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SENIORS BOOK
A summary of key insights 
into future marketing 
opportunities for seniors

in aid of

With the generous help from Towcestrians Sports 
Club and The Teenage Cancer Trust, we will be 
putting on a delicious three course lunch which 
will include a welcome drink, inspirational guest 
speaker Lucy Shuker, fundraising raffle and the 
classic rugby club game of heads and tails! 

This event is the inspiration of a small group  
of friends following a tragic loss of one of their 
children in 2017. Harriet is a wonderful and brave 
woman who now wishes to raise money for  
a fantastic charity; The Teenage Cancer Trust 
with help from her family, friends, the guests  
at the lunch and the local community.

Thomas’s motto was Dream Believe Achieve  
a strong message that his local school Sponne 
and his friends have taken to their hearts in 
their lives and teachings which will be threaded 
through the day.

Lucy Shuker, double Paralympic medal winner. Her 
story is one of great determination to overcome 
adversity to dominate the world of wheelchair tennis. 

This event will lead into watching a Towcester 
RFC first team home game against Derby RFC 
which will top the day off perfectly.
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TOWCESTRIANS SPORTS CLUB 

LADIES LUNCH 

FOR A CAUSE
per 

head

TEENAGE CANCER TRUST REGISTERED CHARITY: 1062559 

DIRECTIONS AND WEBSITE INFO FOR BOOKING
https://webcollect.org.uk/tows/event/ladies-charity-lunch-1

Come 

to celebrate

Elsie
’s 3

rd birth
day!

42 Flamsteed Rd

London, SE7 8HT

12.30-16pm

10th of February

1. 2.

3.
India is an emerging market with the 
largest potential for sales in sanitary 
protection (Euromonitor, 2018). It is also 
a country where menstruation remains 
a strong taboo and where environmental 
pressures are observed and have the 
potential to scale.  

The objective of this study is to 
investigate how the ways menstrual 

hygiene products are disposed impinges 
upon the environment. These findings 
are drawn from qualitative research 
conducted in urban and peri-urban areas 
in two cities in India. Several research 
methods were employed, including focus 
group discussions and in-depth interviews 
with consumers and waste pickers, as well  
as interviews with key stakeholders from 
government, the industry and civil society.

Case study: 
India
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 To hide traces of menstrual blood from 
pads before disposal, women wrap 
them in newspaper and/or in plastic 
bags, in some cases after washing 
the blood off them. This means that, 
on average, one plastic bag is used 
to dispose of each product, which 
increases the impact these products 
already have on the environment. 

 Women go to great lengths to dispose 
of menstrual hygiene products 
because menstrual blood is believed  
to cause harm to those who come  
in contact with it, including animals. 
Women think the source of pollution 
for the environment is the blood not 
the products. 

Waste pickers do not have access 
to menstrual hygiene products but 
have to manually handle this type 
of waste to maintain their livelihoods. 
Menstruation taboos also add stigma 
to this waste and distress to waste 
picking work. 

Key Findings 
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IN URBAN  
AREAS IN INDIA 

OF WOMEN

THIS WOULD GENERATE

78% 
IN RURAL AREAS  
USE MENSTRUAL  
HYGIENE PRODUCTS
(NFHS, 2015)

48% &
OF REPRODUCTIVE  
AGE IN INDIA 

of the women

don’t know anything
about menstruation
(Krishna, 2017)

52% If all women in India 
used menstrual 
hygiene products 

IN RURAL AREAS  
of waste every year
(Dsara, 2014)

580,000 tons 

LOGO EXPLORATION AND POSTER PRESENTATION BOARD

19.09.2019

SPARK
 LET’S  
CREATE A

AT MATCHBOX  
FUTURE BRANDS, 
WE ARE FOCUSED ON 
IDENTIFYING, NURTURING 
& ACCELERATING  
THE NEXT GENERATION  
OF DRINKS BRANDS  
FOR THE FUTURE.

IF YOU’D LIKE TO GET IN CONTACT WITH US,  
PLEASE EMAIL US AT INFO@MATCHBOXFB.COM

2.1. POSTER - ‘THE BOTTLE - QR CODE LOGO’

RED

Shoreditch Films
7B Ezra Street
London E2 7RH
United Kingdom

T +44 (0)207 0338770
F +44 (0)207 0338770
info@shoreditchfilms.com
www.shoreditchfilms.com

FREESHOT OFHEALTH!

