Colombo, Sri Lanka

COPY PORTFOLIO

London, UK

>0)

2




REFLECTION

"'Strip away the hype and | see one truth.
lt’s not advertising, but psychological war.
Product s irrelevant. It can be anything.
The mind is king. So the brainis everything."

JAMES BALMOND




JAMES BALMOND
FOUNDER

+94 778377096 | jae@balmondstudionet

James isn't Generic Eric. Another clone amongst the  Balmond Studio was a conduit to a different breed

drones in the Ad Game. He frolics in the meadows of clientele. Opportunity wrapped on metaphorical
of interdisciplinary creativity,adding threads to his ~ doors in 2018. A seasoned vet seized the moment,
tapestry. setting up Clan B - a design and advertising hybrid.
Clients came in all shapes and sizes including
Simple beginnings: Balmond graduated from the Beefsteak Club Wines, Big K Charcoal, John Keells

University of Nottingham with a BA Hons Degreein  Properties, Jean London and Southbeach Weligama.

French Linguistics, falling into the advertising warld
in 2007

& sucker for =onics, James cbtained a Post
Production placement at Grand Central Studios. AWARDS
Engineering audio was engaging. Client feedback
not so much. How can ane make a sound 30% more
whooshy with a hint of metallic clang? A change
was needed. Writing was the catalyst. After putting
some sample copy inta the ether, this burgeoning
creative was picked up by integrated agency Kitcatt
Nohr Alexander Shaw — a hyper creative ecosystem.

Ower the next 7 vears, his evolution was exponential
- grinding through the gears from Junior to
Middleweight, to Senior Copywriter and Brand
Guardian. He touched countless brands including
Disney, Sky TV, Toyota, Lexus, Puma, Citroen, NSPCC,
Nissan, Starbucks and the Department of Health to
name a few

The composition of the career cake? A mixture

of award-winning CRM programmes (John Lewis,
Waitrose and Nando's), combined with a lashings of
retail experience, and a hefty dollop of automotive,
nonprofic, FMCE and financial services clients.

Change and challenge motivates acurious

mind. So in 2015, James joined the architectural
practice Balmond Studio as a Creative Director,
Responsibilities involved brand development

and articulation, as well as the communication

of propitiatory design methodologies. He led the
interior design department, focusing on brand-lead
design solutions for clients such as Nike and Cartier,
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AWARDS

DMA 2014 Gold Best Loyalty Programme or Campaign for Nando's

DMAZON4LE

onze, Travel, Leisure and entertainment for Mand

14,2012 Bronze, DMA Awards, best SMS campaign - Stop Smoking-Department of Health

2014 Gold Best Loyalty Programme or Campaign 2012 Bronze Best use of mobile
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LEXUS

A direct mail digital hybrid pack to promote the new Lexus 1S
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LEXUS

A direct mail digital hybrid pack to promote the new Lexus 1S

SEEING IS

BELIEVING IS




NHS-SMOKEFREE

Midwives’ information leaflet to encourage pregnant women to quit smoking

you cas help babies have the best start in life

tha three tteps to helping parests-to-be
1o quit smoking

what tupport | avaflable to help
parenis-to-be to quit?
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LEXUS

A direct mail pack showcasing the Lexus Pursuit of Perfection proposition
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LEXUS

A direct mail pack showcasing the Lexus Pursuit of Perfection proposition
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LEXUS

A direct mail pack showcasing the Lexus Pursuit of Perfection proposition
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A direct mail pack showcasing the Lexus Pursuit of Perfection proposition




ROYAL NATIONAL INSTITUTE OF BLIND PEOPLE

A direct mail fundraising pack far Talking Book
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Some children will never see the Gruffalo.
But you can bring him to life in their imagination.
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ROYAL NATIONAL INSTITUTE FOR BLIND PEOPLE

A4 direct mail fundraising pack for Talking Book

i - RNIB
supporting blind and
m partially sighted people 105 Judd Street
London WCTH SNE

Donation Enguiries:
0845 345 0054
rnib.org.uk

004:999:0099.99

Mr A B Sample

Sample Building

Sample Street

Sample Distnct

Sample Town, Sampleshire

Sample

53811188 e e

November 2010

Some children will never see the Gruffalo.
But you can bring him to life in their imagination.

Dear Friend

For most children reading is a magical experience, especially at Christmas. Nestled in an
armchair by a crackling fire, feet barely touching the ground, they turn the first page.
In an instant, anticipation turns to joy as a mysterious world of characters and far away

lands comes to life.

Blind and partially sighted children aren’t so lucky. They're shut out from the
extraordinary wonders of reading. Theyre missing out on a part of childhood that is so
crucial, At the Royal National Institute of Blind People, we offer support and services
for people of all ages who have lost their sight. And RNIB Talking Books bring the joy

of the written word to those who can’t read printed books for themselves.

Please will you donate £10 and give the magic of Talking Books to children who
desperately need it this Christmas?

Please turn over...
Royal National Institute of Blind People SaS
Chair Kevin Carey » Chief Executive Lesley-Anne Alexander
Incarporated by Royal Charter « Reg charity no. 226227 « VAT reg no. 524 4558 45
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ROYAL NATIONAL INSTITUTE FOR BLIND PEOPLE

A4 direct mail fundraising pack for Talking Book

Ruth thought she'd never be able to enjoy a Christmas story.

Imagine being ten years old and unable to see the world. This is
Ruth’s reality. I've had the pleasure of meeting her. She is a4
a bright and loving girl with a brilliant smile. But she has N <
retinitis pigmentosa. All she ever sees is a constant blur of : Banes W\
colour. To her, a book is nothing more than a rectangular
object. There are no words, no Prince Charming, no happily

ever after,

But there is a way Ruth can experience the joy of reading. Sitting
on her favourite beanbag she hears her mother’s footsteps and
then a click as the magical Talking Books machine springs into life.
Suddenly the world she knows fades away. With Talking Books, boundaries

and limitations no longer exist. Laneliness and isolation disappear. She is free

For Ruth, The Guffalo isn't just a creature in a book.
He's o friend forever.

Crowing up, we all had our favourite children's book characters, From the gangly
Big Friendly Giant to the devious Captain Hook, courageous heroes and dastardly

villains were a joy to us all

But to Ruth the Gruffalo means so much more. Sometimes she feels cut off from
the world and she cries. She wishes she could read a book like her friends. But with
Talking Books, she can escape to an enchanted world just like other children. She can
travel through a mystical gateway to a land of infinite possibilities. And for Ruth,
every character is a comfort, a trusted companion to hold on ta during the ups

and downs of her daily life. That's why your support means the world to her and

makes such a difference.




ROYAL NATIONAL INSTITUTE FOR BLIND PEOPLE

A direct mail fundraising pack far Talking Book

Without Talking Books there
are no magical friends and
wonderful adventures.

Reading is an exciting and wonderful part of childhood.
To a child, a book is an enchanted world, bursting with
words and ripe with adventure. Page by page, they learn
and laugh, discover and explore = they grow and develop.
But for blind and partially sighted children, this is a world
they will never know. For them, there is no Alice, no
Gruffalo, no Tiny Tim. In a life that can be lonely and
frightening, all they want is to escape and go on

a journey with a magical friend

We bring books to life for people living with

sight loss.

At Royal National Institute of Blind People, our Talking
Book Service brings the joy of books to those who can’t
read ordinary print. We give blind and partially sighted
children a chance to visit mysterious places and to feel
something truly extraordinary. Ruth may have retinitis
pigmentosa, but she’s travelled through time, lived under
the sea and sat in the palm of a giant. With a Talking Book
she is carried away by her imagination. She is free

| love my Talking Books.

Sometimes | felt sad. | couldn’t play bopscotch or skipping
rope, | couldnt even read. | Felt left o and it made me
upsert. | just wanted to be like everyone elie, But ooe day,
mummy came home with 2 magical maching. She ok

e o 4t and then 2 voice started tafking to me 1t was
the best. | could enjoy stones jist ke my friends. | o
listomieig to every sound, IEs bke oy there In vy e

| can't wasit. for the next one.

Ruth, aged 10

Our DAISY players are easy 10 use and they
at af all RMIE's Taking

sy o 2 lot mare than

suppne] the DAISY fo

Book Service. But th

simply ‘pliy’. Readors can skip chapters
pause, resind and [ast-loreard. so they

can enjoy Talking Boolcs Ot their own pace

We offer over 17,500
Talking Books.
But it simply isn't enough.

Did woan know that overe 133,000 books are publishad
every year i the UK/ Bul less than Hve per cent of

these books afe eved recardied 0 Audia

Please will you help people rediscover the Joy
of reading?

maginge lasing your sght

L. Imagine fesling solated and
alone, a5 i the life you knevw was gone Fr
v our Talking Book Service s 5
¥0 My DS and partiat
old, to find s @ their kees again
£2,.500 to recond 2 1ki

around £4 million a year to run RNIB's Talking Book

wh

¥ sighted pe

up o

EMVICE. 50 pvery penny is so precious. Please, give what
you can and rmake a book D

EOME o e

3 woys to donate
1 Use the donation form entiosed
2 Call DB4S 345 0054
3 Vist wwwemibiorg ukfgeuffalo



Mauraen felt frightened in the
place she loved the most

ACTION FOR BLIND PEOPLE

A direct mail fundraising pack for home safety services

Attacked in
her own home

Action gave back her
independence and her home

W make hormes safe and secure for peopls Iving
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Every 15 minutes someone
in the UK begins to lose
their sight
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ACTION FOR BLIND PEOPLE

A direct mail fundraising pack for home safety services

Your home is the last place you'd expect 1o feel
frightened and alone. But what if the familiar place you
knew was gone? What if, with every step, you dreaded
the next cut, the next bruise? For the two million blind
and partially sighted paople living in the UK, this s the
stark reality.

Action for Blind People can make their home safe
and secure,

We balieve that avery parson living with sight
loss has the right to feel sacure and comfortable in
their own home. But belief isn't enough, We take
action. We visit people in their home, assess their
liwing situation and provide simple, practical solutions
to give them back their independence.

Registerad Charity No. 205913 (England and Wales)
SC040050 (Scotland)

Paul can now enter his home
without risking a fall

Al age 35, Paul was diagnosed with Nystagmus
As his sight began to fail, he soon lost
his job and his home. He ended up
alone, ving in rented accommodat:on
But the steps outside his door were
a constant danger. Paul fell several
times, suffering a8 concussion and
numerous culs and bruises. He was
afraid and struggling to cope. He
needed to move. But he didn't know
where o start

Paul contacted us because he knew we could
help and he didn't wanl o suffer amy more painful
accidents, Our Housing Co-ordinators listened to his
needs and helped him find a more suitable home with
no front steps and much better heating and insulation,

If you know anyone who's blind or losing
their sight, who could use a visit, or just
some advice on how to be safe at home -
cut this out and give them our number.

0303 123 9999

Lines open Monday to Friday 9am — Spm




ACTION FOR BLIND PEOPLE

A direct mail fundraising pack for home safety services

® o @
Actlen for blind people
=T

We give back poopls's confldances snd iadaparsdencs

by s dton ang | weork o Actiun o Bing Pecpls. My o o
" 3 7 i & e i b b poed
ar go oul @nd i i psieiede o | Al | wmnl 10 fefl ¥
il Warn i i oy

Sarparre e

Imagine being hurt in the place you feel
most secure.

N T
DCissar Frimng
¥
wity. & space il of mematies ks
W L]
Bt whiat If you woks up nd yaur hame had changed forewver?
i

tmagins if piu Sodd N 1SRG G568 0 NICING O7 &

Uy S0l Can Cul and ove

savdt of peopie with g

e aupean lor Blind ard partialy

for Bind People can beip. Wi

Wwe 2N imorTve B divg

sghied pecple = ol mpects o

ges. Pieans wil yoi donabe £10 80 we g

g sEaEbon wilh jl & lew semoie ch
i ke Fomes sl ard secive again?

