 

and creating new ones. Made basic 

layout suggestions and created a 

few assets to boost the design.

Digital



18/29

The concept was 

to create a logo 

using detailed 

illustrated items 

but the client 

(SpudWorks) 

wanted the logo 

to be white and 

pink, to match 

their brands.  

So a simplified  

version was 

created instead. 

2019 — Spud, Sway

Typography
Illustration

Branding
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B&Q — 10 years ago

Client Project: B&Q
I was hired by B&Q directly to work with their 
in hosue UX team and design the first website 
overhaul the company had had, back in 2014. I was 
responsible for bringit it up to date and making sure 
the design was highly easy to navigate and clearly 
worked with their branding. The site has since gone 
through several new iterations since mine.

I was commisioned by B&Q to 

design their first web page, 

years ago. This was the final 

result of work with their in 

house UX team. Since then 

their homepage has constantly 

changed – practically monthly!

UX
Design

Digital
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I designed a concept 

application for the events 

company to help their 

international customers 

connect their thousands of 

“Tribe” members to connect 

in more meaningful and sueful 

way than Facebook & Linked 

in was able to do.

2012 — MindValley, Malaysia

www.tribe.com

Tribe Connect

Catherine Robertson
Reiki Practitioner and 

Intuitive Energy Healer

To build a successful Reiki prac-

tice and fulfil my life purpose as 
a light of love that shines and 

Glasgow, Scotland, UK.

Triffany Linda Leo
xxxxxxxxx

Lorem ipsum dolor sit amet, 
consectetur adipiscing elit. 

Mauris nec euismod mi, non 

Kuala Lumpur

Maria Visanoiu
xxxxxxxxx

Lorem ipsum dolor sit amet, 
consectetur adipiscing elit. 

Mauris nec euismod mi, non 

Kuala Lumpur

Anna Livermore
Fashion Guru

V.MORA is dedicated to help-

ing ensure the success of 

sewn product entrepreneurs. 

We’re your one-stop shop for 

Los Angeles

Monika Lund
Consultant, Coach & Healer

Helping people in transition, 

to guide them on their journey 
of awakening and help estab-

lish processes and tools to get... 

Kuala Lumpur

Rebecca Ambler
xxxxxxxxx

Lorem ipsum dolor sit amet, 
consectetur adipiscing elit. 

Mauris nec euismod mi, non 

Kuala Lumpur / NZ

Hannah Wolf
Project Manager

vamet, consectetur adipiscing 
elit. Mauris nec euismod mi, 
non venenatis ipsum. Donec 

Los Angeles

Shannon Toh
Designer

Lorem ipsum dolor sit amet, 
consectetur adipiscing elit. 

Mauris nec euismod mi, non 

Kuala Lumpur

Graeme Jones
Tech Founder

Lorem ipsum dolor sit amet, 
consectetur adipiscing elit. 

Mauris nec euismod mi, non 

Ottowah, Canada

Brian Vandenberghe
Angel Investor
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consectetur adipiscing elit. 

Mauris nec euismod mi, non 

Belgium

John D. Russell
Photographer

Lorem ipsum dolor sit amet, 
consectetur adipiscing elit. 

Mauris nec euismod mi, non 

Los Angeles

Chris Hexton
Email Marketer

To help businesses market to 
customers as individuals, and 
deliver a message each cus-

tomer actually WANTS to 

Sydney

Filter Search

Hi Rory – Logout?Add Contacts

EVENTS
> Afest Bali (50)

> Afest Thailand (133)

> Starbucks

SKILLS
> Design

> Healing

> Energy

VISION
> Wellbeing (457)

> Sustainability (200)

CURRENT LOCATION
> Kuala Lumpur (23)

> England (30)

> US (150)

> Germany (23)

> Australia (45)

HOME LOCATION
> Kuala Lumpur (23)
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> Germany (2)

> Australia (10)
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— April (11)

— January (30)

> 2013

Search

2013 © CloudedKingdom.  All rights reserved.

www.tribe.com

2013 © CloudedKingdom.  All rights reserved.

Add ContactsTribe Connect

Catherine Robertson
Reiki Healer
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Glasgow, Scotland, UK.

Triffany Linda Leo
xxxxxxxxx
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Mauris nec euismod mi, non 

Kuala Lumpur

Maria Visanoiu
xxxxxxxxx
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Mauris nec euismod mi, non 

Kuala Lumpur

Anna Livermore
Fashion Guru

V.MORA is dedicated to help-
ing ensure the success of 
sewn product entrepreneurs. 
We’re your one-stop shop for 

Los Angeles

Monika Lund
xxxxxxxxx
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xxxxxxxxx
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Kuala Lumpur / NZ

Hannah Wolf
Project Manager
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Los Angeles

Shannon Toh
Designer
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Kuala Lumpur

Graeme Jones
Tech Founder
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Ottowah, Canada
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Angel Investor
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Photographer
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Los Angeles

Chris Hexton
Email Marketer

To help businesses market to 
customers as individuals, and 
deliver a message each cus-
tomer actually WANTS to 

Sydney
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Filter Search

EVENTS

> Afest Bali (50)
> Afest Thailand (133)
> Starbucks

SKILLS

> Design
> Healing
> Energy

VISION

> Wellbeing (457)
> Sustainability (200)

CURRENT LOCATION

> Kuala Lumpur (23)
> England (30)
> US (150)
> Germany (23)
> Australia (45)

HOME LOCATION

> Kuala Lumpur (23)
> England (10)
> Germany (2)
> Australia (10)

DATE CONNECTED
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> 2013

Wishylist – Lorem ipsum dolor sit amet, consectetur adipiscing elit. 
Nunc vitae gravida metus. �t tempor magna augue, sodales 
commodo turpis placerat sed. �ellentes�ue tempor est felis, �uis 

MY VISION
To help millions of people learn more about each other and 
the environment. �mprove the health and relationships of 
family and friends, socially & environmentally. 

MY STORY
Lorem ipsum dolor sit amet, consectetur adipiscing elit. Nunc vitae 
gravida metus. �t tempor magna augue, sodales commodo turpis 
placerat sedtempor est felis, �uis tempor tortor sollicitudin id...

MobyMaps – Lorem ipsum dolor sit amet, consectetur adipiscing elit. 
Nunc vitae gravida metus. �t tempor magna augue, sodales 
commodo turpis placerat sed. �ellentes�ue tempor est felis, �uis 

From Bournemouth, England 
Currently in Kuala Lumpur

MY PROJECTS

Does anyone kno� somebody that kno�s ho� to do something that � 
kno� � do not kno� ho� to do myself�

HELP ME

My Notes  

We met at Afest
Lorem ipsum dolor sit 
amet, consectetur 
adipiscing elit. Nunc 
vitae gravida metus. 

�t tempor magna 
augue, sodales com-
modo turpis placerat 
sed. 

Rory Lawrence
Designer & Social Tech �ounder

 Graphic Design   Web Design   Email Marketing    
 �nnovation   Startups   Mobile Design   �ser Experience Design   
 Corporate Brand Identity   Marketing   Product Design

�dd key�ord�

Web Design
Snowboarding
Polo

Enter keywords...