NATURALLY 
PRODUCED FROM 

FERMENTED 

VEGETABLES,
BODKIN’S HEALTH SHOTS 

HAVE A FRESH 

& TANGY TASTE 

AND AS THEY’RE 
NATURALLY RICH 
IN GOOD BACTERIA, 

THEY CAN HELP 

SUPPORT GOOD 

GUT HEALTH!

COME OVER 
AND TRY ONE 
OR MORE 
FLAVOURS 

YOU JUST NEED 
TO TELL US 
WHAT YOU 
THINK!



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.





Heartbrand Guidelines InterimBrand identity Heartbrand Guidelines Interim Brand identity 2.02

Brand ingredients 
at a glance

Heartbrand Guidelines Version 1 Brand Identity 03.02

Ingredient hearts, ingredient 
splashes, secondary colours, 
photography, illustration and  
hand-writing.

Corporate logo, primary colours  
and typography.

2.00

Brand ingredients
at a glance

cloud blue
cream

coffee

caramel

cherry

grape

Ingredient hearts, ingredient 
splashes, secondary colours, 
photography, illustration  
and hand-writing.

Corporate logo, primary colours  
and typography.

peach

PANTONE 032 C
C:0 M:91 Y:87 K:0
R:237 G:41 B:57

00.12 Heartbrand Guidelines Version 1Typography Headline font

Contents

Brand ingredients at a glance  2.00

Logo architecture  3.00

Corporate Heartbrand tag and logo  3.03

Regional Heartbrand tag and logo  3.03

Ingredient hearts and straplines  3.19

Photography  4.00

Colour palette   5.00

Typography  6.00

Tone of voice  7.00

Ingredients splashes  8.00

Illustration  9.00

Artwork files  10.00

PANTONE 032 CC:0 M:91 Y:87 K:0
R:237 G:41 B:57

ContentsHeartbrand Guidelines Interim 1.00



Heartbrand Guidelines InterimIngredient Hearts Heartbrand Guidelines Interim Ingredient Hearts

Please ensure that Ingredient Hearts are visible,  
and legible against their backgrounds

Backgrounds

White

Solid colour
The Ingredient Heart should only 
appear on the primary colours 
carefully chosen from the approved 
colour palette which are as follows:

Love Milk.

This always appears on  
Pantone 2905 C or C:45 M:1 Y:0 K:0.

Love Fruit.

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

Love Chocolate.

Always appears on Pantone 7506 C  
or C:0 M:7 Y:23 K:1.

Photography
Photography can carry the 
ingredient message – providing that 
it is visible and legible. The following 
criteria should be followed:

Ingredient specific hearts 
should match ingredient 
specific photography

 There are 3 types of photography 
which can hold an ingredient-
specific heart:

a) people with product

b) ingredients/ crafting

c) product

Do not place the chocolate heart  
on dark backgrounds

Grouped Ingredient Hearts

Grouped ingredient message  
always appears on Pantone 720 C  
or C:0 M:25 Y:35 K:2.

3.29 3.30

Do not place the fruit heart  
on orange toned backgrounds

Do not place the milk heart  
on very pale backgrounds

Legibility

Care must be taken placing the 
Ingredient Hearts. Please refer to 
the colour options shown here for 
contrast and legibility against light 
and dark backgrounds.

The Ingredient Hearts may appear 
against photographic backgrounds. 
Always position the tag on a neutral 
area of the image, where the 
background is calm and visibility  
is high.

Chocolate heart placed with appropriate product shot 

Milk heart placed with appropriate ingredients/crafting shot Fruit heart placed with appropriate people with product shot

¼X X

¼X

¼X

X

Pantone 2905 C Pantone 7506 C
C45 M1 Y0 K0

Pantone 370 C
C66 M1 Y100 K25 C0 M7 Y23 K1

C0 M25 Y35 K2
Pantone 720 C

Heartbrand Guidelines InterimBrand identity Heartbrand Guidelines Interim Brand identity

¼X X

¼X

¼X

X

3.01

1. Endorsement on back of pack.

2.  Designed for use on global and internal 
communications Eg. Annual reports, 
website, internal powerpoint

3.  Designed for use on all country-specific 
point of sale and visibility items Eg. 
Kiosk, ‘A’ boards. Also used on all 
Country-specific communications  
Eg. Stationery, brochures, signage.  
Used as an endorsement on all  
country-specific packaging.