Piaasa kem ove

200031 K

e L

WS iy 1 " fertgs Eurmng hersot Cufiig ersal
i Mg waking up evary day, dmadeg the nasl scoden. But | knew
ar g | b uld ' sy st 50 B g
il A Inddeseaurt Livee Adves 10 ioka & kol @) e home
i i i Livrg Ay sh i
1 1 e 1) Sty nutmen’s oy Thirl | weed weth hisn Wihed | Fai®y Bpprecil it ’ Thy ot i

g Tz, Tm

Every 15 minutes someone in the UK starts (o loss their sight

- i il WL L=F
W e i o S WAl il Oorain £ H] S0 e
gk [ L sl and dacun i Dar Bomes?

i ks digrity and rdeperdence?
S0 ey Dlnd snd paviially sighind peopls any samply sol mare of Aclion
el bty wm o nge e Y H i reict) Pas paopia

[}




NATIONAL SAVINGS & INVESTMENTS

Monthly magazine for top-tier investors and retirees
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NATIONAL SAVINGS & INVESTMENTS

Monthly magazine for top-tier investors and retirees
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NATIONAL SAVINGS & INVESTMENTS

Monthly magazine for top-tier investors and retirees

What should you put into your
investment portfolio?

's generally assumed that our financial priorities change as we grow Inx; sf o i M Theriireg g
I older. We take more risks when we'ne younger and look far security as

wl gt aldar. But i this really the case? Do our investment needs really

change that much over the years? Francs Klonowski, Certifesd Finanial

Planner for Klonowski and Co., gives his expert opinion

o e ey e

ISAs explained —we give you the facts

Fsyy mans com

w all work hard for our money but enforiunately we sre taxed an
Wmur warmings befars we avan recelve them, With this in mind, the
idea of a tax-free sovings actownt may seem appealing, You probably have
teard semething about individual savings sccounts or ISAs over the past
10 years, bul perhags various investment lmits and different typas of 154
have left you a litthe confused. |n this artiche we will také & dhoser laak &t
1585 and explain the key facts.

Fow Lt wrewl esre Dha D000 in el




NATIONAL SAVINGS & INVESTMENTS

Direct mail pack promoting the purchse of Premium Bonds
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\
Every pound you invest \
could lead to something spedial

Each investment gives you
another chance to win

.................

Top up your investrment and you could win £1 million




NATIONAL SAVINGS & INVESTMENTS

Direct mail pack promoting the purchse of Premium Bonds

¢ How Prameum Bonds work

Each investment gives you
another chance to win

application to invest in Premium Bonds

Do you want more of that winning feeling?

Buy and manaae JEHT Premium Bords ondine and | 4 phone

How do | buy Bonds through the past?

fi Mationsl Savings and imestmaniy
- etior § nsandicom

ee o1 D500 DO7 07, W'

Buuing by etectronic transfer

¢ National 5avings and Investments
OE31 15
e 11994808




NATIONAL SAVINGS & INVESTMENTS

Direct mail pack promoting the purchse of Premium Bonds

Mr A B Sample
55 Sample Streel
SAMPLETOMN

Samplethire Matioal Savings and

555 555 InvesT
Glasgow
HMDPAG G5B 158

105 LGP0 1 57

el

R

I]E.I

Erayuiries 0500 007 007
Cur reference NMDPAG

Aprd 20173

Diear Mr Samiple

Top up your investment and you could win £1 million

A5 you're a recent prizevwinner, We're sure you've experienced the thrill of winning with Prermium Bonds
Sa don'l you want to enjoy more of that fantastic feeling?

Imagine cpening your front door to the sight of Agent Million (abyvays ask for identification) holding a cheque for
£1 million. How would you feel? What would you spend it on? Perhaps you would use it as a nest egq for the
future or splash oul on a Inp around the wordd? Whatever vou're imagirming right now, there's a wiry yol might be
able to turm your dream into reality. You can increase your chances of wenning by topping up your Premium Bonds
imvestment today. Each £1 Bond number you hold has o separate and equal chance of winning, so every single £1

you irvest gives you another chance to win a prize fram £25 right up to £1 million every month
What prizes could be waiting for you in the next draw?

Cur £1 million jackpat could change your life farever, And with our June draw getting ever closer, we woulbdn't
want you to miss out on the chance 1o win such an incredible prize. You'll need te hold your new Bonds for one
full calendar month following the month of purchase belore they become eligible towin prizes. 5o if you buy
mone Bonds now, or t?':-' the end of Apsril &t the latest, they will be -:"||l|||.-!|' for the June draw onwards, Onea WO
Bornds are i the draw you'll have chances to wan every single month, far as long s you keep them

Buying Premium Bonds by post is easy and convenient

We offer several differant ways ta b Ly Premium Bonds. Hawve WO BT orsdored wsing the Fu:ﬁ."-' All you need to
do iz 1ill in the application form attached 1o the brochure enclosed. Then, smply returm it to us in the ermvel i
F?’C’\'Id""’i with a "|'l~."'{'.il'.' far the amount that you want 1o invest. Belose applymng, you shiculd also be aware that
each Fremium Bond purchase must be for at least £100, and you can hold up to £30,000 in total. Each
imvestment must be made in whaole pounds

Please turm over =

@ sioral Savirg ST 1§ Dok By, HIV Traasury {f_ recycled




NATIONAL SAVINGS & INVESTMENTS

Direct mail pack promoting the purchse of Premium Bonds

Our online and phone service is a simple way to manage your Premium Bonds

i Iy Lo e il The Bl sopvice [ ssible. that's WiTY WOU can also buy and manage Pramium Bonds
ds, ks

aul our anline and phone

aCk of your

B you can by or cash in Premiur

eatures If you want to leamn moe

s feqistered for tf

Bonds and prizes and use a range of other s

senvice, please read the brochure enclased

Remember, vou should fop up your imvestment by the end of April if YL want YOI FUBA Bords 1o e ) Jli_l|-" lor the
Jure draw. Good luck and we hope you win a prize. Who kniows? Agent Million could be knocking on your door

VETY 500N

Yours sanceraly

ﬂ?g,mf E{.rw':




TOYOTA

Direct mail pack showcasing range - Meet the Family

Moot the Toyota Family

Meet the family

1y hello to the Toyota range

OUR COMMITMENT TO QUALITY

AS5YEAR WARRANTY
OMN EVERY NEW TOYOTA CAR

wit e ph e o ja iy PLR TR STy S T

9.9% APR typical

s g ik mantt ety

Spiyadl wear
st Th I TOVOTA,
rrintas wals §bipazifearEn b Rt AT WIRRRANTY
ER Al i 1 LD

The super smart ones
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TOYOTA

Direct mail pack showecasing range - Meet the Family

Range from and model shown only £9,995
including a saving of £450*

s & o2 £0 HERRS

Model shown only £14,995 including a saving of £750°

IYEARS g.g,%
) 514 EREE 2R
AR R L coclen s

Versp=5 range from £13,995 Gncuding s savingof £6507)

The clever
little 'un

iQ LOVT-

A true original, this four-seater’s
groundbreaking design makes it
incredibly sasy to get around town

and even easier to park, But don't let
itscompact little body fool you, i0 has
a S-star Euro NCAP safety rating and
manages to pack in a high specification
asstandard, including 157 ailoy
wheels, ait conditioning, 9 airbags

and heated door mirrars,

The latest
arrival

New Verso-S
T Spirit L33 VT

Smart and spacious, Verso-5is a five-seater
that's ingeniously designed to fit your whiole
lifetn, It's compact and Easy toodrive, h(l.‘u—hr'—u
tlazs-leading emissions and loads ol technology
packedin. With a £.1° colour touch-screen
multimedia hub, rear-view camera, one-touch
fold flat seating, 16" alloy wheels, panoramic
roof and the option of an automatic gearbox
with up to 54.3 mpyg, it"s the smart cholce for
you tog



TOYOTA

Direct mail pack showecasing range - Meet the Family

The super smart ones

When It comes to hybrid technology, Toyota has led the way for the last ben years.

In designing the Prius we defied convention, creating the world's first mass-proeduced
hybrld car, With 2,900,000 sold and numerous customer satisfaction awards toits
name, it s the world's favourite hybrid.

New Auris
Hybrid 14

Fiendishly clever, the new Auris Hybrid
takes the proven technology at the
heart of Prius and makes it even mone
economical, with combined fuel
consumption of up to 74.3 mpg. And
it's no siouch when it comes to features,
with climate control air conditioning,
blue optitron dials, 17" alloy wheels
and LED running lights all as standard

Auris Hybrid range from £19,545

Model shown only £19,795
=1 .{gf, '$ @ 74.3 ﬂJ FREE RPR

The
intrepid one

Avensis z200-40 Tourer

Intelligent and dependable, Avensisis
equipped to keep you comfortable anywhers,
Every detailis designed tomake everyday
driving better, like full map Sat Mav with
bluetanth, USE and MP3 connectivity, dual
zone chiimate control, cruise contral and rear
wlew reyersing camera as standard, With its
sure, effortless handhing, you'll feel confident
wherever yvou're headed,

@ 2 AVEARE B OOF
S8 0 © ‘g @ HERR
Ill-h-—

ar nu.n’a
nn-m [T

AT natd) -

Avensis range from only EJE.?EI-E {Inchuding 3 saving al £750)




TOYOTA

Direct mail pack showcasing range - Meet the Family

Meet the Toyota family

i
' i "
1 ¥
g 1

o L] 1 UL

reLearch a RIS o

Ax & rirsult, all gur wehicles share those amazing Teyol e b n ] TH!
durability. And as part of gur commitment to guality, we offer a 5 year or 10 10 mile warran

swell as 3years' free servicing when y finance through AdCEss ta L 1]
with alfordable finance and 9.9% APR typical®

Across our entire range, each member of the Tay 7 - £l i ar

! yoei order before 315t March you could enjoy sav g8 of wp t

the enclosed booklet and you'T find there's ane that’s porfe

tihefamihy or cali 0844 701 6198

2, & Py VIS I weew boyol e Lo, uk S mestt ha
Yours sincerely
1AM
A e —
! o

John Thomsan

Marketing Director

Toyota (GE) PLC 5 =




CITROEN

Direct mail pack promoting the Picasso

EICITROEN ' ROVAL ML

Exclusive loyalty bonus especially for you
= Save up to £2000

@y of Dass meoen, i ke

i vt S 3 Pabmuary S8 it Lns by
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CITROEN

Direct mail pack promoting the Picasso

Sampla Daalar
D=aler Address 1
Dealer Addmss 2
Mr A B Sample E:::::‘: J::jl.:::: Ii
123 Sampde House aier Arirues 4
Sample Straal Dealar Address &
it OLR PCO
Sarmphe Town

Sampleshire S
AB1 2BA Tel: 9877 543210

& February 2008

Experience genuine gquality when you
test drive any model in the Citroén range

Daar Mr Samipha

Wa want 1o make your naxt test drive a rcher experience. So when you take a Citroén out for a spin you'l
drive off with ©15 of M & 5 vouchars, Ard while you'me pondering how 1o best spend our ahopping gift, we
‘.4'-l.l:|-!_!l||: O g ht like 1o considar some smart, money - Saveng Oplons lor bt naxl purchass

&7 From e i ol ks impasang ront and
e T

Why not pul thie new Uinmistakeably German C5 through s par
mght thrsgh to tha bold rear quariars it broathes status and pr

Or maybe you'd like o axperiance ond of our spacious MPVsT Bolh the siyish Cd Picasso and the
T-zaal Grand Cd Picasso offer you wersatility and parformance

Sy Imprassed with the il hatchback and

O the other hand, il your nesds Fave chandgsd, you'll i ag
coups range. Wa've enclosed mare sformation to halp you decide

Fantastic offers if you're quick

You'll always gel gread value with a new Citroén, bul ander now and register by 35t March 2009 and you'l
enpoy even more. Yoo can benefit from cashback and finance offers on o wide range of modals.® For axamphe,
& come with @ really ussful 0% APR (iypical) finance over 2 years with 20%

deposit.” O choose (e now G4 and you'll receive "No VAT cashback savings of up to £2 501" &5 well as the

& mEnimum

all naw C5 moch

same 0% APH finance offer.

Even more affordable

With awir popular Elect 3 fimante schama, buysng 8 new Citroén is swen easier on the pockol. Take 4 look
ovarleal 10 ses soma ol the great deals we can offer you right now. To aee all ow prices and Elect 3 deals,
pleass spaak 1o your local dealkar or visit wyww.oitroen. couuk

Remember, details of your Special 1est drive gt ang enclosad, S0 we Dok forwand to seing you in 8 new

Ciiroén soon

Yours sincaraly,

lan H ._1!_:||1r_--'_-

harketing Diractor, Citrodn UK Lid.

R

MO AR
ar full e e corciBong, Diaame S Oy kel

[EEEEras

Citroén UK Lid,, 221 Bath Road, Slough, SL1 484
Tel: 0844 4583 0010, Fax: 01753 748 100, www.citroen.co,uk
Aeg. No, 191578 England -

>




CITROEN

Direct mail pack promoting the Picasso

The Citroén C4 Picasso sets new standards for
the compact MPV elass, offering you outstanding
design together with safety features that set it
apart from the competition.