Your connection
rory

lawrence
awesome attendee

awesomeness
fest

Connect SCAN

Rory Lawrence
Designer / Tech Founder

Graphic Design, Web Design, 
Email Marketing, �nnovation, 
Startups, Business Plans, 

Ro

Rohail Rizvi
A�liate Marketeer

Marketing, Google AdWords, 
Online Marketing, Mobile 
Devices, Web Analytics...

Ahead of the game, with support for cutting edge NFC 
technology (Near Field Communication), an NFC supported 
mobile device would be able to easily scan the business cards 
and lanyards that have NFC technoclogy 
embeded within them, in order to quickly 
instantly connect you with each other 
and all the information you need.

Cutting edge NFC technology at the ready

Personal Project:  
Tribe Connect 
A concept design for a new type  
of networking platform. 

www.tribe.com

Tribe Connect

Catherine Robertson
Reiki Practitioner and 

Intuitive Energy Healer

To build a successful Reiki prac-

tice and fulfil my life purpose as 
a light of love that shines and 

Glasgow, Scotland, UK.

Triffany Linda Leo
xxxxxxxxx
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consectetur adipiscing elit. 

Mauris nec euismod mi, non 
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Ahead of the game, with support for cutting edge NFC 
technology (Near Field Communication), an NFC supported 
mobile device would be able to easily scan the business cards 
and lanyards that have NFC technoclogy 
embeded within them, in order to quickly 
instantly connect you with each other 
and all the information you need.

Cutting edge NFC technology at the ready

Personal Project:  
Tribe Connect 
A concept design for a new type  
of networking platform. 

Digital

UX
Web Design
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The interior designer, Jack 

Canning, wanted a website for 

displaying some of his personal 

projects and his own products 

to sell online.

2018 — Jack Canning

Digital

Web Design
User Experience
+ Branding
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EZISA — 10+ yrs ago

Client Project: EZISA 
Website Design for Wordpress with  
a blog and several content pages.

Client Project: EZISA 
Website Design for Wordpress with  
a blog and several content pages.

Client Project: EZISA 
Website Design for Wordpress with  
a blog and several content pages.

Client Project: EZISA 
Website Design for Wordpress with  
a blog and several content pages.

Digital

This is an old piece I did for a 

a marketing & deisgn agency 

in Winchester. The only reason 

I’m sharing this was for the 

navigationals elements I 

designed. I just loved this style 

of navigation back then. 

Web Design
User Interface
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Yeo Valley — 10+ years ago

Client Project:  
Frost Creative & Yeo Valley 
I was hired by Frost Creative to re-design the old  
Yeo Valley website with a new responsive site.

Client Project:  
Frost Creative & Yeo Valley 
I was hired by Frost Creative to re-design the old  
Yeo Valley website with a new responsive site.

Client Project:  
Frost Creative & Yeo Valley 
I was hired by Frost Creative to re-design the old  
Yeo Valley website with a new responsive site.

Digital

Not particualrly my finest work. 

This was a very rushed job for 

an agency in London called 

BigSpaceship. I did like parts of 

it – the hero headers – but given 

more time I think it could have 

been much better, if time was 

budgeted for UX thinking.

Web Design
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Kabuto Boodles — 10+ years ago

Client Project: Kabuto Noodles 
I was hired by a design agency to produce multiple designs for  
Kabuto’s new website, working with their new brand and product range,  
I was instructed to be inspired by “Jimmy’s Iced Coffee”  
then existing website.

Client Project: Kabuto Noodles 
I was hired by a design agency to produce multiple designs for  
Kabuto’s new website, working with their new brand and product range,  
I was instructed to be inspired by “Jimmy’s Iced Coffee”  
then existing website.

Digital

This was a fun project.  

The client didn’t have many 

assets to work with but were 

open to ideas, so I created 

everything here from scratch, 

bar the logo and the packagin. 

The only thing they said in  

the brief was that they  

wanted a website like  

“Jimmy’s Iced Coffee!”

Web Design
Illustration
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Shorefield — 10+ years ago

Client Project: Shorefield 
I was hired to re-design the outdated Shorefields website, 
with a design that focussed on booking quite literally  
at the centre of it.

Client Project: Shorefield 
I was hired to re-design the outdated Shorefields website, 
with a design that focussed on booking quite literally  
at the centre of it.

Digital

I was commisioned by Shorefields 

marketing agency to re-design their 

website, in 2 days! As usual, my main 

focus was their poor navigation 

and providing their customers with 

a simple yet advanced way to 

book their holidays. So navigation & 

User Interface was my main goal – 

basically everything above the hero 

line (including the drop downs)

Web Design
User Interface
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 COMPETITOR  
ANALYSIS
This report reviews the positon of the creative digital sector in  
Dorset, Bournemouth and Poole in comparison to other centres  
across the UK and internationally. It considers the strengths, 
weaknesses, opportunities and threats – and what this means 
for increasing growth in the Silicon South region.

Authors: Anthony Story and Matt Desmier
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1.0 	
BACKGROUND

IN 2013 THE SILICON SOUTH BOARD 
(SUPPORTED BY THE DORSET LOCAL 
ENTERPRISE PARTNERSHIP) WAS SET UP  
TO HELP STEER THE GROWTH OF 
3500 NEW JOBS IN THE CREATIVE 
DIGITAL SECTOR, BY 2020.
As part of this remit, the board was tasked to undertake several research  
studies which analysed potential areas of development and considered 
their viability to support the creation of jobs in the Silicon South 
region. This feasibility study forms one of those studies. 
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10.3	THE	GROWTH	OF	THE	SECTOR

Positively, this position is already being challenged. Across all LEP 
areas, average growth in the creative industries GVA (from 2008- 2012) 
was 1.2% higher than the avg. growth across all sectors. 
In the DLEP area specifically, GVA7 growth was 

1.1% pa across all sectors (in line with the national 

average); however, the creative industries growth was 

2.5 percentage points above that – at almost 3.7% – 

which is 1.3% higher than the national average.

10.3.1	RECENT	GROWTH
This position looks even better when isolating the two  

most recent years for which data is available (2011-2012). 

The Creative Industries saw a highly impressive increase of 

31.0% with GVA up by £93.2m. This was much higher than 

the UK average of 9.9% growth in creative industries GVA over 

2011-2012 and ranked Dorset seventh out of the 39 LEPs8.

This shows that in recent years the performance of 

the creative sector in the Silicon South region has 

pulled itself out of the bottom half, to deliver a way-

above average contribution to the local economy.

This increase was led by Bournemouth and Poole which 

boasted growth of almost 46%. Growth in the Dorset CC area 

was a healthy 17%, still above the 9.9% UK average. In 2009-

2010, both sub-areas had witnessed a large decline in creative 

industries GVA - with Bournemouth and Poole at -36% and 

Dorset CC at -15%. To some extent this growth is attributable 

to a correction after some turbulent post credit-crunch years; 

however, taking into account the growth in  

 

2010-11 of 7.6% and 2.6% respectively, the figures show a 

reassuring trend which is perfectly placed for future growth. 