Designed for use on all communications 
from Corporate and Country specific 
that deliver ‘Love of ingredients’ 
brand positioning Eg. Brochures, 
merchandise, t-shirts etc

Designed for use in exceptional 
circumstances only, where space  
is limited.

Designed for use on product 
communications or packaging specific 
to the key ingredients; milk, fruit  
or chocolate.

3.02

1. Parent brand
Parent brand endorsement –
strong relationship with trusted,
established company

3. Country-specific  
 Heartbrand tag and logo 

This communicates what the brand stands 
for: quality, trust, heritage, expertise & 
vitality. The identifier is country specific.

The single and grouped 
Ingredient Hearts
Deliver the Heartbrand 
positioning ‘love of ingredients’ 
and philosophy of ice cream  
as a wholesome pleasure food.

Straplines
Clearly communicates the Heartbrand’s 
passion for specific products.

2. Corporate Heartbrand 
     tag and logo 

This communicates what the brand stands  
for: quality, trust, heritage, expertise & vitality, 
Designed for communications that include  
or address country Heartbrands worldwide.



Heartbrand Guidelines Interim Typography 6.106.09 Heartbrand Guidelines InterimTypography

Splash with nutritional claim 
in Clarendon

Pledge

Spread with handwriting

How Clarendon and Lola are used together

Deindustrialised Clarendon on front cover

Typography Examples

FS Lola Light
FS Lola Bold

Verdana

Secondary Font

Lola is used for all body copy

Handwriting

The role of handwriting is to add 
a personal touch and informal 
tone to our brand. It is not a 
primary font so we only use it 
occasionally on key words short 
sentences or annotations.

body copy headings 
and highlights

Body copy

Screen Font
Verdana is used for web applications when Clarendon and Lola aren’t available

All screen applications

Journal
We only use Journal when it is not 
practical to use real handwriting.

Heartbrand Guidelines Interim Typography 6.02

Clarendon Bold
Clarendon Light

Feature Font

Deindustrialised Clarendon 
is used for special feature 
headlines.

Subtitles
Headlines

Headline Font

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

Front cover
s

6.01 Heartbrand Guidelines InterimTypography



PMS® 157 C
C0 M45 Y71 K0
R233 G153 B74PMS® 9400 C

C14 M5 Y5 K0
R216 G226 B231

Primary 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.

lime

lemon

orchard green

dark blueberry

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.

use of red

identification (high recognition 
P.O.S, visibility items, signage)

communication

Secondary Colours

• Primary colours are used at  
 first point of contact
• Red is used to get brand  
 recognition

• Highlight colours are used  
 for keylines, headlines 
  and graphs only

• Secondary colours are used 
 at second point of contact
• Creates variety inside  
 brochures and documents

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.O.S, shop 
signage, front covers etc. 

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

Highlight Colours

5.03 Heartbrand Guidelines InterimColour Heartbrand Guidelines Interim Colour  5.04

PMS® 574 C
C58 M22 Y98 K79
R67 G81 B37

PMS® 2955 C
C100 M60 Y10 K53
R0 G60 B105

WHITE

PMS® 382 C
C190 M0 Y100 K0
R190 G214 B0

PMS® 7404 C
C0 M9 Y86 K0
R243 G211 B17

PMS® 032 C
C0 M11 Y21 K6
R239 G65 B53

PMS® 2905 C
C45 M1 Y0 K0
R143 G202 B231

PMS® 138 C
C0 M56 Y100 K0
R223 G122 B0

PMS® 2905 C
C0 M25 Y35 K2
R233 G191 B155

PMS® 370 C
C66 M1 Y100 K25
R91 G143 B34

PMS® 7506 C
C0 M7 Y23 K1
R255 G240 B216

PMS® 4695 C
C24 M85 Y100 K81
R82 G45 B36

PMS® 9060 C
C4 M4 Y8 K0
R242 G239 B230

PMS® 4645 C
C11 M51 Y63 K31
R174 G125 B91

PMS® 471 C
C5 M59 Y100 K23
R178 G84 B26

PMS® 202 C
C10 M100 Y61 K50
R130 G36 B51 PMS® 209 C

C21 M97 Y35 K61
R110 G39 B61

sky blue

citrus chocolate

almond

wafer

corporate berry red

milk
peach

cream
cloud blue

caramel

cherry
coffee

grape

grass green



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.