Indesd, e C4 Piopsso (5 50 bagutiuly put iogethsr, with its clean ines
ml:lu:rlﬂ'nﬂl:"'rlij turyes and vasi panoramec windscresn, that wa'va had
10 invent 8 new wond o deschbas it The Visiostyla'

It's that hupe windscreen that ghves ihe Cd Picasso its distinctive bght-
filled ambience. And it's not ondy the windscrean that s enomous. You
harve mome than ampla rooem for five, with class-leading legroom in the
rear Tha bool B miss stagperingly nge, giving you arsund 500 litres af
CRTYING Bpace Deneat the ggogs cover

You'll benadit from & wide cholcs of desel and petrol engines, from the
1.8 and 2.0 litre 16V pabol varsants whsch generate Bn impressive 1250p
and 143hp reapectiively 1o the 1 BHDE ard 2.0HDH 16Y diessd variams that
panarata 110hg and 138hp. Autormalic gearbos options ane avalabia on
the 2.0i and 2 0HDH

True CAnodn C4 Phoassn opmes with a host of advenced leatures that
make driving bk sater and rmore enjoyable - clover ideas ke bl sian
nsssE], an aulomstic parking brake and hazard warning lighds thaf flash
avitormartonlly & you decelsrate rapidly,

All in afl, the G4 Picasso fakes Citroén's comprehansive MPY rangs
larvwand wibo & e dirmension of spach, style and safaty,




NATIONAL SOCIETY FOR THE PREVENTION OF CRUELTY
TO CHILDREN (NSPCC)

A direct mail fundraising pack for general services

N NSPCC @

OMEPDYT gyt ities misd siop. V1L TR0

Wa wish that cruelty to children would stop.
Until that day. we will continue to ask for your help,

1% ol children undis 18 sipefiencs conlng sl sbase during childhood®

Monday's child
is full of grace,

Tuesday's child is Wednesday's child Thursday's child is Friday's child is

vapeatedly rapoed, fas broiwen bones, tuo scared to go hoime, tiarasned with a svick,




NATIONAL SOCIETY FOR THE PREVENTION OF CRUELTY
TO CHILDREN (NSPCC)

A direct mail fundraising pack for general services

NSPCC @

Cruaity to childron must stop. FULL STOP

Mational Society for the Prevention
of Cruehty o Clilldres

Weston Flouse

We wish that cruelty to children would stop.
Until that day, we will continue to ask for your help.

] {eal? Anger? Outrone? Evary time | see 0 my atomach i
Jiciri iFarat gusting
..... far | with thigir ca
tial Kinm, B - T 1L
Xif el Chil thd iy
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Ties | F 18 -HE
At sed
f M i M
{ il
o €




NATIONAL SOCIETY FOR THE PREVENTION OF CRUELTY
TO CHILDREN (NSPCC)

A direct mail fundraising pack for general services
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NATIONAL SOCIETY FOR THE PREVENTION OF CRUELTY
TO CHILDREN (NSPCC)

Direct Mail letter informing members of NSPCC School Service - educting children about sexual abuse

NSPCC @

Cruslty to childran mast slop. FULL STRP

Mationnl Seciety for the

Provention of Croelty to Clilldres

Weston Honse
A2 Curtain Koud
ond “TA SN
Our ref: TTMDIDV1 23457117361 e
Tekephone: 020 TE2S 2612
%r A Sample Fax; (20 TE25 1525

Company Emminil! jued. thoenson fErspoe org uk
Address |

Address 2 wwwnspee. ong

Address 3
Towm
Counry
ABR| 2CD
Country

17 Sepiember 205

Dear Mr Sample
In & class of 30 school children, on average three will experience contact sexunl abuse during childhood®

There is no doubd that this siatistic is shocking. But it doesn't tell the (ull story. Any one of these three children
may have endured years of cruelty and abuse before coming forward — if they do at all. Why do so many children
suffer In silence? For coumtless victims of child abuse, speaking owt is something they feel they simply cannod do.

At the NSPCC, we focuas our efforts on helping abused children. Howeves, as ["m sure you are aware, the “P’ in
our marme sands for ‘prevention’, 5o for us, the sheltering and protection of children from cruelty is crucially
Iemporiant boo

| recently visited Lee Mitchell who is the bead of the schools service. The mim of our schools senvice 1 simple,
We will go into primary schools across the UK to sensitively explain and inform children about sbuse. This will
help them understand what is, and what sn't, acceptable behaviour from aduls, empowering them o seck help
should they ever need it

A5 adulis, we realise the importance of confromting cruelty and abuse head on. But children, recked with feelings
of fear, shame and guill, simply want to forget. They may feel rapped in a nightmare with no voice, no power, no
escape. Lucy didn’t say & word about it to anyone. From the age of seven, she was repeatedly sexually abused

st the kands af a family friend. For four agonising years she kept quict. [t was only when she found out that her
limbe sister was being abused too that she 1old her parents. If only she could have said something sooner. If anly
she knew there was o way ot of ber lorment

Lucy’s story, and the countless others like it, emphasise just how important the schools service 15, By explamning
all the different types of abuse a1 an carlier stage, we are empowering children; we're giving them a voice, the
confidence to seek help, o way out of the misery

We know that the early formative years are a cracial time in a child’s development. And schools provide the wdeal
environment in which to offer advice and suppori and 10 raiie swareness. This interaction between the NSPCC,
teachers and children will help stop the long-term damage of child cruelty,

Om walking o Lee, | was extremely moved by his dedication and the scale and scope of his vision, He informed
me that the overall objective was o visit every primary school at least once every two years - that's 11,000
schools per year

e .?N_I_‘-t t@
ChiIdLin'e;_: . ; — HELPLINE

e ¥ 0808 8OO S000
IIIE.D{} "”' \ / | help@nspec.ong.uk




NATIONAL SOCIETY FOR THE PREVENTION OF CRUELTY
TO CHILDREN (NSPCC)

Direct Mail letter informing members of NSPCC School Service - educting children about sexual abuse

A praject of this scale has never been done before and there is no existing model o follow. This is why Lee and
his team are running 70 pilots mvolving 80 differemt primary schools throughout the UK. After close consultation

with parenis and teachers, the firs pilos started in June and will contimee umtil November 2010, It is .|r||:L I,|'_...

rent approaches that we can truly devise a service capable of making an impact an the prevention
of child abuse. Four potential service models will be piloted, from one-off events to smaller scale workshops and
assemblies, A fer an extensive evaluation, we will choose one model 1o form the basis of the WEPOC Schools
service. This wall then be gradunlly rolled out to schools from January 2011, until we reach our goal of 11,000

schools each vear by 2016

| have included a tranacrips of my intervicw with L .:'v".:.ldlng.' i words, vou will be able wo see just how muoch
this project means o him and the amount of hard work, dynamism and drive i1 @akes 1o make i kappen. He is
todally comrmitted to reaching every pnmary aged child and understands the many complexities of the task st
hand. On behall of Lee and his entire team, | wani 1o thank vou for vour generosity and continued support, whisch
is so vital in funding projects like our schools service

We send children to school so that they can have the best possible start in life. And the NSPCC will provide them
with the knowicedge they ' |l meed (o escape the tmap of abuse

Thank you for taking the time fo read about our impoartam work. Your support is invaluable 10 us

"I: LTS S5 II-:I.'I'\CI} "

oA

Jumes Thomson
MNSPOCT




WAITROSE

Direct mail pack promoting products for Christmas

Stay warm and cosy
this Christmas

_ - G

Let Waitrose.com bring
,mj the perfect presents to you




WAITROSE

Direct mail pack promoting products for Christmas
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WAITROSE

Direct mail pack promoting products for Christmas

Waitrose.com

Woitrose.com

| i IJ" I|"L.‘IL..I_ A '."

\ AV~

Cheryl MaocKenzie




WAITROSE

Direct mail pack promoting waitrose.com [ wine offer - delivery
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NANDO'S

ECRM to loyalty customers

#Nando'se

Fire things up!

e P g iy . e Sy e S .

Fancy a litle spice with your
firewarks? Mip into Nando's and try

of these tasly remixes. Because
one ktle exira can really pemp up your
meal Knives and Fawkes

at the readyl

Cre €

’ Py .
Yhee n' spice
Remix your favourile burger of
Wwrap wih a few skces of fresh
avocado. MNew on the menu, it's
the perfect cooler 1o Dalance
the heat of our FERI-PERI
SaLCES

Try ardering a serving of
PERS-PERI nuts with our
KMedterranean Salad and
sprinkle them on for a prolein
packed burst of extra crunchy
nuttiness

Switch in a sice

and remix your Nando's.

How will you pimp your chicken?
Yiew it onling

L
PV /4

/
Chip 'n’ Dip

Crder a Houmous Appeteaser
and a large safving of chips
You've got chip and dip match
mada in heaved - trust us s
Mande's comba s a taste-
tasdid winner

& Downlosd on the GET IT OM
@& Appstore | P Googley

Dont bs antl-soclal




NANDO'S

ECRM to loyalty customers

Win a trip to South Africa in our Winner
Wonderland competition
#Nando'se TR T

w nNer

Wﬁndﬁ"and

We've got just the thing lo warm your
Spires this winter . Enter our Winner

Wonderand competifion and you could
win a trip 1o the home of Nando's
sunmy South Africa with Traffinders
Ve're also giving away loads of piher

Mando's goodies 100
Enter now o

On any day of Chrisimas
Nango s gives 10 you, a piatber
for your whole crew. 11 doesnt
matter whather it's 1e&a for two,
wings for the Three VWise hen
or a Teast for fAfeen, we have
platters 10 share

We're ragly chuffed aboul our
new Nando's Grooves crisps
To celebrate, we're giving
dway three E100 Ticketmasier
wouchers and three boxes of
Mando's Grooves crisps. Jus
answer an easy question for
Mando's has gol Christmas ail your chance 10 win
wrapped up this year with a
fery fesiive soCkng e -
the Mando's Gift Card. You
can pick them up at your local
Mando's, selecled highe Slreel
shops or onling. So why not
spréad the PERI-FERI love
this Chitstimas?
Give one today © Haveago ©

choase a platter £

Check your (3}
e Chilli balance

I\
#  Downlasd on the GRT AT O
. appﬁture ﬁhi,;m:r:{!y;

Dont ba antd-social




SKY

ECRM series showcasing features of Sky TV

sky

Never Miss - set an alert and
we'll post it to your inbox

Saetting up Mever Miss is simple

The Sky Difference. Having all this at no extra cost

o o I sy

Mo Sky 1D

Catch Up TV - for when
life catches yvou out

gl

Watch your shows on your scheduls

15 ot wor

The Sky Differance
Hawving all this at no extra cost.

-1 =1




SKY

ECRM series showcasing features of Sky TV

Being popular has never been

Box Sets - don't let a cliffhanger o rowarding
leave you hanging
“Getconnected

A £73 voucher and the chance
to win an iPad 2 when you
introduce a friend to Sky

S AL IS L0

Watch the naxt episode whanever
you want = al no extra cost

o e | ltrociceafrind

Introducing a
friend Is easy

Craahs o Sl 0 usis
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The Sky Differencs
Having all this at no &xira cost
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WAITROSE

ECRM promating waitrose.com [ delivery

} minzie Sheps tn plecing yous firet griteny abap &1 Walrsae som + FREE defvsry on every oidar
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"Having trouble
getting started?”

Select your Choose your

local branch dibivery skot

Create your
Waitrose com account
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SOUTHBEACH WELIGAMA APARTMENTS

ECRM promating property, art and culture

[Subject line] Inspiration On the Horizon

Life at Southbeach Wellgama ks extraordirany.
Lursii rigis apartmen s, the touch of local
L1111 craftsmanshig, light shimmering on a turquolse
CCRAn = W craated aplace to T your ol

Bl Ehis is st the beginming

I b o ARG b cid Dpeerving Lader Dhis year,
we will be exploring the colourhul warld of
Scirthbaach Wellgama = from aur recording
shudio and art initative, ta the culinary experts
rurning our restaurant and bar. Disoover the
icheas, Paoes S spades hal maso sach day

Lok

First it's time for a ste update.