Given that figures are not available after 2012, anecdotal 

confidence in the DLEP area suggests that growth is 

continuing and this picture is likely to continue to improve.

It argues that the creative sector is well-placed to deliver 

the DLEP aims of developing jobs and is now one of the 

most strongly positioned sectors to deliver the necessary 

growth, given the right support and conditions. It shows 

that right now is an ideal time for the Silicon South region to 

be developing support strategies. The market is in a strong 

position to take advantage of what is offered and run with it. 

-1.6%

19.3%
18.1% 18.6%

-0.6%

-15.4%

-36.1%

-25.6%

3.9% 2.6%

7.6%
5.0%

9.9%

Annual change in creative 
industries GVA from 2008-09

17.2%

45.6%

31.0%

2008-2009

2009-2010

2010-2011 2011-2012

UK

Dorset CC

Bournemouth & Poole

Dorset LEP

DLEP	Growth	in	GVA	2008-2012
Industry avg = 1.1%
Creative Industry = 3.7%
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15.1	PROMOTION

15.1.1	SILICON	SOUTH	UMBRELLA’	DORSET	PR

THE PROMOTION NEEDS TO PROMOTE THE 
ACHIEVEMENTS OF THE CREATIVE DIGITAL 
SECTOR IN THE SILICON SOUTH REGION. 
It needs to deliver the message – about what makes us creatively great.  
The message should be focused around the area of specialism identified in 
the competitor analysis, namely around cross-sector development. 

IT	SHOULD	SHARE	STORIES	WHICH	
EMERGE	FROM	GROUPS	SUCH	AS	THESE:
•	 Businesses 

•	 Incubators

•	 Accelerators

•	 Universities 

•	 Colleges

•	 Networks 

•	 Investors

•	 Conferences

IT	SHOULD	PRO-ACTIVELY	PROMOTE	
ON-GOING	ACTIVITIES	SUCH	AS	THESE:
•	 Filming in the  

Silicon South region

•	 Festivals

•	 Events

•	 Workshops

•	 Meetups

•	 New contracts awarded in the region

•	 Product launches

•	 Startups and relocations

•	 New initiatives 

•	 New offers

•	 Investment opportunities

THESE	MESSAGES	SHOULD	BE	PROMOTED	
THROUGH	CHANNELS	SUCH	AS:
•	 Social media

•	 PR and press

•	 Attendance and speeches 

at out of region events

•	 Government lobbying

•	 Out-of-region networking

•	 Websites

To achieve this most effectively, these activities should be embraced 

as widely as possible by the stakeholders across the creative digital 

economy in the region. By enabling and encouraging people to embrace 

‘Silicon South’ as a brand which represents all our interests, the impact 

of promotion would be better achieved by ensuring stakeholders position 

themselves, where practical, as part of a much wider dynamic sector. 

This approach should be developed into a detailed marketing strategy 

developed in collaboration with the existing Silicon South programme 

stakeholders and developed into an ‘Ambassadors’ programme.
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4.0		
SECTION	2	–	SIX	RECOMMENDATIONS	FOR	SUCCESS

OUR ANALYSIS AND RECOMMENDATIONS 
FOR DORSET’S FUTURE STRATEGY 
1.	BUILD	A	COMPELLING	UNIFIED	BRAND	FOR	THE	CONURBATION	
AND	DORSET	AREA	THAT	SUPPORTS	A	WORLD	CLASS	
INWARD	INVESTMENT	UNIT	AND	PROGRAMME:

•	 A strong marketing unit that promotes the creative/

digital/tech scene leveraging the cross-sectional 

activity of Fintech, Social/Health/Eco Tech and 

other high tech industries in the region;

•	 A seamless sales strategy and programme to 

efficiently and effectivly convert leads into real 

opportunities and land them in Dorset;

•	 A strong onboarding process and landing 

package for businesses of all sizes and 

reflective of their value to the region.

2.	BUILD	AN	AMAZING	INCUBATION	AND	ACCELERATION	PROGRAMME:

•	 For graduates and post graduates of our strong universities 

– helping to retain the talent within the region;

•	 For the broader digital creative community;

•	 To attract entrepreneurs from the UK and internationally;

•	 To help existing Dorset businesses manage the  

digital transformation;

•	 Bring creative digital and other sectors together to explore 

opportunities in applied digital and shape future strategies.

3.	BUILD	ON	OUR	WORLD	CLASS	VFX	REPUTATION

•	 By promoting the reputation of the 

universities, graduates and alumni;

•	 Building on activities that give us global reach such as BFX;

•	 Building a cluster of businesses (through the 

incubation / acceleration) to move traditional VFX 

skills into new sectors that are strong in Dorset.

4.	BUILD	A	SMALLER	SCALE	TV/COMMERCIAL	STUDIO

There is market demand for such a facility. It is a key 

component in the overall mix of infrastructure that 

we need. This will likely happen through commercial 

initiatives over the next twelve to twenty-four 

months. We should assist and enable this to happen 

through the inward investment programme.

5.	ESTABLISH	A	FILM	STUDIO

We have most of the ingredients 

necessary to create a film studio:

•	 Existing evocative filming locations to complement a studio;

•	 Appropriate development sites to house such a project;

•	 Links to London and Hollywood;

•	 Existing world class film and TV schools 

and associated resources;

•	 A world class orchestra.

We need to:

•	 Recruit a commercial operator and 

financially de-risk the project;

•	 We need to ensure there is skilled 

crew to support production;

•	 We need to attract a mass of key players who 

make the film industry happen: the specialist 

accountants, the lawyers, the producers.

6.	WE	MUST	CONTINUE	TO	BUILD	A	COMBINED	APPROACH:

The LEP, the Growth Board,the councils, central government,  

academics and business executives. One shared objective,  

one unified strategy, multiple components and mutual success  

and recognition. We should  

renew our commitments  

to the manifesto.
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4.2	THE	BRAND	

THERE HAS BEEN CONFUSION BETWEEN  
OUR USE OF THE TERM SILICON SOUTH  
AS A DESCRIPTOR OF THE DORSET REGION, 
WHICH HAS BEEN PARTICULARLY SUCCESSFUL 
IN THE U.S. AND WITH UKTI TRADE MISSIONS; 
and that of the SiliconSouth board and operating company 
run by a small group of unpaid consultants. 
We need to separate the regional descriptor with a new name 

for us as development agency operators. At the same time, 

it is clear that our marketing abilities in the area of digital 

should be used by all stakeholders, not to replace individual 

organisations’ existing good work, but to coordinate and 

promote a single SiliconSouth brand and ‘personality’ to the 

rest of the UK and the world. This regional branding will benefit 

all sectors, not just creative digital. As Boeing pointed out 

recently, it helps them to be able to refer that they come from 

Silicon Valley, just as much as it does for Apple or Facebook.