start something  
amazing

BIGGER, 
BOLDER, 

STRONGER,  
FLAVOUR

Crush a neo capsule  
for more flavour



BAMM

Identity for a London  

based brand  

journalist company.













SHELL

Consumer insight  

micro site for Shell’s 

marketing team. 



Version 1



Welcome to  
the Shell Energy 
Segmentation 
Microsite

Product Segmentation Supply Segmentation Resource AboutHome

Shell Energy has two interconnected 
segmentations, both of which will be embedded 
across the business over the next 5 years:

Our Home Energy Supply segmentation 
covers the acquisition and retention of energy 
contract customers

Our Home Energy Product segmentation 
helps us to identify key customer profiles for 
the up- and cross-selling of home energy 
products and integrated offers. 

Both segmentations are built on robust 
quantitative data, but to really bring them 
to life, we’ve carried out in-depth research 
with customers from around the globe, in 
collaboration with our ethnographic research 
agency, BAMM.

This microsite introduces you to our core target 
segments and the real people behind them.

A customer segmentation is a great way for 
a business to prioritise and understand its 
audience. Rather than try to reach everyone, 
it allows us to identify the most valuable 
customers and tailor our product and 
communications to their specific needs.

Our ethnographic study brings to life the 
rational and emotional drivers behind the 
segment profiles, showing  real life human 
journeys and touchpoints behind energy 
behaviours and decision-making processes.
 
These combined quant-qual personas will 
be used to inform Shell’s brand proposition, 
product development and communications 
strategies over the next 5 years. 

What  
it is?

Why it is 
useful? 

Co
nt

en
ts

What it is?      
Why is it useful?     

How we developed it?       

How to use it?   
Introducing:   
the Two Segmentations      
How to use this microsite

BAMM conducted 3 phases of ethnographic 
research across 5 markets (TX, PJM, UK, 
AUS, DE, NL), consisting of online mobile 
tasks, in-depth interviews and filmed in-person 
ethnographies.

The online mobile tasks focused on attaining a 
broad understanding of energy attitudes and 
needs, while the in-depth interviews and in-
person ethnographies delved into key emotional 
drivers, blockers and say/do gaps behind both 
the Product and Supply Segmentations.

How we 
developed 
it?

Missions & Attitudes

Key needs

• To reduce waste / costs in both 
short- and long-term, ensuring 
every possible energy saving 
measurements are in place. 

• Product as solutions: It’s the 
mission of the control geeks 
in RO to make sure all the 
appliances in the home are 
as energy efficient and cost-
effective as possible

• Taking incremental steps 
towards larger and more 
sustainable goals

• Feel responsible for sustainable 
actions as long as it’s within 
their reach 

• Conflict between household 
savings and being green, 
especially if the return on 
investment is unclear

• Doing what they can e.g. recycle, 
drive less, cycle more, instead of 
venturing into unknown territories 
or technologies

• Invest in green technology  
only when it’s mature and  
cost-competitive 

Energy Product missions Attitudes towards Green Role of Mobility

• For RO, EV could be a trigger 
for a change in energy 
behaviour if it can offset more 
carbon footprint.

• Cost and the maturity of EV 
technology are the main 
barriers for RO

• EV is part of RO’s carefully 
considered sustainable plan 
but not a priority. They also 
take a functional approach  
 to mobility.