SOUTHBEACH WELIGAMA APARTMENTS

ECRM promating property, art and culture

Welcome to vour Southbeach Weligama. A place
where design, craft and artistry redefine modern

beachiront Hving with you at the heart of it all

Artistic expression is avibrant part of any
commiumity. A reflection of local context and
experience. Form, colour, texture, composition; all
these elements stimulate our senses, stirring
emations, drawing us closer to a place and its

people,

Ultimately, artistry is a celebration of humanity. 5o
art very much embodies the Southbeach Weligama

spirit. Discover more below.

&

The artistic heart of 5ri Lanka beats strang. And we

have our finger on the pulse

southbeach Weligama pravides a place for artistry
to shine. This s why we've commissioned 5 Sri
Lankan artists to create bespoke pieces lor our
spaces, a5 well as adding 25 artworks to our wider

collection. The visual narrative explores the many

facets of both Wr_'li_lr'..llrl:'l. and the wider Sr Lankan

identity



BIG K PRODUCTS

ECRM targeting young grillers from the Little K Club

¢l line}] Father's Day Fun, reclpes and prizes!
K summer vibes ar

are nere

SUMMER FUM IS HERE!

Hallo 1o all the Big K Fam and of courss, you awesoms Litlle K people! Summer & heng
] he
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Thanke 50 much

%

s A

thi subjed ling “Little K Ragisirabion




BIG K PRODUCTS

ECRM targeting young grillers from the Little K Club

_.
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CAN YOU FIND ALL THE BEQ WORDS?

Walcomes 1o the wondorul woekd of wondsl Ok maybe nol 50 wonderiul a5 we hiwe actunlly
WGEt some worss, Can you help us ind hemT Gt your pairants i pamt oul the worg search
and gt seeking?! W S0000 ned your halp on this

Please help us lind

Big K, Binchotan, Steaks, Grill, Woodies, Rub, BBQ, Charcoal, Flame, Brisket,
Tongs, Skewer, Charcoal,

f w




BIG K PRODUCTS CHARCOAL

Monthly ECRM showcasing product and BEQ inspiration

COur 12 Days of Christmas Giveaway is
spreading the festive cheer far and wide. We've
been beyond thrilled with the participation from

I_[]VE WARMTH EHEER all of you and the comments have been

hilarious. There's still plenty more prezzies to

come, 50 keep an eve out on (nsta each day

around Bpm.,

Christmas Pelivery Dates

MERERY CHRISTMAS FROM
ALE AT Bic K

FESTIVE GREETINGS!

We love this time of year! Smiles, sparkles and

just that little bit of magic fill the air, Yes

indeed, Christmas is coming! And we're

definitely feeling the festive vibes. Now they

CHRISTMAS DELIVERY DATES
say it's better to give than recelve, and we

couldn't agree more. So check out a few

Don't let the festive cheer turn into a festive
seasonal surprises we have in store for you,
tear! To ensure you receive all your Big K
plus a few announcements too, Wishing you _
prezzies, products and goodies before
Love, Warmth and Cheer from the whole Blg K
Christmas, for the best chance of receiving all

Fami!

your Big K goodies please order before
midnight Monday 19th December. For pallet

deliveries, please order before midnight
Thursday 15th December. Have an awesome

festive season!

2...0... PICK UP

DON'T MISS OUR EPIC CHRISTMAS
GIVEAWAY
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NANDO’S
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NANDO’S

New loyalty card promotion pack

LaENT=™

1.4m

New Mande's Cards registered
and in use in year one. ] |
I 1
| [
| |
| M
1 !
| |
i !
| Vi
{




o ¢ 8 A © 0 © 8 A O O O BN A

®)

o o B A

o 0 A O B O O A O B O ©C A O R ©0 O A O

A A O O © A A © O © A A O O ©O© A A O O

O ©0 A O N O O A O

O 0O A O B © O A O

o ¢ B A © O O N A

o © 8 A ©O O O N A O

o 0O A O B O O A O H O O A O N O O A O

O 0 A O 8 O 0 A O NN O O A O BE O O A O

A A O O O A A O O O A A O O

O

A A O©C 0O

o © A O N O O A O N O O A O N O O A O

O N A O O O H A

O O O B A O 0O

o o B A

O o A 0O B O O A O B O O A O B O O A O

A A O 0O

O

c A A O O O A A O 0O

A A O O

O O A O EFE O 0O A O©
SOCIAL MEDIA

o 0O A O B © O A O

g o B A

O

A

O

»)

o o BH A

N O O A O B O O A O

o 0 A O B © O A O

A A O O 0 A Ao O O 0o A A O O O A A O O

O O A O O A A O

O

A O O A B O O H A O

O A O B O O A O N O O A O H

O

O O H A

o 0 4o O

N O O A O N O O A O BW

O A O

A A O O o A A O O O A A O O0 O A A O O

O A O

N O O A O N O O A O

o A O

o O H A

o

VAN

&

O

O

O

N A O© 0O

O

N A O

N O O A O B O O A O

o O A O BN ©C O A O

A A O O O A A O O O A A O OO0 O A A O 0O

o A O N O O A O N O O A O N O O A O

O

o o 8 A O 0 6 # A O 0O O B A

®)

o o B A

c 0 A O B 0O 0 A O N O 0 A O B O O A ©



PUMA FOOTBALL

For Real social media campaign

Wh ild capture a moment in time!

WATCHED BY OVER
3 MILLION PEOPLE
IN ENGLAND

Do you know their story?

PUMA players are closer than ever befade

GRACED THE TURF IN
ABATTLE BETWEEN
TWO GIANTS

Do you remember the moment ?

evatiED |

BIRMINGHAM. SUNDAY 12 AUGUST 2012




BEEFSTEAK CLUB

Instagram

Tell us your cheesiest chat up lines.

You could win a Fondue kit and

Beelsteak Club wine

©CQYVY N

@4 " Liked by wanderphfuel and 52 others
beafsteakelubwines Ah Valenting's Dayl t's a time al

love, happingéss_and some terriblé one-liners 1o

As the special day is fast approaching, we're
calebrating all the carny characters owt there with our
Cheesy Chat Up Lines Competition, So tell us your
go-i0 classics and join the fromage-fest. You could
win & case of Beelsteak Club Mendoza Malbec and &
Coker B piace cast iron Fondue set. *

How 10 enles

1 - Drop your chegsilest chat up line in the commenis
2 - Follow @beefsteakclubwines

i - Tag a friend with some seriously Brie-based

banter

Even If you don't win, you can grab some anillery 1o
siuff in vour locker, And who knows? Lise the right
line at the right time and you might just pull a corker
Good luck

18+ UK mainiand only. Closes Monday 14th January
Ts&Cs

hitp [beefsteakclubwines com/lerms-conditions/

€': Liked by wanderphfuel and 32 others

beefsteakclubwines Beefing up the London streets!
That's right folks - the Beefsteak Club buses are back!

Keep your eyes peeled, snap a pic and share it on
Instagram or Twitter with the #BeefUpYourBBQ
hashtag to win one of 25 bottles of Beefsteak Club
Malbec

This is one bus you don't want to miss!

#beefsteakclub #beefupyourbbyg #raisethesteaks
#London #londonbus #londonbuses #londonlifestyle
#londonlife #UK #malbec #malbeclove
#malbeclovers #contest #giveaway #ukgiveaway
#photocomp




BEEFSTEAK CLUB

Instagram

COWS AND CUTS

@5 Liked by wanderphfuel and 37 others

beefsteakclubwines National Butchers' Week |s in full
flow. So there's no better time to level up your beef 1Q
Here's a quick pic of the key cuts you need to know

It all boils down to basic biclogy, The softest and
most tender steaks come from cuts nearer the centre
of the cow, as the muscles here do the least work.
You'll find leaner, firmer and heavier textured steaks in
cuts nearer the legs and neck, as these muscles do
the most work

#nationalbutchersweek #nationalbutchersweek2022
#NationalButchersWeek #localbutchers
#localbutchershop #ukbutchers #britishbutchers

@AY Liked by wanderphfuel and 47 others

beefsteakclubwines Parly like it's 1979! We've just
launched our new Beefsteak Club Malbec 201 Party
Case and it's the perfect partner for your next office
shindig

Back in the Seventies, mini kegs were all the rage at
London office parties. And in the last year, we've seen
a resurgence |n the tradition! Feeling inspired, we've
come up with something groovy

Forget lugging about a heavy case of wine, We've
re-invented the wheel by well... putting a box on
wheels. Not only does the Beefsteak Club Malbec 200
Party Case weigh 10.67 kg less than a full case of
bottled wines, it's super easy to manoeuvre with a
lower carbon footprint too. Mo glass. Mo fuss. Just
26.67 bottles of wine squeezed into a 20 litre box,
complete with four styrene rubber tyres and an
extendable travel handle for added convenience an
the go

If you all love our 20| Party Case as much as we do,
we'll be looking 1o roll out a range for the Office
Christmas Party season. Stay tuned!




BIG K PRODUCTS

Instagram

€50 Liked by wanderphfuel and 95 others

bigkproductsitd New product drop!! Easy Light
Charcoal Briquettes in full effect! Briguettes are now
a breeze!

we work in a challenging industry, s
truth

To us sustainability is tough but achievable. We focus
on setting simple, feasible goals that, over time, will
e a tangible and lasting change.

From developing more sustainable products and using
a blomass boiler on site, to improving the efficie

our delivery routes, we're constantly taking little
actions that can make a big differenc




BALMOND STUDIO

Instagram
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balmeondstudio How to capture the vibrancy of
Colombo? The ascension of the city. The expanse of
the horzion, Verticality and horizontality emerge.

Structural moves to encapsulate the dynamics of Rather (&
attraction and expansion.

PS5 Liked by wanderphfuel and others
balmondstudio Sea to the west. City to the east.
Singularities wouldn't work, meaning the building

couldn't have a conventional sense of front and back.
fe o is a threshold. A point of

place,
Serialisation of form...autonomous and yet
interdependent structures engage with one another in

a continuous, kinetic exchange. A symphony of energy.

CIRnan architecture, engineering,
project management and public interiors by

@D Liked by sanduni_nirasha and others
balmondstudio Serialisation of form. Compression and
release of energy.

Architect (@




CLAN B

Instagram

"]"B Liked by balmondstudio and others

clan_b_design Your sky. Your rules.

2Q @V
T Liked by balmondstudio and others

clan_b_design When art imitates life

1\

On Q

. Liked by balmondstudio and others

clan_b_design Convention can be a prison.

I coming socooon less
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NHS-SMOKEFREE

A website encouraging smokers to quit by joining Smokefree United

SIGN 1N » M

KICK THEHABIT FANZIONE MY SMOKEFREE UNITED

Smokefree United

A club of fans
who want +o quit
5moi-'-iﬂs. Get a
coaching You need
+o q'y.ll‘l'; and win '|'op
footie prizes.

inikBFOAT

KICK THE HABIT FANZOMNE MY SMOKEFREE UNITED
PLAYERS TELL TOWHSEND  SMOKEFREE UNITED LEAGUE

 share match-win rig
sdvice with othar Smokefres LUnited members
You're not alone = chack out cur mague table ko
see which teams have the mast supportars
mizking quit attampets. Ara wou on the raad o
glarye?

hafras Lindted | Privecy poflcy | Contaci us SH# M

SMDKEFREE‘ @ talkBrOnT




NHS-SMOKEFREE

A website encouraging smokers to quit by joining Smokefree United

SHGM M * "Hs

KICK THE HABIT FANZONE MY SMOKEFREE UNITED
#] YOURWALLET SUPPORT SIGNUP  WRIGHTY'S WRONG ‘LNS

Your body s more kKely to develop health problems if you are smoking

For footballers, that means your performance will suffer, Smoking lowars axygen in the body and
reduces your speed and power. You'll strugghe to catch your breath and your musches will tire soomner
allowing nippy non=smaokers to run rings arcund you. And because smokers are more [kely to get

mjurad, you'll end up spending more time on the subs' bench

It's mot just on the pitch. Fans will also fesd the effects in their sveryday lives. Many find they're out
of braath running for a bus, or they struggle to kesp up with thedir kids

Quitting smaking means you'll get more out of your game. 'Within 24 hours your blood pressure,
puls2 rate and oxygen levels will return to normal, Within a week your breathing will be noticeably

better and you'll be able to exercise for longer

Roli your mouse over the body to learn more about the effects of smoking

Prvacy policy = Contactun | 5fm map

a 5
SHG'KE:H‘E/E. ] tﬂlksanT

1emEL ki s Dl Aadte




NHS-SMOKEFREE

A website encouraging smokers to quit by joining Smokefree United

rb.

