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18%

OF WOMEN
IN URBAN

AREAS IN INDIA

52%

of the women
OF REPRODUCTIVE
AGE IN INDIA
don’t know anything

about menstruation
(Krishna, 2017)

10th of Febru

|

48%

IN RURAL AREAS
USE MENSTRUAL
HYGIENE PRODUCTS
(NFHS, 2015)

If all women in India
used menstrual
hygiene products
THIS WOULD GENERATE

580,000 tons

IN RURAL AREAS
of waste every year

(Dsara, 2014)
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EXPRESSO

Telecom brand part of
Sudatel in Africa and the
Middle East. The client
simply said, ‘I like the
colour brown’.










WALL'S HEARTBRAND
GUIDELINES

Unilever-owned Heartbrand
briefed the team at FutureBrand
with 33 different brand
architecture and packaging
issues to be adressed. The brand
is sold in more than
50 countries.
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Ingredient hearts, ingredient
splashes, secondary colours,
photography, illustration

and hand-writing.

Love Chocolate.

WALES” FRISKO"

ABC ABC

Clarendon Bold FS Lola Medium
Headlines Highlights and titles within body copy

o ALGIDA" KIBON® HB*

ESKIMO- SRR ST Mike: Lusser

ABC ABC

Clarendon Light FS Lola Light
Subtitles Body copy

\ 74)(@{ el mumits

Corporate logo, primary colours
and typography.




| 3.01 | Brand identity Heartbrand Guidelines Interim ‘ 3.29 ‘ Ingredient Hearts Heartbrand Guidelines Interim

Backgrounds

= @ Love Milk.

@ @ @ @ @ @ svw Freuit OVE polate Love Milk. Love Fruit.
WALL'S OLA FRISKO LANGNESE" BRESLER® STRAUSS'
ALGIDA KIBON® TioRrICO GB GLACE STREETS

colour palette which are as follows:

’.@' ’ Love Milk. Love Chocolate.

This always appears on

Love Chocolate. Pantone 2905 C or C:45 M:1 Y:0 K:0.

Love Fruit.

Always appears on Pantone 370 C
or C:66 M:1Y:100 K:25.

Love Chocolate.

8

Love Fruit Always appears on Pantone 7506 C
or C:0 M:7 Y:23 K:1. !
Love Fruit. Love Chocolate.
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Headline Font

Clarendon is our primary
typeface and is used for all
headlines and brand positioning
statements

Clarendon Bold
Clarendon Light ™~

Subtitles
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Feature Font [
Deindustrialised Clarendon o
is used for special feature ;
headlines.
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artificial colours
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‘ 5.03 ‘Colour

Primary Colours

Our primary colour palette, designed
to support our corporate berry red
helps us to communicate our love of
ingredients. The corporate berry red
plays a supporting role when used
in conjunction with the primary
colours.

Corporate Berry Red

Pantone 032c should always be
used on communications that
provide the point of first contact
with the Heartbrand e.g. P.0.S, shop
signage, front covers etc.

White

White is important in keeping our
brand fresh and makes our other
colours look even more delicious.

+ Primary colours are used at
first point of contact

* Red is used to get brand
recognition

‘ Heartbrand Guidelines Interim

use of red

o
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communication

PMS®032 ¢ WHITE
co Mi1 Y21 K6
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iy blue
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water PMS>2905 ¢ 66 M1 Y100
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identification (high recognition
P.0.S, visibility items, signage)
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B34
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Secondary Colours

Our secondary colour palette is
designed to support the primary
palette and help us own the natural
and wholesome colour territory.
The colours were derived from the
food world and influenced by milk,
fruit and chocolate. The main role
of the secondary colour palette is
to create variety inside applications
e.g. brochures, PowerPoint
presentations, annual reports etc.
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couat blue
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PMS®157 ¢
CO M45 Y71 KO
R233 G153 B74

PMS®9060 ¢
C4 M4 Y8 Ko
R242 G239 B230

PMS®4645 ¢
C11 M51 Y63 K31
R174 G125 B9l

PMS®9400 ¢
Ci4 M5 Y5 KO
R216 G226 B231
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Highlight Colours

We use these stronger highlight
colours to obtain greater contrast
against our secondary colour
palette. We only ever use them in
small quantities where greater stand
out is required.

aranqel

Colour‘ 5.04 ‘

+ Secondary colours are used
at second point of contact

+ Creates variety inside
brochures and documents

PMS®202 ¢
©10 M100 Y61 K50
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PMS*®209 ¢
C21 M97 Y35 Ke1
R110 G39 Bet
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orchard green <«

dark béxcbm}/

« Highlight colours are used
for keylines, headlines
and graphs only
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PERSONAL
— LIFT ME UP, ABC

A to Z, describing a

person’s character with
positivity, using visual
alphabetic clues.