Meet the segment      

Who they are
Who they are in numbers
Meet Richard  
Missions & Attitudes     
Key needs   
Home Product Journey
How to engage 
Photo gallery
Find out more

Key needs

Mission: To improve energy efficiency 
without sacrificing life’s luxuries

Add value  
to my home

Being the envy of others 
 for my smart lifestyle

Receive grants and money  
incentives to offset the high  

setup costs

Making informed 
decisions towards my 

own energy future

Learning more about energy  
and my own energy behaviours  

to improve efficiency

Being part of the green 
movement and making 

positive 

Idealist - focusing  
on long-term value

Strategic - through  
the use of smart tech

Optimise energy 
consumption with the 
help of technology

Seamless integration 
between the existing 
and new smart  
home setup

Better energy 
visibility to allow 
greater control 

Being able to 
express my style and 

technological aspirations 
for the home

Stay in the know of 
the latest products and 

innovations

A sense of achievement 
and competence as  

a home manager

Meet the segment      

Who they are
Who they are in numbers
Meet Richard  
Missions & Attitudes     
Key needs
Home Product Journey   
How to engage  
Photo gallery
Find out more

Home Product Journey Sed faucibus, elit eget fermentum viverra, 
purus est commodo magna, vel facilisis purus 
nibh vel enim. Nam dignissim massa quis velit 
dictum, ac mollis eros finibus. 

How to engage

Please use our checklist 
lorem ipsum dolor sit amet, 
consectetur adipiscing elit. 
Nulla nec eros a lacus 
dictum venenatis in in orci. 
Phasellus convallis tortor 
mi, sed ultricies augue 
porttitor sed. In lectus felis, 
luctus et vestibulum blandit, 

Emphasise cost saving 
measures

Focus on technical 
solutions

Lorem Ipsum si meliora

Lorem Ipsum si meliora

Smart Insight & 
home management

Achievement
A sense of 
achievement  
and competence as 
a home manager

Community 
SPVs

Optimisation
Optimise energy 
consumption with the 
help of technology

Visibility & Control
Better energy visibility  
to allow greater control 

Reduce energy cost
Reduce energy 
consumption to make 
way for life’s comforts 
and luxuries 

Smart tech

Future-proofing 
lifestyle
Future-proofing 
lifestyles that are 
inline with both 
family and energy 
self-sufficient goals

Integration
Seamless integration 
between the existing and  
new smart home setup

Self-expression
Being able to 
express my style 
and technological 
aspirations for the home

Exploration

Adoption

Experience

Stay In the know
Stay in the know of 
the latest products 
and innovations

Reward

EV & SPVs

EV

Functional 
Needs

Emotional 
Needs

Photo Gallery
Sed faucibus, elit 
eget fermentum 
viverra, purus est 
commodo magna, 
vel facilisis purus 
nibh vel enim.

Meet the segment      

Who they are
Who they are in numbers
Meet Richard  
Missions & Attitudes     
Key needs
Home Product Journey
How to engage  
Photo gallery  
Find out more

Find out more

Meet the segment      

Who they are
Who they are in numbers
Meet Richard  
Missions & Attitudes     
Key needs
Home Product Journey
How to engage     
Photo gallery 
Find out more  

Next Segment
Go to  
Supply Segmentation Go to About

Supply Segmentation Resource AboutProduct SegmentationHome

Recource library  
and downloads

Reports      
Images
Videos
Links

Reports      
Images   
Videos
Links

How to find the  
right resources

Lorem ipsum dolor sit amet, consectetur 
adipiscing elit. Nulla nec eros a lacus dictum 
venenatis in in orci. Phasellus convallis tortor 
mi, sed ultricies augue porttito. 
In lectus felis, luctus et vestibulum blandit, 
efficitur quis nibh. Proin sollicitudin sem neque, 

Images Videos Reports Links

Images:
by market
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Netherlands UK US

Supply Segmentation Resource AboutProduct SegmentationHome

Product Segmentation, 
si meliora consectetur 
adipiscing elit morbi 
gravida gravida urna 
est ultrices mauris

Responsible 
Optimizers arcu 
turpis, tincidunt 
quis sem vel, 
vestibulum varius

Ambitious 
Explorers arcu 
turpis, tincidunt 
quis sem vel, 
vestibulum varius

Ambitious Explorers Responsible Optimisers

Co
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ts

Introducing    
Product Segmentation
Prioritised segments 

Introducing    
Product Segmentation

Prioritised segments  

Richard, Daphne, their 7 years old son and family 
dog live in Amersfoort, a well-to-do and child-friendly 
neighbourhood in the second largest province in the 
Netherlands. Home Energy to him, is all about control 
& insights. 