4.3	OUR	AUTHORITY:	

There has been some confusion and occasional mischief 

relating to who we are and what rights we have to 

represent. The signatories of the manifesto were uniquely 

representative of the leadership of Dorset’s drive for growth 

and, indeed, many national and international agencies have 

commented to us on how unusual this collaborative approach 

by our universities, councils, MPs and local businesses is. 

Whilst the authority of this leadership manifesto group is 

unchallengeable, it has not always been transparently passed 

on to us at board and management team level. Does a 

new agency with a core mission to carry out marketing and 

facilitation need authority? We would argue that without the 

transparent backing of the DLEP, our mandate to deliver 3500 

jobs through gluing existing stakeholders together, growing 

businesses and telling the story internationally would be 

severely diluted. This is particularly relevant when we are 

trying to negotiate an approach from a large international 

player who is seeking a guide to the kind of landing packages 

they might be offered by the local stakeholders. We need 

to be confident that we have the authority to represent 

accurately during the early, and usually sensitive enquiries 

from multinationals, whose business language and needs we 

understand better than most. This is not the case at present.

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

4.4	THE	MANIFESTO	TARGETS:	

These were essentially addressing issues around 

competitiveness, capacity, incubation, acceleration and 

specifically film and VFX. It was assumed that the definition 

of creative digital in Dorset was principally about digital 

advertising agencies, film, video, gaming and VFX. Our 

research shows that whilst these are important areas that 

are likely to respond to growth acceleration interventions, 

much bigger opportunities and concurrent challenges 

need to be integrated into a new operational remit.
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4.1	REFLECTING	ON	PRINCIPLES	

REFLECTING ON THE PRINCIPLES THAT 
UNDERPIN OUR REGION’S ABILITY TO NURTURE 
3500 JOBS IN CREATIVE AND APPLIED DIGITAL.
The combined effort and activity across the creative and applied business landscape  
is amazing and gradually we are all turning the vision into a reality. 
But we need to keep our ‘foot on the gas’. This is not the 

time to sit back and think things will continue naturally 

under existing momentum. Our research illustrates that 

the roots are shallow and growth remains fragile. 

Dorset has extraordinary institutions, locations of 

outstanding natural beauty, cutting edge facilities, 

and powerful businesses. From a deep and 

successful tradition of digital creative talent and 

business application, a new innovative SME 

culture that is pioneering across many sectors 

is now emerging…but there is no specialist 

business support to help it grow sustainably.

The original manifesto indicated that the 

SiliconSouth board should set up an organisation 

with minimal overheads, working as research 

agency with some marketing and cross-sector 

facilitation. The belief at the time was that after 

we had completed the feasibility studies, it would 

be clear what kind of organisation was needed and 

where the main energies should then be focused. 

We are now in a position where it can be claimed that there 

is a proven need for a development agency, but the research 

indicates that a realignment of the manifesto is needed 

and clarification as to whether such a body should be part 

of the LEP, an offshoot such as SiliconSouth, within the 

councils or associated with the new combined authority.

Our belief is that for expediency, efficiency,  

expert knowledge and focus, such an agency should 

be independent but reporting to the LEP - the existing 

structure - with some clearer governance, would work 

and help secure our target of 3500 jobs by 2020.

 The key factor in developing the work is to decide in a) 

what areas of growth activity it should lead; b) where it 

would be more effective in facilitating and supporting others; 

and c) how it can integrate more seamlessly with existing 

activities in a way that makes the sum have a greater impact 

on job creation than the parts working in isolation can.

THERE	ARE	A	NUMBER	OF	PRINCIPLES	
THAT	OUR	ORGANISATION	NEEDS	
TO	BE	RECOGNISED	BEFORE	WE	
CAN	MOVE	TO	THE	NEXT	STAGE	
OF	GROWTH	DEVELOPMENT.

NEW		
APPLIED	DIGITAL

CREATIVE		
DIGITAL

INSTITUTION.		
BUSINESS	SUPPORT.

BUSINESS	LOCATIONS.
FACILITIES.
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5.1	GRADUAL	ORGANISATIONAL	DEVELOPMENT

OUR OVERALL INTENTION IS TO NURTURE 
THE GROWTH OF TWO INTERCONNECTED 
BUSINESSES; ALLOWING THEM TO EMERGE 
FROM THE CURRENT OPERATION: 
5.1.1.	A	STRATEGIC	VISION	UNIT	

1.  An enlarged board of the current SiliconSouth 

operation and its industrial ambassadors. This board 

would ensure that two main activities are carried 

out in a way that continues to generate jobs and 

substantially increase international profile: 

2. A marketing and business development support unit 

– a) building awareness and a network nationally and 

internationally selling ‘our’ story;  b) creating a nurturing 

growth programme that delivers new leads to feed into 

the funnel; c) working with our key inward investment 

stakeholders in specific areas of creative and applied 

digital global industries to bring the business and talent 

into the region and help ‘onboard’ them; d) ensuring 

our regional market intelligence remains at the cutting 

edge and managing specific growth modeling projects.

3. A project unit – that acts as a response unit to specific 

strategic requirements of the DLEP e.g. film studio 

development; coordination of large scale national / 

international bids, like the recent Internet of Things DCMS 

bid; assessing the digital creative job growth in ‘Fin Tech’.

5.1.2		AN	INTERNATIONAL	INCUBATOR	AND	ACCELERATOR	

1.  Supporting and securing the rapid growth of  

businesses in the creative and applied digital sectors, 

drawing into the digital ecosystem emerging business 

operators from Dorset, the UK and internationally.

2. The International Centre of Digital Entrepreneurship 

[iCODE] – an international incubator and accelerator 

for the creative and applied digital businesses.

3. An applied digital Dorset business transformation 

advisory service – that supports all Dorset businesses 

as they manage their development of digital applications 

within their existing operational systems.

MAIN PARTNERS:              
DLEP;	ALL	AMBASSADOR		
ORGANISATIONS	AND	PARTNERS

ESTIMATED JOB CREATION:               
2.5	INTERNAL	JOBS

INDUSTRY	
GROUPS

EDUCATION/	
ACADEMIC

LOCAL	
AUTHORITIES

DIGITAL	
BUSINESS

GLOBAL	
ACTIVITIES

NETWORKS	
/	PARTNERS

xx (flames)

Meetdraw

HACKBMTH

IoD

Forestry  
Commission

BT  
Wholsesale

Business South

Silicon Beach

UK Trade &  
Investment

C-Office

Arts Council  
England

RedWeb

Adido

C4L

Bright Blue Day

Bournemouth  
Tourism

Dorset County  
Council

Poole

East Dorset 
District Council

Christchurch 
Borough Council

Weymouth  
College

Arts University  
College

BU

The College

SILICON	SOUTH	&	DORSET	LOCAL	ENTERPRISE	PARTNERSHIP
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9.2	LONDON	PROVIDES	CRITICAL	MASS	FOR	TALENT

The industry in London, meanwhile, does 
not have a significant incentive to relocate. 
London provides critical mass for the industry. 
The freelance economy, and the ebb and flow nature of the 

industry, relies on the migration of staff. People, especially 

those with specific skills, need to be able to migrate from 

one company to another as productions close and new 

ones go live. In order to ensure they secure the best talent, 

the VFX studios are keen to make access straight-forward; 

being located 2.5 hours from London (door-to-door, with 

underground travel, etc.) puts barriers in the way of this.