WE'RE NOT SMOKING
WE'RE NOT SMOKING
WE'RE NOT SMOKING ANY MORE

¢ United a you'll get all the NInNg you
ng. Plus you could win fan-tastic prizes
thall wheen vau Jour il the chance LD |-'.|':,'

Sign for Smok
need 1o guit 5 s
InCluding a fres footbs WEN YO g Chance to p '.3-

with all-time legends ‘J

Get more out of your game EEE-JLE!ER
sign up at nhs.uk/smokefreeunited

or text GOAL to 62233

S




NHS-SMOKEFREE

A website encouraging smokers to quit by joining Smokefree United

EE O Signin Mews  Sporl  Woather  Capital
N EWS TV ONE-HMINUTE WORLD NDWS

Wwe Front Page

¥ e = i &
w

% Smokefree United helping football fans to quit

Areprices Chelsen fans may be

Reta-Peifi cabeirrating thelr toam belng
—— tap of tha Premder Laagus bt
Feddie £ agt they are strigoling o the pitel

Rl hain Lo give smoking the red cand.
K

Basinewy

Soeioe & s nment

Terhnoalugy
f mlertammeeni

Mlui i the news

ALTVE RSN Adwlce and prizes

Prrgraniimes T maj i mals ki would ke bo quit a ! o HEALTH STORIE

“Lovwing lifie




SKY FIBER BROADBAND + DISNEY PIXAR

Kindle holding screen and digital banners

Petrifying page turner?
Swipe to see the whole gang
discover frighteningly fast :llw' Fikios

1 tap ||'||-|I4-,| Download T-Rax tranca?
When it comes to music
N1 B 00 1 F what do you do online?
o D
Coming soon
Eaxunses bz

Stream country and westam? Everyona can enjoy Superfast and superunlimited

the music they love Ek‘r" Eibre

whosvar's online

sy & k sky &




Coming soon

Exchushe to
LA PO TES
Ly
How many are online in your home right now? %
— R
[
1 2 3 PN GO
T‘?’?g

T
How many are online in your home right now? %

Our frighteningly fast connection
keeps the whole gang running online

Superfast and superunlimited sicy

Sky Fibre




PUMA FOOTBALL

Win boots worn by players in matches

@ FORREAL

WIN REAL BOOTS AND
TRAINING SESSIONS

EE0AS BT AT BEAL i

& 1ruma’

sl
——— ﬁf-“.pﬁ THESE BOOTS
e K 4 b " T y

i ‘"Lﬁﬂ!i- HAVE & STORY

SERGIO
s AGUERO




JEAN LONDON

site for London Jewellery company

& s
Big Rocks quPQ?yerful People

' 4 | e

We all have pOsvET within Jean '|.'lrill|.1.‘- O YT 1"!:hp}".]'| For thie world 1o see. Be bold

Be suthentic. Be :\-IIHI'\E“-
Make 3 starement abour who you are

fean London was founded by Hannah Mossman Moore and named after Hannah's
grandmother, Jean, 4 ploneering journalist who forged her own path. Surrounded by
the patrianchal systems af post-World War Il Britain, Jean stood out as a
uncorventicnalist. Her self-belief opened doors and minds wo new possibilities,

inapiring other women 1o follow in her foomneps

'[‘-'ur FI"JE-'E“FTI- (13 i!F '\rlg:l'lH!' te i'\fIFhﬁh‘ YVOour inmer Fh’l"-\'l."r h’i“.l'll'- Ilkf' JIFEI n, }"\'.'!11 are 1-"‘1'"11_1

TI'I-it I'JI'I.'II1I¢‘ ot -:||1|r.~g I1'II:1'!.‘1!1ITIII.‘|I'IIF|H'\G




A shared spirit

Afrer wituar f had been theoigh

these valurs
wer, # Female
pcaneer, and niw g

[t e ]

Ever poncr abe rgs g chilkl,

Hanmnak had ahways brwn

Vi st
pasmion foa
nary rocks oaly

bzl coerr During s ks

et seniveraicy 1rip e S Iirg & wirman mr

Lamka, Hanmsh wesked for s o i it ol socheal @

Family  run gemmaone firm

ahw g ey ipest of the

wder indusiry

clanb.net




Jean's Story

Against the grain

wd hee wramus quo oo
helisve 1has we Creats

waorld 38 opposed to accept it

lannsih’s grandmisher, fean, was & rebel and a

fournalisn wirk i oo boos om lile Chin s aliced of
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SANDBOX 2.0

Website promoting the services and products of Sandbox Performance Consultants

sandbox sandbox

OUR SERVICES

CSP™
As a leading foree in performance

Th e Tri q d Df consulting, Sandbox delivers unparalicled

solutions for an array of challenges,

- -
0 rga n I S utlo ] .r_’f’. | spanning from strategy ideation to its
: actual implementation under our
E x cel I ence proprietary CSP& mathodology.
Crafting Future-Ready BaSl
through the synergy of '
Structure, and People.

Empower your workforce, stregimil

et

processes, and cultivate a growth=gent

culture to drive unparolieled performance.
Transform vision into tangible business

outcormes with CSP™,

CALL US




SANDBOX 2.0

Website promoting the services and products of Sandbox Performance Consultants

Why CSP™ is the Answer to
Every Business Question

In the intricate landscape of business, challenges are diverse, but the answer
is singular: CSP™. At the heart of our approach lies an unwavering focus on your
most precious asset - People.

Csp™ - representing Culture, Structure, and People - provides a comprehensive
lens to view and address every organisational touch point thot determines
performance. By seamilessly integrating technology into this methodology,
we transform abstract concepts into guantifioble metrics, bringing analytical
precision to the fore. This means no more relying on ambiguous indicators;
with CSP™, you get clarity and actionable insights derived from hard data.

What sets CSP™ apart is its adaptability. No matter the challenge, whether it's
organisational inertia, inefficiencies, or the need for innovation, CSP™ provides
the answer. Our wide-ranging services and programs are toilored to address
specific issues, ensuring that we not only identify problems but also implement
transtormative solutions.

with CSP™, it's about ensuring every business decision, strategy, and action
is rooted in a methodology that's proven, effective, and transformative.
In the world of business uncertainties, CSP™ stands as the definitive answer.




BIG K PRODUCTS

Website green messaging execution

01366 501485
Bigk ME SRE - D s M- MEACCOUNT Q] kD
il i UREATVALUD = <, FRLLWLXT DAY DLLIVENT {5 omomuriew

Little steps. Lasting change. 3
Everyone talks about being green these days, But what 13 the truth behind the hype and eco-buzzwords?

-

At Big K we know that we are working within a challenging industry And we also know that we have a responsibility to improve

ouy relationship with the planset We don't hide from the situation, Rather we embiace the reality, tackling sach obstacle one siep al

Blime

ot e ansiabn s 1y starts with the gevionsent Howev s about sofnuch e W
Wurtusing sepp e gt nsinp heipmg mdiadals and comemsites b

sy Dl bean Bislt on & een ¥ . il B lioen iR hﬂ,uu_'. e Al Wi &2 poaiibor wieh &l oi e

Take a ook at what we are doirg 16 h-r'ip makee things better locakhal us
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BIG K

Google Max Ads

BRINGING
THE SMOKE

Meet your barbecue's
NEW BESTIES.

&

TRIED.
TRUSTED.

TRUE.




BIG K

Google Max Ads

MAKE YOUR
SUMMER MOMENT
WITH BIG K CHARCOAL

fuwelling weuws swmmer
v B b

BBQ ADVENTURES! 3ajgx

BIGK
FOR
EVERY
SUMMER
DAY!




SOUTHBEACH APARTMENTS WELIGAMA
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AXAWEALTH

Brand Guidelines

A little more thought from us,
a big difference for you.

Bringing the AXA Wealth brand to life

Appendic 1o Dgdead along with the LK Brand Expresspn Guse

ﬂ WEALTH

redefining / =tandards




AXAWEALTH

Brand Guidelines

Tone/Personality
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BALMOND STUDIO [ ARCHITECTURE

Brand Guidelines

INTRODUCTION

IWHAT IS & BRAND? THE ANSWER LIES BEYOND ADVERTISING, IT'S NOT ABOUT THE SELL IT'S ABDUT AWAY OF
BEING. VALUES, EXPERIENCES. ACTIONS, IDEAS, RELATVOMEHIPS, RESTHETICS, PHILOSOPHIES AND CONCEPTS
- THESE ARE THE ELEMENTS OF BRAND DNA. THEY FUSE-TO FORM WHO ARE - DUR VERY IDENTITY

(LR IDENTITY 15 EVERYTHING. IT'S WHAT WE REPRESENT IN AN IRREDUCIBLY COMPLEX WORLD. T0
PROTECT SOMETHING SO IMPORTANT, WE'VE DEVELOPED A CLEAR AND POWERFUL INTERPRETATION
OF OUR BRAND. THESE ESSENTIAL PRINCIPLES MUST BE APPLIED COMSISTENTLY WHEREVER AND
WHENEVER WE COMMUNICATE WITH OTHERS.

THIS GUIDE |5 T0 HELP EVERYOME AT / UNDERSTAND DUR BRAND IDEA, WHAT WE
STAND FOR AND HOW YOU GAN CONTRIBUTE TO THAT STORY.THE REST IS T0 HELP ALL DUR CREATIVES,
DESIGNERS, STRATEGIC THINKERS, COPYWRITERS, SOCIAL MEDNA EXECUTIVES, AND ART DIRECTORS,
EXECUTE QLR BRAND EXPRESSION IN THE RIGHT WaY.

WE LIVE IN THESE PAGES. 50 READ THEM AND BET TO KNOW US. THEY WILL INSPIRE AND ENCOURAGE
MORE EMOTIVE AMD MEARINGFUL COMMUNICATION WITH THE WORLD.

balm i ias oo BACK T0 CORTENTS PEE 7




BALMOND STUDIO /| ARCHITECTURE

Brand Guidelines

INTRODUCTION

USING FORM TO IMPROVE LIFE

‘ ' THE DIMENSION OF SPACE.
WE ==

Conge b Pee beart ol Bobawns! Sl 11 drive:

[ e [ S -
. T ey v e iy webm e . Closge
e ikl pibedled Theie o o s B fisd
e Wy rewarrh e miom e g

il e b P ks i sk
art bty peeblbrmagn ol Sleis apiee
]l B prerd b e i bwten 1 sl
s b growth and appotendy - b chenis, o

Wl i P ik

OUR TONE OF VOICE /

(Uil e SHRN SPEAKS FOR ITRELE. SUT WURDS RAKE A ROLE TT FLAY.

WHEN WE DESIGN, WE DO NOT THINK ASOUT COMMUNICATION BEYOMD THE VISLAL HIWEVER WRITTEN
EXPRESSION |5 CRUGIAL. IT ADDS A LAYER OF GEPTH TD A PROJECT, CREATING ANCTHER PIECE OF THE
NARRATIVE. IT'S THE WAY THAT WE MAKE THE COMPLEX. SEMPLE

katmprdctagie zan BADK T1) CTISTENTS ~

clanb.net




BALMOND STUDIO [ ARCHITECTURE

Brand Guidelines

OUR BRAND / LOGO ANATOMY

ALL ELEMENTS WITHIN DUR LOGD ARE FIXED. IT'S A RELATIONSHIP
OF EQUILIBRIUM. A RELATIONSHIP THAT SHOULD MEVER BE ADJUSTED.
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JEAN LONDON

Brand Guidelines




JEAN LONDON

Brand Guidelines

]E{?‘N JEAN LONDON

1 THE ADJECTIVES
THAT GUIDE US

Bold

Powerful
Inspirational

l 5 THE CONCEPTS
« / THAT BIND US

| Humanity
Inclusivity

Transparency



JEAN LONDON

Brand Guic

JEON

elines

IEAN LONDOMN
EEAHE FEVESGE

OUR MISSION

Eshical action. Sustainable change.
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WE MAKE
OUR MARK

LOGO USAGE

LONDON

Hew s [ean Sustalnable?

Suisbroabuliey e i ethise - i ay o thiskirg thee sluapes o of s proccises
s e wpgrin.