Money may not be an issue for the family but the 
dutch expression ‘Zuinigheid met vlijt’ (Thrift and 
diligence) certainly comes across strong  in Richard’s 
approach to energy. Describing himself as a 
“bookkeeper”, there is a budget for everything -“it’s 
good to know what I spend my money on.” 

Organised chaos sums up their home life. Technology 
is a Richard’s solution to home energy problems. 
Believing in the vision of ‘domotica’ (home automation 
in dutch’), Richard controls everything and anything 
with his smartphone and smartwatch via apps, e.g. 
sun shields, kitchen appliances, lights and thermostat, 
you name it he has it! 

For Richard, managing Home Energy is also like a 
raising a child. “It is easy to put a child in front of a 
screen (and let him/her indulge in it) but you also 
need to raise him/her responsibly for their future” 
Ultimately, for a Responsible Optimiser like Richard, 
technology enables a more self-sufficient lifestyle 
against the rising cost of energy. 

Meet Richard

Meet the segment      

Who they are
Who they are in numbers
Meet Richard  
Missions & Attitudes     
Key needs  
Home Product Journey
How to engage 
Photo gallery
Find out more

“My responsibility? To think about 
whether I make the right choice and 
don’t just use energy indiscriminately. 
It’s not unlimited.”

“I’ll show the meter cupboard in a 
moment. I like to have it right, actually 
with everything I choose. I like 
gadgets, then I like to find out what’s 
best. What does it yield, can I pay 
it. That research is almost a hobby.” 
Richard, NL, RO/C

46, male

Homeowner

Renewable Energy tariff

SPV & EVconsiderer

Richard is:

Final 



PERSONAL  

– FLAG PROJECT

Celebrating all the 

nationalities living and 

working together,  

through illustrative 

representations  

of 30 flags.





DOMESTIC  

& GENERAL

Identity rebrand – Show 

how 50 years have brought 

them great creativity, 

dependability and 

expertise.



Old logo

Logo and name exploration



DG Warranty Group

Leicester House     17 Leicester Street      Bedworth      Warwickshire       CV12 8JP 

Sales Manager    Jonathan Smith

T  08444 810 104     T  08444 810 104     jsmith@dgwg.com     www.dgwg.com

Welcome to 
Domgen 
Warranty Group
How can we help you?

Home

About us

Products

News

Help

Advice

Contact us

Your 

account

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 

Route 1 – excellence



Route 2 – power to deliver

www.edgewg.com

EDGE Warranty Group

Leicester House 
17 Leicester Street 
Bedworth 
Warwickshire  
CV12 8JP 

T 08444 810 104  
F 08444 810 104
jsmith@edgewg.com 
www.edgewg.com

Sales Manager 

Jonathan Smith

Home HelpProducts Contact usAbout us AdviceNews Your account

WELCOME TO EDGE 
WARRANTY GROUP
HOW CAN WE HELP YOU?



Route 3 – expect more

D&G Services
Leicester House

17 Leicester Street

Bedworth

Warwickshire CV12 8JP 

T 08444 810 104 

F 08444 810 104

jsmith@domgenplus.com

www.domgenplus.com

Sales Manager

Jonathan Smith

Better by smiles

Welcome
How can we help you?

Home

About us

Products

News

Help

Advice

Contact us

Your 

account

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. 

5 YEAR 
WARRANTIES

10 YEAR 
WARRANTIES



Route 4 – the extra mile

DOMGENPLUS
Leicester House
17 Leicester Street
Bedworth
Warwickshire CV12 8JP 
T 08444 810 104 
F 08444 810 104

jsmith@domgenplus.com
www.domgenplus.com

Sales Manager
JONATHAN SMITH

CUSTOMER DETAILS

ACTIVATE YOUR 
GUARANTEE

WELCOME TO 
DOMGENPLUS

HOW CAN WE HELP YOU?

Home HelpProducts Contact usAbout us AdviceNews Your account



SPRITE SQUAD  

LANDING PAGE

Black community 

engagement  

programme. An invite  

and briefing site.

CREATOR  
ACCELERATOR  
PROGRAM



MONDAY
MONDAYS
MONDAYS
MONDAYS
MONDAYS
MONDAYS
MONDAYS
MONDAYS

ARE YOU A HIP-HOP CREATOR? 