London provides a single point of entry for new entrants 

and provides reassuring access to a wider world. 

Having established a foot in the industry, frequently an 

individual’s progress is secured through word-of-mouth 

recommendations, as creativity can be hard to assess, and 

reliability harder still. As people need to be brought onto 

set jobs with set deadlines, reducing the risk of recruiting 

new talent can be mitigated by personal recommendations 

from others who have worked with an individual before. 

The more people you know, the better your chances are 

for being referred; but building networks takes time.

This feeds the concept of the ‘Soho’ culture. People believe 

that in order to get on you need to be where the action is. 

This is supported by the fact that, of the creative students in 

the competitor analysis researched, 53% expected to leave 

the LEP area to work, unfortunately. There was not a big 

enough sample from VFX students to segment this further 

with accuracy; however, anecdotally, this is was higher from 

the small number of VFX undergraduates interviewed and 

has been backed up by VFX lecturers. Further conversations 

with people already working in the sector showed a strong 

desire not just to work in the industry but to be a part of it 

as well. Integral to this is access to networking opportunities 

and hanging out with people from beyond your own teams. 

This is essential in terms of knowing what’s going on, 

meeting the right be contacts to be a part of it, and of course, 

just spending time with like-minded people. Without an 

industry of its own, Dorset cannot provide this opportunity.

9.3	REGIONAL	BUSINESSES	ARE	A	MINORITY

Once people have worked in the industry 
for an appreciable number of years, built 
strong personal reputations and gained a 
wide spread of contacts (sometimes spurred 
by parenthood) attitudes can change. 
Quality of life becomes a stronger factor. At this stage such 

individuals might consider building an operation outside of 

London. Outpost VFX15 in Bournemouth is a good example 

of this. The number of companies achieving success in this 

way is small, however. To illustrate this, a search of the 

leading industry reference guide The Knowledge’ reveals 

there are 63 providers of 3D computer generated animation 

in England9. Their locations are divided as follows:

•	 London:   54% 

•	 Home counties: 11%

•	 Major cities:  21%

•	 Regional locations: 14% 

A similar search for visual effects companies identified 46 

companies, many of these were the same companies as 

before which offer multiple services; however, the results 

identified an even stronger London bias, in this case:

•	 London:   69% 

•	 Home counties: 9%

•	 Major cities:  11%

•	 Regional locations: 11% 

These lists are not comprehensive in terms of UK companies, 

but they do highlight the paucity of provision outside the 

major film and TV hubs. These company numbers do not 

reflect the number of employees, of course. In terms 

of jobs, the major employers of scale are each based in 

London, where all of the large companies are based. 

The existence of Outpost in Bournemouth shows that there 

is some potential to attract VFX company leaders looking 

for a lifestyle-influenced location choice and who might 

be tempted by the access to the universities’ graduates. 

However, there is risk in devoting dedicated time in pursuit 

of this as a single sector focus. This aim might better be 

met through the wider recommendations of the competitor 

analysis, to undertake marketing of the region backed up 

by a soft landing package for interested companies.
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7.0		
POTENTIAL	DEMAND

SKILLS SHORTAGES ARE A BARRIER 
TO GROWTH OFTEN MENTIONED BY 
UK VISUAL EFFECTS COMPANIES. 
They undertake significant recruitment overseas to fill gaps in the local talent base. 
In recognition of the need for specialist skills, and the need 

to recruit talent from overseas, 18 visual effects occupations 

have been included in the government’s approved shortage 

occupation list for Tier 2 of the points-based migration system5.

The UK visual effects workforce is highly internationalised 

and relies heavily on overseas recruitment in the absence of 

sufficiently skilled domestic graduates. According to NESTA’s 

talent survey, 30% of all graduates working in UK visual effects 

companies obtained their degrees from overseas institutions. 

This situation is only likely to be exacerbated by the growing 

demand for UK film production, driven by the UK tax breaks6.

The issue however is not one of access to talent. 

During the BFX keynote speech in 2014, Darren 

O’Kelly, MD of the Mill announced they receive 800 

CVs a week from job seekers. The issue in the previous 

paragraph is about finding the best calibre possible. 

As has been previously mentioned, Bournemouth’s students 

score well above the UK average in securing jobs, but the 

VFX companies see them as only one source amongst many 

in an international market. During conversations with MPC, 

it was clear that their focus was equally as firm on attracting 

students from international VFX-related courses and especially 

from France. The international context is put into good 

perspective by one university in China that alone is producing 

2000 graduates a year with skills relevant to the VFX industry.

Nevertheless, given the respect afforded to Bournemouth’s 

graduates and, given this strain on talent recruitment, there 

is some logic behind the idea that VFX companies might 

build operations in the LEP area to build a direct route to the 

talent emerging. This is a model that has been embraced by 

one of the UK’s top four VFX companies Framestore. Is it a 

model that can be replicated and adapted to create jobs?

PLL BRN
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3.0		
OUR	RESEARCH	GUIDELINES

OBJECTIVE: TO INTERROGATE 
THE COMMERCIAL FEASIBILITY OF 
BUILDING A MAJOR FILM STUDIO IN 
DORSET AS A DRAW FOR INWARD 
INVESTMENT AND JOB CREATION. 
Specific research needs: Within the industry there is a perception that 
film studios in the UK are working at or near to full capacity and there 
is a need for more studio space in the UK. This report will:
•	 Explain if this is true or not

•	 Explain what the impetus for studio  

demand looks like

•	 Consider the traditional model and 

the challenges of that model

•	 Consider case studies of what makes success 

and what has led to costly failure

•	 Interrogate the veracity of potential demand 

and the weaknesses in current provision

•	 Estimate the number of jobs that could  

emerge from such an operation in Dorset

•	 Consider if there is a model within these circumstances 

that Dorset might learn from to develop a studio 

concept that has a strong likelihood of succeeding

This report is supported by a large amount of specific 

research data we have collected. This information 

can be accessed through links to Appendices that 

are identified when relevant. For ease of access, 

references are noted at the end of each section.
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5.0		
WHAT	DOES	A	SUCCESSFUL		
STUDIO	MODEL	LOOK	LIKE	IN	2015?

THERE HAVE BEEN A NUMBER OF  
NEW STUDIOS BUILT ACROSS THE  
UK DURING THE PAST TWO DECADES. 
These have achieved varying degrees of success.  
This report has reviewed a range of high-profile and  
lesser known studio developments to assess how  
success has been achieved.
Our research has revealed that the development of a 

successful studio is not a straightforward process, and has 

many challenges to overcome. This report breaks these 

down into two perspectives. Firstly, we look at studio models 

that have failed to generate the revenue needed to achieve 

sustainability. Secondly, and more encouragingly, we look at 

how studios have managed to avoid those pitfalls, and the 

approaches they have adopted to ensure positive outcomes. 