Wedsdinessssinahiling is e cesporaliey, squabiy, humaniry
el kestggerigy

Eviery i n resguniaibiby sinirenl. ey pestin s ey paid ooy
minimg pextrer inwihiral ind swtainable and eeery piece b guaranesd

15 L i Hlwibrme

sthey pull

ONDOMN




SANDBOX

Brand Guidelines

Colours




SANDBOX

Brand Guidelines

Our True Nature

Imagery




YOGA RAISE

Brand Guidelines

“Yoga Raise is all
about teaching children
self-love. A safe
exercise community
where every little one
is free to just be —
tapping into the joy

of creativity. ”




YOGA RAISE

Brand Guidelines

OUR HEART BEATS WITH

INCLUSIVITY,
ACCESSIBILITY,

COLOURS
OF LIFE

Yogo gives us o sense of
connection with the Eorth's
energy, We feel stable and

grounded — like the roats
ol an ald trea. Our ealour

palstie celobrotes this

connaction = o vibrant
fastval of nature's bounty,




LITTLE YOGA ART CLUB

Brand Guidelines

"The Little Yoga Art Cluh,
believes in the creative spirl'rf...-ﬁu
joyous passion inherent within

very sing|e child. We see
creativity like a seed. A seed that
must be nurtured in order to
grow and blossom. Each little
superstar-in-the-making has a
unique creative identity. We use
yoga, movement, music and art
to help them find it. This is
empowering, bringing happiness
and self-esteem to all”




LITTLE YOGA ART CLUB

Brand Guidelines

203
; “r
creativity
Imspiration and
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OUR VALU‘ES&-
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JUSTICE FOR ANIMALS

Brand Guidelines

JUSTICE FOR
‘aww&es




JUSTICE FOR ANIMALS

Brand Guidelines

I Tone of Voice

What's Our Tonal Edge [n A

Hyper Competitive Markaet?

| Compassion
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JEAN LONDON

Brand positioning document

THE FEELING
ISREAL

The jewellery world is mirage.

Supl:r-at}'[isud visuals and unattainable bea uty standards.
Digitally enhanced models living perfect lives.
It's pure fanm:s:,'.

Here the object is everything - but not for everyone.

A status symbol. Anicon of exclusivity. Manufactured
reasons for high price tags. Let's get back to reality.
Jewellery is about people. More specifically,

real people living in the real world, with all its beauty,

chaos and imperfuttiun.

Jean is for everyone. Jean is for you.

Tous, it goes ]Jt}'und aring or rock. It's all about how
that piece makes you feel. We want to bring out and
accentuate the confidence,

strength and positivity that lies within.

So our jewellery is not just an object to be 'worn'.

It's a reflection of you - a creation that highlights your
best qualiries

for the world to see.

You are Bold, You are Powerful.
You are lnspiruliunul. You deserve
all the joy that life can offer.

So forget the fantasy.

Feel the real.

TEW

W

1‘.\,.31
-




YOU

Brand expression for a beauty franchise

It's all about YOU sometimes its ok to stop.

Take a moment.

Life can be hectic.
And make it about YO,
Baloncing studies, a career, your personal life
This isn't selfish.
Looking after your family.
Far from it
L moking out for your loved ones.
Being the best YOU means you can mdke

Its o juggling oct o positive impact

But glong the way you can neglect Chonging things for the better
someane important
Think about it.

YO,

By looking ofter yourself

YO will feal better,

Bo better
Be better.

YOU can be there for the pegple that count

on YL,
YOU can be the best version of yoursealf,
This Is how we think.

This is why we do what we do.



YOU

Brand expression for a beauty franchise

A e Fesres Fe et Yl BBes sseesm - .
Ywere here to nelp YUU be even more,

So we put YOU first,
I'he door opens
We welcome YOL.
W listen to YOu
We treat YOLU
Sa YOU can feel

Confident

Beautiful

Specia

Farmpered

AR W )

We can make YOU feel just that
little bit better,

5o YOU can be just that little bit better.

Put YOU first.

Show the world whot ¥YQlU are made of




ARTRA MAGAZINE

Brand positioning for a new content silo in Artra Magazine

LIVING

As hurman beings it is in our nature to classify
To categorise.
We put everything intoits own little box
Chaos contained.

This is how we make sense of things.

Are |labels helpful tools?

Or limits?

A prison for potential
Confinements of our own making,

We simplify
We takeaway
We reduce,

Some relegate art to the canvas on the wall
The object behind the glass
The inflated price tag.

Barriers on barriers.
Imagined.
Preconceived.

Our eco system determines thought
Capitalist mechanics,
Vocational concerns.

Societal norms.
Conventional pressures.

Surpressed visions.

We hear
Artis too abstract
Intangible.
Imaccessible.
Impractical

We need to break free from these sterectypes.
We need to challenge mental inertia.
We need to see with fresh eyes.

Forget static terminology.
Fixed definitions.
This isn't the way of things.

Theworld is alive.
A nexus of interconnected systems.

Mowing.
Pulsing.
Changing.
Feeding back.

Farinfinitcy




ARTRA MAGAZINE

Brand positioning for a new content silo in Artra Magazine

Existenceis fluid.
Concepts are too.

Artis so much more.
Reaching far and wide
Touching many facets af life.

There isn't one way.
Setinstone

Artistry is about interpretation.
Subjectivity.
The personal.
The expressive possibilities within.

It’s time to unlock this potential

With tools
Insight
Knowledge 1
Experience ” ""J U
Advice
Aesthetics

From many minds
From many places

Helping yvou to

Choose,
Experiment,
Explore
Create

You will be empowered

The artistic journey thrives on change.
MNew ideas.
Mew influences.
Mew sources of inspiration.
Open up, absorb, refine yvour craft.
Move beyond convention.
Male a new path.

I AHTIERIARY
SPECIAL IS5

Together let’s celebrate art and living.




JEAN LONDON

Look book for jewellery [ fashion retailers

......

BIG ROCKS
~OR POWERFUL

PELPLE
L4




JEAN LONDON

Look book for jewellery [ fashion retailers

JEAN
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SANDBOX PERFORMANCE CONSULTANTS
Rebranding and positioning

1 T carmuBansy secior tofk i cheag, Dutrwords, corporase jargon, slick etrapline

Etylo pyar subetance. AN Bl ond mo cledk o ey ¥y
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Fhia ls Somdbax
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Thin ln't ofegance

A confidenca.

‘Wt bellmow bn our prhilesophy. 'Wha stond behingd sur methods, Wa loee whot wae da.
S0 'wa don't need fo over-ombaliich, oyeriyRe UD OF DVWErCOMpenyot,

Wa o't need to sell

‘Wa'm simply hore to show how we con balp.

And you com ks up peer sen ming




SANDBOX PERFORMANCE CONSULTANTS

Rebranding and positioning

PEOPLE POWER PERFORMANGE.

Welcome to Sandbox. It's our pleasure o engage your mind

sandbox is o performance consultancy focusing on dota
driven cpproaches to empower people and improve
organisational performance.

Our philosophy is simpla: we believe People Powar
Parformance, so you must continuaushy add value to your
people to fusl ond sustain your parformance drive

In today's post-milllenniol knowledge-based economy
intellectual capital is key. So your people, as well as thelr
knowtedge, skillsets, expertise and attitudes, are an invaluable
commadity - your edge over the competition

We know that People Power Peformance bacause your
paople have infinite value potentlal. Despite conventional
thinking, individuals are not functional outomatons. Boch
person is capable of many simultaneocus actions and outputs,
as well as learning new skills — all of which can leod to
multiple areas of growth and development for your business.

You just have to put people ot the heart of what you do,
engage with them and create the right environment for
evaryone to thrive, Our performance consulting services will
transform this aspirational vislon Into a concrate reality.

Ready to unieash the performance beast?

-




SANDBOX PERFORMANC

Rebranding an cioning

OUR VALUES.
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A guide to the culture of the largest logistics company in Sri Lanka

CUR DNA MAKES US
WHO WE ARE.

DA mgtecules are Bhe vary badlding blocks of e, Eodh one conloing
&l the irdtruchions that roke i who e o'e - delemreng owr phyeica
opcaarancs, our strengins ored weaknasses, G Wafents ond passiona

Ciir DM, defines ua

The Advanta DRUA i jus o8 powartul. Think of i as oll the: fendomaria
Thirgs Bhal ilape svarplhing abeul our afganissien,

Whe'rw hatking aboul our Purpess. Spind, Prebiephy and Voloss
A b BT coves Mogalhiar W give Ub Dur oW ealy anlily
Thay am 1he reasce why we Think, bebaes ord oo a8 we do
They e respormbbe dor fhp sy =e work ond Hacr athens

Thay deferming Forw wa ergoge with e weorid

Tosgetbsr hey dorm tha Advaniis D8A

ADVANTIS
0 b A TERENENE




HAYLEYS ADVANTIS

A guide to the culture of the largest logistics company in Sri Lanka

SHOWS

Tha Aghenriiy. CHA in o guiting forre fhol you com use Yo ol o

meamnghet dibeercs in be

Yok wu're fallong te pou. Yoo aie part of e Advarss famibp. T mesm

Hhrat s are @ refleckion of v W word eemry mngle coe of you o

Pt st e are, whiol we bali

PR S ———
‘Whar v torne logaiher & ana, ornising Tengs bappen

Wie hove o Sheatad B poe

e work @ horrecny

W oubeivk our ook

Tha Advaniin DHA i your refsrence poin
B o powesrful rood mop frct will gheme show you the vy

Underviond . Embroce & Live it

Thin in: berer vee build ar amagng cubus

T e ik the ooy DR, yor ratad 30 o w80 @ despar beval.

WE THINK, ACT
D MOVE AS OMNE

Tha weorid of kngisrs orel conginsciéon can ke corghomed. Fosever

wn Fan lo kesp g simpia

ur basiress i oboot b

shipm and B power of colladie

Femry parpan b 1l role b ploy, 5o e howe b work iogeiber in

hormaory with axod co-ordination. A1 a group we ors ol resp

mmechy ¢

P i o responwbality thof we hernbly aorept with deoicoficn ona

o

ADVAMTIS
B AN




HAYLEYS ADVANTIS

A guide to the culture of the largest logistics company in Sri Lanka

GOING BEYOND.

This drhoss evwrplhing =s de

Wer e going beyend; by innevating, impraving and scpanding arany
ere il cor gnd: k- logistics and construdion sslufion, o wall o
rurlurry weey sngle busnme mlioméip, Going bayond reves et
rawad aleep, ond peves topa, W Fve . beeothe 1, ond feel B,

ring bavond lan'l just gboid ve. K5 aboul pou. Toing beyond lsfa
It unesait

Te ark leagi T wark harder. T2 halg cthire and achieoen goals thet
wod ey Hhosght wwie osalbie

Craing bavorsd b 1o do mons and be mors |n i,

5 ADVANTIS
DM A N

WE LEAD WITH
HUMILITY.




HAYLEYS ADVANTIS

A guide to the culture of the largest logistics company in Sri Lanka

5 Vo
1)
= ' _.-r;\. : INSPIRE CONMECT

L:"J.l ‘,Eulj ; e
ik
.:L' i ' 1 polel NG B 1 s T iy e il 1t ekt Thasrd

. I =
]
So why arm yor harg with uif The cowsr fo this quesiion & 3
' B mporior, 'Wa befisve purpoe is & g Aftwr oll H s purpe il
sl By al ¢
e re s A o
1} provscle i
i v brsk vzl 7
oo - 1 4 v | ¥ Lol
0 - 1 ing
bere dem T T fur i
o
A TTEINER
- -
a
&
o TO THE DIFFERENCE
. ' N t | B, o0 A o senhse |hot whol
i W e bk
i if fres I |
e droo Dk b
i et by menmpbe, oty haockees, will b g o a1 v
irrmviim in (b incdasing, ot iy inneveisn oo g H
amparty cnd srdersineding, Puerhls pootes will seak
e b v i Ou i il wairy of | hiing, weorking and ooy
ssbemi, will aMiaa ollecs 1o vl We dan'| reed b hord il & rede
Ffze A - s
e b 0 achy | g 4

dusined long-lerm relofanghip

ADVANTIS
I+ L H)




BALMOND STUDIO

Architecture and Art expressions

MANIFESTO
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SANDBOX 2.0

Rebranding and redefining performance consultancy

Business Is 100% Human jisacy

%

wunutbee

CSP™

Culture. Structure. Peaple.
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Rebranding and redefining performance consultancy

We Treat Others As We
Wish To Be Treated
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Rebranding and redefining performance consultancy

Revolutionising Thought:
Where Insight Meets Action
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XIGENIX CODE

A Guide to the culture of a US-based programming company

Miss:on

To innovate and engineer
transformative digital solutions

that resonate with the core

values of our customers,
empower our clientele, and
inspire our workforce, ensuring

that Xigenix stands as a
beacon of commitment and
responsibility for all.
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XIGENIX CODE

A Guide to the culture of a US-based programming company

Youthfully
Visionary

At Xigenix, the vigour of youth
meets the clarity of a sharec
vision. We are a tapestry of
fresh ideas and daring dreams,
where the enthusiasm of a

startup fuses with the wisdom

' ol v
of trailblazers
Oor1 traliplazers.