WE WANT TO PARTNER WITH YOU

WHO IS BAMM AND 
WHAT YOU SHOULD 
KNOW ABOUT US:

FAQ

Every Monday, we will post a brief discussion 
topic. When selected, you will share your ideas, 
perspectives, and what you do best. We expect 
you to participate in most discussions, but 
we know life can get in the way sometimes–
so responding to half of our posts in a month 
will be required to maintain your community 
membership.

HERE YOU WILL: THIS COMMUNITY IS FOR  
YOU IF YOU: 

– Collaborate with one of the world’s 
most exciting brands - Sprite.

– Receive mentorship from the  
Sprite brand team. Sprite will include 
2 experiences that could include: 
mentorship or workshops.

– Share your perspective to inform the 
brand’s creative campaigns, and get 
paid for it.

– Are 18-24 years old 

– Live in Atlanta, New York City, Los 
Angeles, or Miami

– Are at the forefront of creating and 
influencing culture

– Use TikTok to express your passions 
and creative interests

– Express your passions through music, 
fashion, visual arts, and sports 

– Look to network with other creators

SO, HOW WILL IT WORK?

BAMM is a global insight and strategy agency, 
based in London and NYC.

We help Sprite run this community. 

Our job is to define and decode cultural 
narratives to inspire brands. You can learn more 
about us and the brands we work with at 
https://bammglobal.com/

WHAT HAPPENS AFTER I 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?
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 all goes well, you will join the community 
shortly after.  

HOW CAN I 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.

HOW OFTEN DO I NEED TO POST THERE? 
You will post your responses weekly and get 
to see and interact with other panel member’s 
responses.  

HOW CAN I GET INVOLVED IN 
ADDITIONAL PROJECTS?
For the most active participants, there will be 
additional activities throughout the year that 
will include paid opportunities on this platform, 
interviews, and in-person activations.

HOW IS SPRITE GOING TO HELP ME  
TO BECOME A BETTER CREATOR? 
Sprite will provide access to industry experts, 
and support for emerging creators.

Sprite invites you to apply for its invite-only community  
of emerging culture, hip hop and creative icons.

Name

Email

Social Media Handle

Tell us about your art

APPLY NOW

CREATOR  
ACCELERATOR  
PROGRAM

APPLY NOW

MONDAY
MONDAY

MONDAYS
MONDAYS
MONDAYS
MONDAYS
MONDAYS
MONDAYS
MONDAYS
MONDAYS
MONDAY

ARE YOU A CUTTING-EDGE HIP-HOP CREATOR?  

We want to amplify your voice.

What you should 
know about us…

FAQ

Every Monday, we will post a brief discussion 
topic. If selected, you will share your ideas, give 
your perspective, and contribute with what you 
do best. We expect you to participate in most 
discussions, but we know life can get in the 
way sometimes so responding to half of our 
posts in a month will be required for community 
membership.

Here you will: This community is for you  
if you are: 

As an appreciation for  
your participation: 

• Receive brand mentorship from one of 
the Sprite teams.

• Share your passions with a like-minded 
crowd of hip-hop enthusiasts.

• Contribute to one of the world’s most 
exciting brand campaigns - Sprite.

• Express your opinion and get paid for it.

• looking to network with other creators

• seek to be involved in brand 
collaborations

• express a variety of passions relating 
to music, fashion, visual arts, sports, or 
anything where you get to be creative

• use TikTok and social media to express 
your passions and creative interests

• At the forefront of Hip Hop culture 

• 18-24 years old and live in New York 
City, Los Angeles, Atlanta, or Miami

• You will receive both financial 
compensation and creative and 
networking opportunities

• You will be gifted a financial reward in 
return for monthly contribution 

• You will gain an exclusive access to paid 
market research opportunities 

• You will gain access to industry experts 
and support for emerging creators like 
yourself. 

• You will use this community to interact 
with each other or to showcase and 
amplify any of your creations.

So, how will it work?

BAMM is a global insight and strategy agency, 
based in London and NYC.