5.1	STUDIO	MODELS	THAT	HAVE	STRUGGLED

It is important to consider some of the pitfalls that have created insurmountable 
difficulties for entities which are no longer trading. This provides the context for illustrate 
the challenges successful operations have had to overcome in order to thrive.
The report considers the history of four studios. A 

full case study for each is described in Appendix 

2. Each example has resulted in the facility falling 

into administration or being sold. They are:

•	 Dragon Studios (Wales) – for sale 20151

•	 South West Studios (Cornwall) – closed 20142

•	 Epic Studios (Norwich) – sold 20143

•	 Wimbledon Studios (London) – administration 20154

In studying these four stories, several common issues 

have emerged that indicate the main hazards that 

underpin the failure of a film studio, namely:. 

•	 Dependence on a single client base

•	 Access to full facilities provision

•	 Remote location

•	 Lack of clarity of purpose

•	 Public sector intervention and financial probity

These shared issues are considered in more depth 

by providing comparisons amongst them that 

highlight the difficulties the studios faced. 
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3.2 ACCELERATORS

THERE ARE AN ESTIMATED  
227 ACCELERATOR PROGRAMMES 
WORLDWIDE, WITH 4286 COMPANIES 
PARTICIPATING IN THEM. 
The report takes a look at some of the most successful programmes 
and what insights can be drawn from the way they are run.

1

LDN DVN STH

 COMPETITOR  
ANALYSIS
This report reviews the positon of the creative digital sector in  
Dorset, Bournemouth and Poole in comparison to other centres  
across the UK and internationally. It considers the strengths, 
weaknesses, opportunities and threats – and what this means 
for increasing growth in the Silicon South region.

Authors: Anthony Story and Matt Desmier

1

 INCUBATOR 
ANALYSIS
This report researches Incubator models internationally 
and in the UK, and considers the opportunity this  
represents for the Silicon South region.

Authors: Anthony Story and Andrew Ko

1

MNC

Authors: Anthony Story and Michael Hancock

LOCAL FILM  
ANALYSIS
This Report looks into the opportunity for growth that would  
be generated by the establishment of a film studio which  
serves the needs of the existing and growing media 
sector in the Silicon South region. 

1

LDN

 MAJOR FILM  
ANALYSIS
This report reviews the impact of establishing a major film  
studio in the Silicon South region, and considers the  
potential benefits and challenges. 

Authors: Anthony Story and Michael Hancock

1

LDN

SFO

 VFX 
ANALYSIS
This report considers if there is opportunity  
for the Silicon South region to capitalise on the 
talent produced in visual effects (VFX) by the 
universities to create jobs in the industry.

Author: Anthony Story

1

This report looks at the case and the options for the establishment 

of an accelerator programme in the Silicon South region.

 ACCELERATOR  
FEASIBILITY STUDY

Authors: Anthony Story and Andrew Ko

Document Covers

JANUARY 2016

Internal Layouts

1 landing page 
7 documents
300 pages
200 illustrations

2021 — Silicon South

I designed the layouts, and 
illustrative style – outsourced 
the illustrations to a dedicated 
illustrator and enlisted some 
programmers to build a secure 
landing page with an opt-in 
email to request to download 
the brochures. The documents 
were mainly available as a PDF 
download, and a handfull were 
printed on beautiful paper for  
the main stakeholders and 
business meetings. 

Print
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“Sometimes we have to fall to pieces, to build ourselves anew”

Kristina M. Matej

52 SHORT
STORIES

ABOUT BEING

HUMAN

The Author, Kristina, had a very 

solid idea of what she wanted 

her cover to look like, so much so 

that she had mocked up her own 

version. All she wanted me to do 

was to make her idea better, and 

artwork it properly. I did propose 

some slightly alternative designs 

(left) which I thought might capture 

customers attention based on 

trending styles in the bookshops, 

but Kristina was adament she 

wanted the cover to be as close to 

her idea as possible. I really liekd my 

alternative covers, hence showing 

them here.

Clients idea & Chosen coverMy proposed alternative concepts (plus atleast 20 other versions)

2018 — Andy Dunn, London

Print

Book Covers
Illustration
Typography
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One of my longest standing direct 

clients. I have evolved a fun brand 

out of nothing over the years, 

producing all kinds of collateral 

every month, from brand assets 

and digital banners, to physical 

brochures, booklets, posters, 

projector slides, signage etc. 

I find this one particularly  

re-warding as I know the team  

well and I know they are making  

a difference in thousands of kids 

lives with their programmes,  

all around the planet. 

2013-2021 — Future Foundations / GSL

YouTube Banner

Website

Instagram Story

GLOBAL GOALS 
COMPETITION 2018/19
 STUDENT AND TEACHER INFORMATION PACK

Searching  
for Inspiration 

3

Everyone has a role to  
play in helping us reach  
the Global Goals by 2030.  
Over the past year students across the world have 
been designing their own projects to contribute 
towards these goals. We have included some examples 
of last years’ competition finalists within this pack 
to inspire you. We also encourage you to explore the 
websites we have included in Section 9 of this pack.

When looking for inspiration,  
start at home
•   What are the needs of your LOCAL community? 
 •  Consider your school, your neighbourhood or your city. 

•   What small action(s) can you undertake to make a large impact? 
 •  Do you want to reduce food waste? 

 •  Improve health and wellbeing through exercise or mindfulness? 

 •  Increase recycling efforts? 

 •  Plant trees in the surrounding areas to improve  air quality? 

 •  Cut down water use within your school, community or home?  

  •  Click here for a list of easy ways to start taking action 

  •   Could your project be getting your whole school to take  
a few small steps!  Together this could create a BIG impact.  

Aged 11-17 years old?  
Passionate about making  
the world a better place?
ENTER THE GSL GLOBAL GOALS  
STUDENT COMPETITION 

FREE 
 TO ENTERYOUR TEAM

To make an alpha channel of  “#THEGlobalGoal”:

1. Edit the text “#THEGLOBAL GOALS” from the 

EDITABLE_TEXT layer.

2. Create an outline of the text. 

3. Select the white box and “#THEGLOBALGOALS” 

then go to path�nder, and apply “Exclude”.

We challenge you to develop and implement a team 
project that helps to achieve the United Nations’ 
Global Goals in your local community and join a global 
movement of socially conscious leaders. You will receive 
expert support and feedback throughout with the chance 
to win a GSL Catalyst Programme for your school.

Register YOUR TEAM AT  
www.globalsocialleaders.com
Design a project  that helps meet the Global Goals. All participants will receive  
a discounted place on the World Summit, a named certificate and a feature  
on the Global Social Leaders website.

GLOBAL GOALS 
COMPETITION
 STUDENT AND TEACHER  
 INFORMATION PACK

2021-2022

 1 Introduction to the Global Goals COMPETITION 
 2 What are the United Nations’ Global Goals
 3 Searching for Inspiration 
 4 Competition Phases & Timeline:
 5 PHASE ONE e Take Action
 6 PHASE TWO e Power Up 
 7 PHASE THREE e Share Your Story
 8 PHASE FOUR e Celebrate the Journey
 9 Useful Resources & Websites
 10 Be Inspired By Other Student Teams
 11 CONTACT US

0

Our VISION is  
a world led  
by a global  

movement of  
socially  

conscious  
leaders

ContENTS

I would like to thank all the participants of the Global Social 
Leaders and extend my warm congratulations to all the young 
people who demonstrated such passion, energy and creativity 
with the aim to contribute to the Sustainable Development Goals 
and help bring about a transformational social change.