LIFT ME UP ABC—HAPPY
RHYMING FOR YOU & ME

Picture book and illustrated
non-fiction for children




BODKINS

Fermented food and juice
start-up based in Farnham.
Promotional juice posters
and one ‘guide-to-gut-
health’ poster.







GSMA

The GSMA is a global
organisation unifying the
mobile ecosystem. Thier vision
is to unlock the full power of
connectivity so that people,

industry and society thrive.







CARNABY
LASER CLINIC

Start-up beauty clinic
providing laser and
aesthetics treatments.










AMERICAN TOBACCO
NEO BOGOTA

New generation products

for Glo, releasing two
flavour capsules for
an intense experience.







BAMM

Identity for a London
based brand
journalist company.
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SHELL

Consumer insight

micro site for Shell’s
marketing team.
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PERSONAL
— FLAG PROJECT

Celebrating all the

nationalities living and
working together,
through illustrative
representations
of 30 flags.







DOMGENPLUS

DOMESTIC
& GENERAL

Identity rebrand — Show
how 50 years have brought
them great creativity,
dependability and
expertise.




Old logo

Logo and name exploration

Sl

WARRANTY GROUP
DOMGENPLUS DOMGENPLUS

WARRANTY GROUP D&G SERVICES



Route 1 — excellence

Welcome to
Domgen
Warranty Group

How can we help you?

Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Nam tincidunt, nisl sodales
blandit tempus, enim neque adipiscing
turpis, porta accumsan ipsum metus

nec est. Fusce euismod vulputate tortor
nec porta. Sed ut sem eget neque luctus

T 08444810 104 | T 08444810 104

DG

WARRANTY GROUP.

Sales Manager | Jonathan Smith

jsmith@dgwg.com | www.dgwg.com

Leicester House

WARRANTY GROUP

DG Warranty Group

17 Leicester Street | Bedworth | Warwickshire | Cv12 8Jp




Route 2 — power to deliver

WELCOME TO EDGE
WARRANTY GROUP

EDGE Warranty Group




Route 3 — expect more

*k

D&G SERVICES

How can we help you?

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Nam tincidunt, nisl sodales blandit
tempus, enim neque adipiscing turpis, porta accumsan ipsum metus nec est. Fusce euismod
vulputate tortor nec porta. Sed ut sem eget neque luctus adipiscing at et nisi.

*5YEAR *10 YEAR

WARRANTIES WARRANTIES

*k

D&G SERVICES

Jonathan Smith

Better by smiles



Route 4 — the extra mile

DOMGENPLUS

HOW CAN WE HELP YOU?

DOMGENPLUS

Leicester House

17 Leicester Street
DOMGENPLUS Bedworth

Warwickshire CV12 8JP

T 08444 810 104

F 08444 810 104

Sales Manager jsmith@domgenplus.com
JONATHAN SMITH

DOMGENPLUS




SPRITE SQUAD
LANDING PAGE

Black community

engagement
programme. An invite
and briefing site.
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CREATOR
ACCELERATOR
PROGRAM

ocial Media Handle

Tell us about your art

APPLY NOW

ARE YOU A HIP-HOP CREATOR?
WE WANT TO PARTNER WITH YOU

THIS COMMUNITY IS FOR
YOUIF YOU:

HERE YOU WILL:

Collaborate with one of the world's Are 18-24 years old
most

T ERNES- S Live in Atlanta, New York City, Los

Receive mentorship from the Angeles, or Miami

Sprite brand team. Sprite willinclude

2experiences that could include:
orship or workshops.

Are at the forefront of creating and
influencing culture

. Use TikTok to express your passions.
ur perspective to inform the e e

brands creative campaigns, and get

paid for it jour passions through music

Version 1 Version 2

MONDAYS
MONDAYS
MONDAYS

CREATOR MONDAYS
ACCELERATOR MONDAYS.

PROGRAM 4

MONDAYS

SO, HOW WILL IT WORK?

~
“ APPLYTO JOIN OUR ”

CREATOR
ACCELERATOR
PROGRAM

Name

foreand APPLY Now

contribute o the world of emerging cultures in music, fashion, art, and beyond.

https://bammglobal.com/

ARE YOU A HIP-HOP CREATOR?

WE WANT TO PARTNER WITH YOU

ARE YOU A CUTTING-EDGE HIP-HOP CREATOR?
We want to amplify your voice

HERE YOU WILL THIS COMMUNITY IS FOR
YOUIF YOU:

HOW CAN | ACCESS THE COMMUNITY?

The discussions will take place on our platform,
called Recollective. After you are invited to

the community, you will receive access to the
platform via email,

WHAT HAPPENS AFTER | ENTER MY
INFORMATION?