Higenis [ Cwide
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A Guide to the culture of a US-based programming company

Creative
Disruptors o

Creativity isn't confined to
desi
air we breathe. We disrupt

ignated spaces—it's the

the status quo, turning ‘'what

Ifs’ into ‘'what's next, and

craft the future with bold

strokes of ingenuity. <

Higenid [Cwte o
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KITCATT NOHR DIGITAS

Mew client communication booklet

How to
nurture
a promising
relationship

A SPECIAL GUIDE
FOR PUMA

Your
commitment
to us
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KITCATT NOHR DIGITAS

Mew client communication booklet

What's this
fHE BEST CREATIVE WCRK COMES , all about?

nurturin

THIS RELATIONSHIP

Setting out
clear intentions




CINNAMON LIFE

e e =N=Ta s

Brochures detailing the architecture and interior design of a one billion USD development
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CINNAMON LIFE

Brochures detailing the architecture and interior design of a one billion USD development

FORM IS BORN

The first sketch for Cinnamon Life

was conceived as a symphony

of energy.
il
b
G
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A single line fravelling in a series of vertical and
horizontal overlaps.
A building as holistic motion.

The ambition of the project, The movement of the sea.

was key

he growTn of the city. | he Kinetic

Derivafive form couldn't capture this notion.
Perhaps a new series of forms somehow working and

maoving together?

Firstly, we needed o core. A primary anchor, The semi-
circular site sits between a vast expanse of seo and

the urban sprawl. A generic fower would be lost in space
A miniscule puncture against the horizon. Presence,
width, surface. These would bring balance to the
environmental context.

We desired an address

to the ocean and the

city. A welcome to a new
Colombo. And the form
had to be ‘open’, allowing
energy to flow through.

A focal point of attraction

and expansion.

For our second sketch, we drew an arc.




CINNAMON LIFE

Brochures detailing the architecture and interior design of a one billion USD development

SPACE IS EXPANSIVE
NOT REDUCTIVE

For along time, spatial thinking has been reductive. We need to look without. 5o spatial thinking needs
To design o building or interior, we first creafe a fixed to be expansive. We do this by inverting the tradifional
boundary, instantanecusly confaining space itself. hierarchy. Space is no longer subservient to site

What is out side the f rame is ignor

i

d. perimeter or confined inferior, Rother it is a blank
canvas fo explore.

Then we fragment and subdivide, breaking down space

into structural grids of column and beam, or inferiors We reploce boundary with a series of creative startfing
of functional zones. We continuously lock within on points. \We then allow these organisational ideas to play
an ever- smaller scole, Spoce becomes fixed, fropped out into the space itself - watching how they move and
and contained, grow. Together, they create their own unigue series

of orders, producing distinct spaces and forms - with

a common thread.

Reducfive thinking Expansive thinking

The strategy keeps us guessing, space becomes an intense exploration
of the immediate moment.
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Brochures detailing the architecture and interior design of a one billion USD development

LET SPACE
ENTERTAIN US

Embrace the informal

The most visceral connection between visitor and
building comes via its infernal and external spaces
- as this is how people experience the design on an

intimate, human scale

Formal space marches to strict rhythms, We usually
space out sfructure and inferior zones in regular
monotonous beats. We've been there and done that.

The experience is dull.

EEEEEEEE

What if we relax and move towards a slip, jump
or change in the arrangement of things?

BZan

This is what informal space is all about, Freedom and
fluidity of design. Subtle shifts and larger, impactful
transformations. The mantra being '"Why not?'

Mo more inert zones. Mo more placing objects within
predictoble grids. We allow creative processes

to grow and flow. Abstract ideo engoges with coded
organisation, taking us fo unknown worlds. Design

becomes a philosophy of practice as experiment.

It’s time for an alternate journey into space.
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Childrens Book
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BEEFSTEAK CLUB BLOG
Beef: .

STEAK AND WINE FOR
YOUR VALENTINE.

STEAK AND WINE
FOR YOUR

L]

February is pure fantasy af the best kind, Think about
it it's the only time of year when a cheeky, chubby,
cherub marauds about town matchmaking with an
enchanted bow and arrow, Beyond epic right?

Snapping back to reality — we might not quite have
Cupid's prowess in the love game, but we can definitely
add a little Oh la l& to your Valentine's Day plans. The
brains at Beefsteak Club are here to help you create the
perfect steak and wine night for your special someone.

Before we get into it,
a quick piece of
advice.

Whether you're in a long-term relationship, or you're
lighting a new flame, planning an intimate meal for
two is always an exciting time, The nerves and
butterflies, the ideas and anticipation, the pondering
and perfecting — you want everything to be just right
We get it

Firstly, press pause on all that pressure. It might feel
like you're under the microscope and you need to
impress, but this isn't the case, You see it's not really
about you. Your Valentine’s Day steak night is all about
the other person. Mot to get all mushy here, but it's
about making someone feel loved, appreciated and
special. Yes this could invelve a grand gesture, but
often the little things can make the biggest difference
So relax, be yourself and keep it simple. Put your

Valentine at the heart of what you're doing and the
thought, care and consideration will shine through

Top tip: A little planning goes a long way, s0 map out
everything ahead of time to get ahead of the curve.

Your three areas of
focus: steak, wine
and experience.

A Valentine's Day steak and wine night consists of
three main players: the steak, the wine and the overall
experience. But don't view each element as a separate
thing. They are all connected — versatile puzzle pieces
that can be put together in many ways to form all
kinds of amazing pictures. You'll soon see what we
mean.

What's the best steak
for your romantic
dinner?

Spoiler alert: there's no definitive answer. You see there
are so many different elements to consider - from
tenderness and texture, to fat marbling and depth of
flavour. Ultimately it's quite a subjective thing. Here's
some basic knowledge to help you choose

The softest and most tender steaks come from cuts
nearer the centre of the cow, as the muscles here do the
feast work, In terms of steak, think Fillet, T-bone,
Tomahawlk, Sirloin, Cote de Boeuf and Rib-eye

You'll ind leaner, irmer and heavier textured steaks in
cuts nearer the legs and neck, as the muscles in these
areas bear the brunt of shifting a cow about. When it
comes o steaks, you're looking at Flat Iron, Cube,
Rump, Flank and the always-economical Bavette

So what would your love prefer: soft and tender or thick
and juicy? That's the steak sorted. Time for the wine!

Top tip: Bloody with a pulse might float your boat. But
it could sink your Valentine'’s ship. Make sure you
know how he or she likes their steak.

clanb.net




BEEFSTEAK CLUB BLOG

Beefzteak Buzz

A match made in
heaven.

The love affair between steak and wine has been going
on for centuries. It's a real relationship. A relationship
filled with just as much passion and excitement as any
famous tale of the heart. Sceptical? Let us explain

In any relationship, you have two individuals with
their own traits and characteristics. When these people
come together, their personalities combine, bringing
out the best in one ancther. The same can be said for
steak and wine. Every cut and every bottle has its own
‘tharacter’ consisting of taste, texture, arema, flavour
profile and so on. So when you pair them together, all
their gualities interact, enhancing their individual
strengths, as well as creating new sensations and
experiences. Sounds like a relationship to us

A quick relationship
breakdown

Keeping things topline for now — the nature of the
steak-wine synergy has two main components, Wine
should either reinforce the existing flavours of your
steak with similar flavours, or it should act as a
counterpoint, adding a contrasting flavour profile to
create a more hybrid taste experience

How to pair steak and wine for your Valentine.

The first general rule is to pair steak with dry red
wines. Now, if you have a leaner cut of meat, you
should be looking for a lighter dry red. However, if
you're all over richer cuts, we'd suggest a more tannic
or fruity red to penetrate through the fatty flavours.
Let's check out some hot couples

Top tip: Icebreakers for the first-daters. Did you know
that a cow sleeps standing up? Can you believe that a
cow las 4 digestive compartments in 1 stomach?
Warning: banter not guaranteed.

Sirloin and Beefsteak
Club Tempranillo

Sirloin is the go-to steak for countless carnivores
KEnown for its slightly thicker grain, Sirloin has a
higher amount of connective tissue and fat — meaning
a juicy yet tender texture with meaty accents and hints
of cream. We'd recommend a wine with fruity flavours,
acidity and dynamic tannins to sing through the fat

Our is an ideal match
Concentrated aromas of juicy red fruit and plums,
mixed with notes of raspbernies and strawberries, all
come together in a potent fruity statement. While
velvety tannins create another layering of contrast to
the meaty flavour, hints of vanilla complement the
strip's creamy. fatty flavour too

Fillet and Beefsteak
Club Reserve Malbec

If you're going in all premium guns blazing, then this
maost terrifically tender treat will tantalise taste buds
for sure. Fillet steak has an understated, and yet
extremely evocative, flavour. Such a refined and
elegant character needs a similar soul mate. A wine
with soft delicate tannins and an authoritative flavour
profile




EEFSTEAK CLUB BLOG

Enter our Its smooth
and full-bodied texture echoes the refinement of Fillet;
while velvety finely grained tannins allow the steak's
natural flavour to shine, Finally, ripe black fruits fuse
with notes of black olive, mint, vanilla and spicy black
pepper to create a contrasting sensation on the palate

T-Bone and Beefsteak
Club Malbec

Taking another trip to the tender cuts, T-Bone steaks
are fairly lean yvet amazingly tender. Brace yvourself for
multiple tastes and textures as the steak is cut from
both a softer fillet side and a firmer meatier strip side
It's clear that a fabulously fruity and aromatic partner
is needed for this taste tango

Thanks to the perfect grape ripening conditions in the
high altitude vineyards of the Mendoza sub-regions in
Argentina, our has a deep,
dynamic and fruit-flled personality. [ts ripe black fruit
notes, subtle tannins and long, smooth finish both
accentuate the textures of the steak, whilst
simultaneously creating an independent fruity impact

Rib-eye and
Beefsteak Club
Cabernet Sauvignon

Rib-eye packs a flavourful punch. Marhling and natural
tenderness create a harmony of buttery flavour and
tangible textures. This classic steak needs a rich,
classic wine to bring a little contrast to the

relationship

Originating in the Chilean Valle Central, our full-bodied

is the perfect
companion for nib-eye. Thanks to its aromas of black
currants, figs and cacao, as well as some seriously
smooth tannins, this opulent wine cuts through the
buttery and fatty flavour of the rib-eye with ease and
elegance

Top tip: Personalise your menu. Whether your partner
in crime is a tender soul, a touch fruity or a smooth
operator, find a wine or steak to match their character.
Explain your choice and how it relates to your date.

How to show you
care? Small details
make a big impact.

Of course your gorgeous meal is important, but the fate
of your date goes way beyond the plate. Crafting and
curating the overall experience is where you can really
shine. Remember the night is all about your Valentine,
g0 every detail should call back to their personality,
passions and cute gquirks.

Ambience and vibe.

You might be picturing strewn petals, elaborate table
settings and candlelight, but maybe your sweetheart is
more of the Netflix and Chill' type. The point is that
vibes are everything

Customisation is key.

Your love is totally unigue. So doesn't he or she deserve
unique toa? Try to get a little more hands-on if you
can. So rather than buy a card perhaps make your own.
Mot Picasso? No worries, a little note from the heart or
a funny poem will work wonders. Forget generic
compilations on Spotify, create a meaningful playlist
tull of his or her favourite tunes

clanb.net
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- ]
No distractions.

News flash: the earth will keep spinning whether
ked into the matrix or not. For tonigh
your world. It's all about human connec

put your phone away and put all your attention on the

abject of your desire

We wish you a night

of fun and flavour!