I am very proud of today’s socially conscious young people who are 
speaking up and taking action. Achieving the noble goals of saving 
our planet and helping our neighbors around the world  
will require both dreaming big and working hard,  
and I encourage you to please keep it up.

His Excellency Ban Ki-moon
President & Chair of GGGI and the 8th Secretary-General of the UN

A SPECIAL MESSAGE  
FOR ALL PARTICIPANTS

TAKE ACTION 
Register & Get Started POWER UP 

Project Update,  
Report & Feedback

SHARE YOUR STORY
Judging Criteria  
& Final Submission

CELEBRATE  
THE JOURNEY
GSL Festival & Awards

1

3

4

21
Register your team & choose a name!
Get clear about your project idea - research Global 
Goals and develop your idea. Begin taking action.

Assign team roles, set SMART goals and develop  
a project plan including regular team meetings. 

Start working on your Project Update Report  
with support from your supervising teacher. 

We will also be providing useful resources  
through a series of masterclass videos  
released monthly to help guide you.

Submit your final reports for judging! 
We encourage you to submit your reports to  
us from 1st April and advise early submission  
if you have important exams to prepare for.  
Please see Section 8 for judging criteria.

Deadline: 1st MAY

Submit your reports to us for feedback! 
This year, we will be inviting teams to submit their 
Project Update Reports within a dedicated period:  
4th-31st January 2022.

Unfortunately, we will be unable to give bespoke 
feedback to teams submitting after this deadline.

We encourage you to work closely with your 
teacher and regularly review your Project Update 
Report before submitting it to us for feedback.

Be part of the GSL movement and join the  
conversation by following #gslgoals on social 
media – here (www.globalsocialleaders.com/gsl-
goals) Share your project journey and inspire other 
teams around the world by submitting  
a blog to be featured on the GSL website  
(www.globalsocialleaders.com/ggblogs).

Deadline: 31st January

Join us in June for an amazing event  
and celebrations!
We look forward to all our wonderful teams joining  
us at the annual GSL Festival in June where you can  
meet and hear from other students who have taken  
part in the competition. We will also have some  
fantastic guest speakers.

The winning team and finalists will be announced  
during the GSL Festival.

Certificates of Participation as well as Commendation 
Awards will be given out to Teams and Teachers.

 2019 UK Standout Award

4

ONE
PHASE

THREE
PHASE

TWO
PHASE

Competition  
Phases & Timeline

Announcement  
of winner: 

AT THE  
FESTIVAL

FOUR
PHASE

Upload your submissions to be eligible  
for recognition, prizes and a certificate.

Your team is expected to submit the following: 

Written Report
Maximum 1000 words

Digital Submission
Maximum 3 mins long

SHARE YOUR STORY
Judging Criteria & Final Submission Form

Judging Criteria 
1. The team’s learning and knowledge gained 

a)  Share the learning they have had in their  
team and skills developed

b)  Demonstrate knowledge gained of their 
community by their team

c) Understanding of the SDGs

2. The impact on others and the community 

a)  Measure and demonstrate the impact  
made by the team’s project on the SDG(s)  
you have selected

b)  Number of students, people and  
organisation(s) involved or impacted

c)  Number of students and hours spent  
working on the project

3. Special recognition 

a)  Involving other people  and partners  
in your projects

b) Created a project that is sustainable

FINAL Submission form

You must complete the online submission 
form at the following website: 

www.globalsocialleaders.com/ggcompetition

•  When completing this form, please ensure 
that all team members’ names are CLEARLY 
WRITTEN. Only students named in the final 
project submission will receive a certificate.   

•  Digital submissions should be made via  
Youtube, Vimeo, PowerPoint or Prezi, please 
contact us directly if this is not possible for you.  

•  For Prezi sharing you may need to make us an 
editor to share it. Please use: social.leaders@
future-foundations.co.uk.  If you are embedding 
a video, please also share this with us as  
a separate file.    

A guide to making the most of your final  
submission can be found by clicking  
here: www.globalsocialleaders.com/
ggfinalsubmission

If you have any questions regarding the submission 
process, please email: social.leaders@future-
foundations.co.uk.  We look forward to receiving 
your final project submission! 

Your report and digital submission should be a team effort and should clearly  
outline how your team’s project has met the Judging Criteria.  

37 THREE
PHASE

+

SUMMER CATALYST

PHASE 1
5 Day Catalyst Course

TIMELINE

THE PROGRAMME

PHASE 2
challengeS

PHASE 3
CELEBRATE & COMPETITION

HOW TO JOIN

CONTACT US

DURATION
A 5-day live course (part time 3 hours per 
day delivered in the mornings on week 
days) followed by the option to complete 
independent challenges in your own time, 
with scheduled times to access support.

DATES
The one-week (5 days) live course has three 
options available – you will have chosen 
your week during registration:

• 27th-31st July

• 3rd-7th August

• 10th-14th August

We will confirm with you which week you 
have been offered a place. 

CHALLENGES
After taking part in the ‘one-week’ live 
course you will be supported to complete  
independent challenges, with live support 
from the GSL team.  

We will provide a schedule of when you can 
access support and additional sessions.

You will be able to complete the challenges 
in your own time.

An online programme that will change your summer.
You will be inspired, challenged and welcomed into a global movement.

Welcome to our fully funded 5 day Online Programme, 
followed by Challenges, Celebration and a Global Competition.

This timetable will be run live on Zoom on the following dates:

• 27th to 31st July
• 3rd to 7th August
• 10th to 14th August

This is a draft timetable and is subject to change.  The start, breaks and finish time are fixed.

The latest version of the timetable will be published on our welcome page - www.globalsocialleaders.com/gsl-catalyst-welcome-pack

Phase 2 support:

• We will provide support at the scheduled times in the timetable below

• We encourage you to join for our welcome and closing session as
a minimum (if you are unable to attend these sessions will be recorded
and shared with you)

• Each Wednesday we will have a Wellbeing workshop led live by
one of our facilitators

• Each day join us for a tea-break (bring your own!) and chat with our
team and ask live any questions to the GSL team

• You can choose how many challenges you want to complete.
We encourage students to complete at least one. Some will choose
to do one per week. Others will complete more than one in a week.

• It’s your choice, we have provided a framework so you pick what
challenges and support you need

Choose to take part in challenges over the summer in your own time.  

We will offer this support during the following dates:

• 3rd to 7th August

• 10th to 14th August

• 17th to 21st August

This phase (Phase 2) will officially end on Friday 21st August, however we 
will give access to all content and you will have until 31st August to complete 
challenges and complete our end of programme report. This is required to 
graduate and receive your certificates of completion.