We help brands better understand their 
audiences by studying people’s motivations, 
behaviors, and cultures. We focus on finding 
and understanding cultural narratives to drive 
relevance, inspire creative teams, and formulate 
communication opportunities. We work 
with a variety of brands, such as Coca-Cola, 
McDonald’s, Nike, Meta, and many others. 

You can learn more about us and the brands we 
work with at https://bammglobal.com/

WHAT HAPPENS AFTER I ENTER MY 
INFORMATION?
You will be sent a link to sign up for the recruiting 
platform User Interviews. We will send you a 5-10 
minute survey and if you are approved, we will be 
in contact with more information and next steps.

HOW DOES THE APPROVAL PROCESS 
LOOK LIKE?
After completing the survey, we will check if you 
qualify. If you qualify, we will call to confirm your 
interest and information. You will then submit a 
1-2 minute video sharing more on your creative 
passions and explaining why Sprite should 
choose you. Sprite will then choose from the 
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 will receive access to the 
platform via email.

HOW OFTEN DO I NEED TO POST THERE? 
You will post your responses weekly and get 
to see and interact with other panel member’s 
responses. 

HOW CAN I GET INVOLVED IN 
ADDITIONAL PROJECTS?
There will be additional activities throughout 
the year that will include other activities 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 expert review. 
Sprite will provide access to industry experts, 
mentorship programs, and support for emerging 
creators.

APPLY TO JOIN OUR 
CREATOR  

ACCELERATOR  
PROGRAM

In a collaboration between our network of creators and the Sprite brand, we explore and 
contribute to the world of emerging cultures in music, fashion, art, and beyond.

Sprite Squad is an exclusive, invite-only community  
of emerging culture, hip hop and creative icons. 

Name

Email

Phone

About you...

CONTACT  US

MONDAY
MONDAYS
MONDAYS
MONDAYS
MONDAYS
MONDAYS
MONDAYS
MONDAYS

ARE YOU A HIP-HOP CREATOR? 

WE WANT TO PARTNER WITH YOU

WHO IS BAMM AND 
WHAT YOU SHOULD 
KNOW ABOUT US:

FAQ

Every Monday, we will post a brief discussion 
topic. When selected, you will share your ideas, 
perspectives, and what you do best. We expect 
you to participate in most discussions, but 
we know life can get in the way sometimes–
so responding to half of our posts in a month 
will be required to maintain your community 
membership.

HERE YOU WILL: THIS COMMUNITY IS FOR  
YOU IF YOU: 

– Collaborate with of the world’s most 
exciting hip hop brands - Sprite.

– Receive mentorship from one of the 
Sprite brand teams.

– Share your perspectives to inform the 
brand’s creative campaigns–and get 
paid for it.

– Are 18-24 years old 

– Live in New York City, Los Angeles, 
Atlanta, or Miami

– Are at the forefront of Hip Hop culture

– Use TikTok to express your passions 
and creative interests

– Express your passions through music, 
fashion, visual arts, and sports 

– Look to network with other creators

SO, HOW WILL IT WORK?

BAMM is a global insight and strategy agency, 
based in London and NYC.

We help Sprite to run this community. 

Our job to define and decode cultural narratives 
to inspire brands. You can learn more about us 
and the brands we work with at
 https://bammglobal.com/

WHAT HAPPENS AFTER I 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?
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 all goes well, you will join the community 
shortly after.  

HOW CAN I 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.

HOW OFTEN DO I NEED TO POST THERE? 
You will post your responses weekly and get 
to see and interact with other panel member’s 
responses.  

HOW CAN I GET INVOLVED IN 
ADDITIONAL PROJECTS?
For the most active participants, there will be 
additional activities throughout the year that 
will include paid opportunities on this platform, 
interviews, and in-person activations.

HOW IS SPRITE GOING TO HELP ME TO 
BECOME A BETTER CREATOR? 
Sprite will provide access to industry experts, 
mentorship programs, and support for emerging 
creators.

Sprite invites you to apply for its invite-only community  
of emerging culture, hip hop and creative icons.

Name

Email

Social Media Handle

Tell us about your art

APPLY NOW

APPLY NOW

CREATOR  
ACCELERATOR  

PROGRAM

Version 1 Version 2

Final



ECLIPSE

New Identity and website 

for internet and service 

provider Eclipse. They 

wanted to stand out from 

their competitors. I 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

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.