Hopefully, your creative juices are in full flow
Ultimately this is your night, o whatever works for
you. Nop ire though - sh 1 you care lies in the

effort and creativity, not the outcome, Good luck
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The Synergy ol
Sp and Sizzle

THE SYNERGY OF SIP +
SIZZLE

In life there are certain things that go together
perfectly, Cocktails and sandy beaches, a lie-in on
Sunday morning,. steak and red wine: the list goes on
But hawe you ever stopped to think about why this is
the case? The answer can be found in one simple word

synergy. Don't worry, we're not going to venture into
pensive chin-stroking territory here, Just think of
synergy as two perfectly matched elements coming
together to create a powerful new experience

OK so where are we going with this? Well, Beelsteak
Club and Big K have joined forces to explore the
wonderful world of #5ipandSizzle. So far, our journey
has opened up all kinds of tasty and tantalising ways
to Beef Up Your BEQ! And now we're exploring the
relationship between charcoal, wine and flavour. We're
going beyond the complimentary here people, We want
to find the most seamless, flawless and perfect
pairings, We're talking about matches made in taste
heaven — colourful combaos that lead to flavour
Mirvana. Think the ultimate blend of charcoal, BBQ
food and wine

CHARCOAL AND
WINE? TWO PEAS IN
A POD.

While most people have a general awareness of wine
and its many nuances, the same cannot be said for
charcoal. These unassuming black lumps are often
thrown under one umbrella = charcoal is charcoal
This couldn't be further from the truth. The world of
charcoal is just as diverse as the world of wine: a place
filled with varying flavours, aromas and sensations.
Much like how grape, climate and production process
affect a wine's flavour, wood type, carbon density, and
manufacturing technigques determine a charcoal's
flavour infusion. Looks like these two palate-pleasing
pals have more in commeon than you might think!

The point is that we shouldn't view wine and charcoal
as two separate things. They share connections that
can come together through the amazing art of BBQ. So
let's get hands-on and de some BBO matchmaking, It's
time to elevate your flame game to a new flavour-
sphere

clanb.net




BEEFSTEAK CLUB BLOG
Beef: ¢ Buzz

1. Bl K APPLE 2. BIG K PREMIUN
W00D LUMPWOOD + § COCOSHELL
BEEFSTEAK CLUB BRIQUETTES +
SAUVIGNON BLANC BEEFSTEAK CLUB
MALBEC ROSE

e
L |
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Some like to keep things light on the grill,
mcorporating fnuty touches into the mix. This s all i reminn
about grilling fish and lighter meats, then adding fruit

accents wherever possible. We have just the delicious
duo for you. First, fire up your grill with some Big K
Apple Wood Lumpwood Charcoal. This artisanal
charcoal creates a sweet, smoky and subtle apple
flawvour infusion into your food. To complete perfection,
reach for a bottle of Beefsteak Club Sauvignon Blanc
from Chile. Why? This vibrant wine is crisp and zesty,
with aromas of green apple and tropical fruit. Talk
about a harmaonious symphony of fruit-a-licousness!

Complimentary doesn't always mean similarity
Sometimes the best matches are about contrast - like
our next culinary couple. Big K Premium Cocoshell
Briguettes are made from waste coconut shell,
delivering a cleaner and purer burn with minimal
smoke and a light earthy taste, These little lovelies
have a minimalist flavour profile, meaning they really
allow the natural flavour of your meats, fish or prawns
to shine. An emphatic contrast is needed to complete
Availability: this taste trinity; enter the Beafsteak Club Malbec Rosé,
Every sip is cnisp and delicate — offering pure notes of
strawberries and citrus fruit. This wine is a perfect
pariner for prawn skewers or barbecued chicken,
delivering an energetic fruity punch within the more
subtle mix of taste and textures

clanb.net
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Availability:

3. BIG K FLANA
KACHI STICK
CHARCOAL +
BEEFSTEAK CLUB
MENDOZA MALBEC

Beefalaal Dok

Warkd fich Theirss] Mendurs Malber

There's nothing wrong with rustling up a few burgers
on the grill. But many people yearn for something more
from their BEQ. Here's a marvelous match that waill
definitely float a few adventurous boats. Kick things off
with Big K Flama - a 100% natural lumpwood charcoal
made from Kachi Stick. These potent sticks are ideal
for Japanese Robata grilling, delivering tender chicken
teriyaki time after time. Now all that's missing is the
right wine to make things pop. 5ay hello to the
Beefsteak Club Mendoza Malbec! With fruit-forward
gqualities and notes of plums and dark fruits, this
putstanding all-rounder pairs perfectly with the light

smokiness of Flama, as well as Japanese-style grilled
chicken or beef, Intrepid BBQ explorers will be beyond
satisfied. Bonus pairing alert: Beefsteak Club
Tempranille also brings a smooth texture and dark
fruit flavours to the party, making it another stellar
match with Big K Flama

Availability:

4. BiG K DURA
CHARCOAL
+ BEEFSTEAK CLUB

RESERVE MALBEC

Meefiniak sk
Bryenes Milk

What's the ultimate BBQ experlence? Many would say
it's about tapping into the primeval basics — rich meat
combined with a deep and heavy smoky infusion
We've got just the power couple for all the true
carnivares out there, Big K Dura Lumpwood Charcoal
is made from White Quebracho hardwood, bringing a
heavy and earthy smokiness into the mix thanks to its
super high carbon density. Dura definitely elevates any
rich and succulent meat to new levels of Navour, We
need a strong and potent partner to solve the taste

clanb.net
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equation. Beefsteak Club Reserve Malbec iz rich and
full-bodied, w eated from time spent
ageing in oak barrels. The concentration and
outstanding texture of this wine make it a perfect

partner in crime for denser charcoal infusions. Plus the

olive and vanilla flavours meld
ssly with Dura'’s earthy undertones. We're
ivating just thinking about it! Variety is the spice of
life, so we would also suggest pairing Big K Dura with
Beefsteak Club Cafayate Valley Tannat or Australian
Shiraz depending on your taste in tipples,

Availability:

ered thanks to this ¥ obtained
e sure that you're super pumped and
over your ultimate wine and charcoal
that you've beefed up your BBQ 10, it's
time to get out there and Beef Up Your BEQ! 'We'd love
to see your amazing ideas come to life, so grill, post and
tag Beefsteak Club and Big K « als! Stay tuned for

more #SipandSizzle coming soon
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Website blog on history of charcoal

BBQ steaks showcase: part | cows and cuts What about briqueties?
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Website blog on history of charcoal

What abouf briqueties?

Hrg I

How Charcoal is Made: Everything You Need To Know

Look beyond the surface

Have you ever asked yowrself. "How is charcoal made?

Chancoal production — basics

Believe in the burn

Intredusing the main players




THINKING IN PRACTICE (TIP)

Online ideas lab

“But what do we see?
gfm;zylttiqeﬁjg and overlap.

verything happens
because ofg' feeﬁggck within
this system of
interconnectivity,” exclaims
Cecil Balmond.
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Rise of the Universal Creative
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"Adam, Eve enjoy this verdant
utopia, But be careful, there are
rules to follow. | expect you to
behave appropriately. Failure to do
so will have catastrophic
consequences. Original sin will be
inextricably tied to all of man. No
more eternal life, My wrath etc. and

soon. K bye”

Mot to put words into God's mouth,
or offend anyone, but industry
needs must. Imagine pre-fig leaf
Adam and Eve after such a
conversation. The inner conflicts -
free will versus pre-determinism, the
unknown against the known, actions

juxtaposed with consequences

what to do? There is inferred
purpose without clarity. Expectation
without regulation. Ambiguity and

information.

I'm sure all this pondering helped
Eve work up an appetite. Those
opples look great. And by

serendipitous happenstance there is

an amicable, yet slightly maleficent,

looking serpent nearby. Surely it can
help. Everything is coming up Eve.

To cut to the proverbial chase -
there was no definitive instruction,
no mandataries, no guidelines. The

puzzle was jumbled in this imagined
scenario. Yet God had clear
expectations that, if unmet, would
lead to dire consequences, Shifting
into a more familiar lexicon - there

was no brief

According to scripture, God did give
Adam two primary instructions to
tend the garden and to not eat from
the tree of knowledge of good and
evil. Unfortunately Adam and Eve

still went left.

clanb.net
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As o Western-Eastern Hybrid, | have
experienced the advertising,
marketing and design spheres on

both sides of the planet. In the West

the brief is sacrosanct. A holy

document that has been filtered
through many minds, vigorously
and voraciously. With client and
agency refining every word to
extract diomonds from a mass of
carbon data. As for Sri Lanka (yes |
am generalising here for rhetorical
purposes) the brief is fairly non-
existent. A reclusive and ethereal
document, Occasionally coming out
of the shadows to forage for berries.
Whispered about in hushed tones
around boardrooms. The stuff of

myth. An advertising Yeti.

Creating without a brief is like
staring into the existential void. Who
am I? What is my purpose? Why am

| here?

| cannot count the number of times
that jobs have come in with no brief
My brain absorbs the scenario - the
imagined vacuous hole manifests. |
fall through the looking glass.
Perhaps | am being too dramatic. |
get snippets. A few sentences in an
email. Fragmented information on
Whatsapp. Even emojis are used,
stretched to their limit of meaning.
But this is no way to work. No way
to deliver insightful and accurate
creative. And definitely no way to
ensure efficiency and economy in

execution.

Without a client brief, any agencuy
brief is subjective abstraction.
Degrees of separation lead to

incongruence. What | create
through a process of rationalisation
will never quite match client
expectation. My colour blue isn't
your colour blue syndrome. | know
the thought skipping through your
labyrinthine mental chambers. Stop
moaning about the situation and
change it through action. Extract the
nectar from the inert client flower. |

have tried. Believe me.

CL




PERSONAL

Creativity

Many hours were spent in the lab
cooking up multiple brief types.
Each one crafted to the lowest
common multiple - all in easy to
follow templates. A client need

simply fill in the blanks. Easy enough
right? You would have thought | had
asked for a 10,000-word thesis on
the validity of String Theory. |
wouldn't say it's like flogging o dead
horse. It's more like running over a
dead horse, reversing back over it,
then jumping out the whip and
bludgeoning said deceased equine
with a lead pipe only to finally pull
out the Drako and light up the
flattened horsey corpse execution

style.

Much like Herpes, the "Why?’
appears and disappears. Taunting
my consciousness. Of course in

reality there are clients here that

send client briefs. Perhaps, as |
scrap and struggle to push my own
agency offering, | am not exposed

to the marketing prowess of the

upper echelon corporates. Is it client

laziness? Maybe. Could it be that

clients simply don't have a clear
idea of the outcome in mind? The
logic here is tenuous ot best, the
scathing rant-fuelled "this-isn't-
what-l-want’ email testament to the
client's firm vision..in their head

anyway.

The "Why?' has many forms, Yet
these all feel symptomatic rather
than causal. If we take a step back

another kernel of truth appears.

The lack of brief sumbolises a lack
of understanding. Local clients don't
have much knowledge of how
advertising comes into being. In
their heads it's all wacky hipster
creatives, hashtags, astro-turf
carpets, agency pocl tables and
pretentious terminclogy 'Blue Sky
Thinking' anyone? Creative is
plucked out of the air. A mysterious
something from nothing moment -
the conceptual Big Bang. This

couldn't be further from the reality.

clanb.net




The conceptual process is based on
research, rigour, organised
executional mechanics, hierarchy
and process. For the most part,
ideas do not pop in out of existence
like matter and antimatter particles.
They emerge from ritual. Structural
behavioural patterns within
requlated, briefed frameworks.
These parameters act as
organisational filters, decoding the
chaos and reigning in wild minds.
Each step of regulation narrows
down the vast expanse of creative
possibility. We get closer to o
specific goal - the proposition. This
one nugget contains client need,
objective and key consumer insight.
The Holy Trinity.

So concepts ultimately come from o
data-molded sphere. The brief is, in
essence, the most fertile field to
exploit within the infinite patchwork
of cerebral countryside. | am not
saying that the brief stifles
creativity, Within that field there is
no limit to the imagination. Just
don't push through the hedgerow
and try to touch a cow'’s udders -
much to a client’s dismay. Stay
within the given confines. Stay on
brief,

To summarise the brief is
everything. A self-contained eco
system possessing all the approved
mandatories, information and

thinking to stimulate the creative

>(0)
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act. It ensures we are all on the
same page. In the rabbit warren of
templation, it's easy to go off-
piste. So we refer back to the brief
to check were we are. It is the
measuring stick for whether an idea

lives or dies.

solution, For me education is the
As an agency, it is our
sibility to take clients into our
world. Show them the intricacies and
nuances of the conceptual process
- the tools we use and the steps we
follow. The brief is the nucleus of the
creative cell and we highlight its
importance. If they have a client
brief process in play already, we

can tweak, improve or refine. If not

we can help to get one done.
Proactivity is the nome of the game.

Yes it might be dirty. Yes it might be

like pulling teeth. But it is a struggle

that will poy dividends in the long

run.

Church
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