@HOME

• Our graduation will take place online – on Tuesday,
15 September 2020 from 6pm to 7pm.

• We will celebrate the end of this programme and we will share
details on how to get involved in our GSL Global Goals competition
(free to participate) – www.globalsocialleaders.com/ggcompetition

This day will also be the opening of the 75th session of the United 
Nations General Assembly (UNGA 75).

On this day, you will receive your named e-certificates – for completion 
of the 5-day GSL Catalyst Course and for the challenges you complete*.

Before the live programme sessions start we will share with you private 
links so that you can log on to the Zoom platform.

We will be adding to the welcome page further details and announcements 
on our guest speakers, and challenge partners…

You will not be able to join without your parents signing the Parent Consent 
Form  and you need to have read our Code of Conduct before signing the 
Code of Conduct Agreement, to keep you safe online. These forms will have 
been sent to the email address you provided in your registration form.

Follow us on social media to be inspired by the GSL 
projects around the world, receive daily updates and 
inspirational posts on your timeline!

social.leaders@future-foundations.co.uk

SAVE THE DATE —15TH SEPTEMBER 2020  FROM 18:00 to 19:00

*Evidence of completion will be required by Monday 31st August 2020

PHASE 1 PHASE 2 PHASE 3
CATALYST CHALLENGES CELEBRATE

5 DAYS OF LIVE SESSIONS
15 hours of live, interactive learning 
in one of 3 weeks that suits you.

Monday to Friday 9.45 to 12.45.

15 hours of live, interactive learning in one week that suits you.
Monday to Friday 9:45 to 12:45

INDEPENDENT CHALLENGES CELEBRATION & COMPETITION
Choose to take part in independent 
challenges over the summer in 
your own time.

We will celebrate your achievements 
this summer and you will receive a 
certificate for completing the Catalyst 
Course and one certificate for each 
challenge completed. You will be invited 
to take part in our GSL Global Goals 
2020-21 competition.

DAY 1 – MONDAY

10.15-10.45

11:15-11:45

12:00-12:30

DAY 2 – TUESDAY DAY 3 – WEDNESDAY DAY 4 – THURSDAY DAY 5 – FRIDAY

INTRODUCTION (LIVE)

Q&A (LIVE) Q&A (LIVE)

INSPIRING SPEAKERS
(LIVE)

Q&A (LIVE) Q&A (LIVE)

INDEPENDENT 
LEARNING

INDEPENDENT 
LEARNING

INDEPENDENT 
LEARNING

INDEPENDENT 
LEARNING

CELEBRATE & 
CONNECT (LIVE)

INDEPENDENT 
LEARNING

INDEPENDENT 
LEARNING

INDEPENDENT 
LEARNING

WELLBEING
WORKSHOP (LIVE)

DAY 1 – MONDAY

9:45 – WELCOME TALK Leadership Foundations The Need for Change Good to Great Plan to Action Commiting to Action

10:00

11:00

12:00

DAY 2 – TUESDAY DAY 3 – WEDNESDAY DAY 4 – THURSDAY DAY 5 – FRIDAY

12:45 – CLOSE

10:45 – BREAK (OFFLINE)

11:45 – BREAK (OFFLINE)

Introduction to the 
GSL movement

Guest Speaker 1 Guest Speaker 2 Guest Speaker 3 Guest Speaker 4 Guest Speaker 5

What leadership 
means to you?

The Current Scenario 
– Hope

Passion for Change Introduction to the 
Global Goals competition

Closing talk & next steps

The Current Scenario 
– Challenge

Wellbeing Workshop People, Planet & Place 30 Day Challenge

Congratulations, you have secured a place on the

Graduation on 
15th September

July 27th-31st, Aug 3rd-7th,
or Aug 10th-14th

Between 31st July 
and 31st Aug

For your most up to date information, please visit: www.globalsocialleaders.com/gsl-catalyst-welcome-pack

REMINDER
Please make sure you have read the Code of Conduct.

Click here to launch our Chat 
www.globalsocialleaders.com/join-2/instantchat

FOLLOW US

www.globalsocialleaders.com/gsl-catalyst-welcome-pack

For the most up to date information on the programme, please visit: 

Read the Code of Conduct here

FREE 
 TO ENTERYOUR TEAM

Register YOUR TEAM AT  
www.globalsocialleaders.com
All participants will receive a discounted place on the World Summit,  
a named certificate and a feature on the Global Social Leaders website.

848

86 6000

802,088

833,077

teams

countries

hours spent

people impacted by 
social action projects  
(directly and 
indirectly)

students 
engaged in social 
action projects

Aged 11-17 years old?  
JOIN A GLOBAL MOVEMENT OF 
SOCIALLY CONSCIOUS LEADERS
ENTER THE GSL GLOBAL GOALS  
STUDENT COMPETITION 

We challenge you to develop and implement a team 
project that helps to achieve the United Nations Global 
Goals in your local community and become a leader of 
positive social change. You will receive expert support 
and feedback throughout, with the chance to win exciting 
prizes and recognition for your achievements. 
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INSTAGRAM STORY LINKEDIN COVER

TWITTER COVER

FACEBOOK COVER

INSTAGRAM POST

TWITTER POST

This image has been designed to suit mobile and 
desktop at the same time. As you will notice from 
the following pages, facebook crops and positions 
the same image differently on different devices. 
hence the bottom section is only visible on Mobile.

IMPORTANT
When you upload the image it must be manually 
positioned to make sure the top of this image is 
vertically aligned.Normal post

This image is  
for the stories.  
It would be 
more engaging 
in stories if it 
was animated! 

Twitter crops the 
image in the feed 
with rounded 
corners. 

This part of the image is 
only visible on mobile

I have also designed a slightly 
different version of the logo 

purely for Social Media as the 
master logo isn’t very legible 

– see in following visuals. 

ASSETS
SUPPLIED
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Print

Artwork
Design
Illustration
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Clients

Unilever / Percil

Amazon

John Lewis 

Fender Gibson

Mizuno

B&Q

EON

McCarthy & Stone

Alfred McAlpine Homes

George Wimpey

Alfred Homes

Antler Homes

Tuakana Construction

Westquay Shopping Center

Oracle Shopping Center

Silicon South

Jimmy’s Iced Coffee

Salalah Beach Resort

Tuakana Construction

Argo Construction

SLSL Construction

Limited Space

The list goes on...

BBD

DDB

TBWA/CHIAT/DAY

BigSpaceship

Thinking Juice

SideShow 

Mad River

BrightBlueDay

Lawton 

Nuko

Remarkable Group

SocialYou

British Software

SonicIQ

Lawton

FiveByFive

CHS

Hot Croc

RedHanded

A Thousand Monkeys

Frost Creative

Aylesworth Fleming

and on...

BUSINESS INTERESTS BRANDS AGENCIES

Architecture
Construction
Engineering
Atomic Engineering
Equestrian
Retail
Fashion
Ecommerce
Education
Public Speakers
Personal Brands
Big Business
Startup Tech
Social Networking
Hi-Tech
Health & AI

Lets Talk...
rory@waymoby.co.uk
07923 126456