We will send you a 5-10 minute survey and if
you are selected, we will be in contact with more
information and next steps.

you will: This community s for you an appreciation for
if you are: ur participation:
ithofthe workds.
+ Receivo brand mentorship from one of + ook o + Youwilreceivo both financia e
o teom; compensation and credtive and ot he
o ke-minded L

inusiast Ave atthe forefront of Hip Hop culure

+ Youwibe gifted  financialeward n
© igni-and get

+ Contrbute 1o one of the workd's most nfor monthly contibution St /L peri Use TiTok to exp
oxciting brand campaigns - Spie topaid paidorit - "

HOW OFTEN DO | NEED TO POST THERE?

You will post your responses weekly and get
to see and interact with other panel member's
responses.

. B uroplnion and got pid for .

WHAT DOES THE SELECTION PROCESS
LOOK LIKE?

If you qualify, we will call to confirm your interest
and information. You will then submit a 1-2 min
pitch for why the Sprite team should choose
you. If ll goes well, you will join the community
shortly after.

toindustry expert
ontof Hip merging creators ke
ors old and v i Ne

e o + Youwlluso this community o nteract
with each other or d
anyof

HOW CAN | GET INVOLVED IN
ADDITIONAL PROJECTS?

For the most active participants, there will be
additional activities throughout the year that
willinclude paid opportunities on this platform,
interviews, and in-person activations.

So, how will it work?

MONDAYS
MONDAYS

MONDAYS
MONDAYS
g MONDAYS
e MONDAYS
. MONDAYS’

AMAAMMAAVe

SO, HOW WILL IT WORK?
MONDAYS
MONDAYS

HOW IS SPRITE GOING TO HELP ME
TO BECOME A BETTER CREATOR?

Sprite will provide access to industry experts,
and support for emerging creators,

https://bammglobal.com/
https://bammglobal.com/

WHAT HAPPENS AFTER | ENTER MY
INFORMATION?

You will be sent alink to sign up for the recruiting
platform User Interviews. We wil send you a 5-10
minute survey and if approved, we will be
in contact with more information and next steps.

HOW DOES THE APPROVAL PROCESS
LOOK LIKE?

After completing the
qualify. I you qualify
interest and information. You wi

2 minute video sharing more on your creative
passions and explaining why Sprite should
choose you. Sprite will then choo:
finalists and decide who will be invited to join the
community.

HOW CAN I ACCESS THE COMMUNITY?
‘The discussions will take place on our platform,
called Recollective. After you are invited to
the community, you willreceive ac
platform via emai

HOW OFTEN DO | NEED TO POST THERE?
You will post your respons Kly and get

to see and interact with other panel member's
responses.

HOW CAN | GET INVOLVED IN
ADDITIONAL PROJECTS?

‘There will be additional activities throughout
the ivities on this
platform, interviews, in person activations.

HOW IS SPRITE GOING TO HELP ME TO
BECOME A BETTER CREATOR?
From the online platform, Sprite will showcase
community member's creations and you will
have other creators for peer and e
Sprite will provid

ntorship programs, and support for emerging
creators,

INTACT U

WHAT HAPPENS AFTER | ENTER MY
INFORMATION?

We will send you a 5-10 minute survey and if
you are selected, we will be in contact with more
information and next steps.

WHAT DOES THE SELECTION PROCESS
LOOK LIKE?

1f you qualify,we wil callto cor

and information. hen

pitch for wi

youIfall g ou willoin the community
shortly after

HOW CAN | ACCESS THE COMMUNITY?
‘The discussions will take place on our platform,
ctive. After you are invited to
mimunity, y
platform via emai.

HOW OFTEN DO | NEED TO POST THERE?
You will post your responses w nd

to see and interact with other panel memb
respon:

HOW CAN | GET INVOLVED IN
ADDITIONAL PROJECT

ost active participants, the
additional activities throughout the year that
willinclude paid opportunities on this platform,
interviews, and in-person ac

HOW IS SPRITE GOING TO HELP ME TO
BECOME A BETTER CREATO|

Sprite will provide access to industry experts,
mentorship programs, and support for emerging
creators,

APPLY NOW




ECLIPSE

New ldentity and website
for internet and service

provider Eclipse. They
wanted to stand out from
their competitors. | looked
into an illustrative route.




THE GUITAR

A logo for a musical show
celebrating the history
of the guitar.




IST — RANSOMWARE
TASK FORCE

Pitch for RTF strategy
aiming to help policymakers
and industry leaders to
develop resilience to the
ransomware threat.













BOTTLE
BACK

BOTTLE BACK

UK company, encouraging plastic
bottle recycling in India. The client
wanted a friendly yet corporate look
to promote this vast industry.

Participants will take part of a reward
scheme. This is a way of residentials
to make money from the vast
tourism footprint, where
something good comes out
of recycling.










