
Multidisciplinary Designer

Selected Portfolio Projects  
 – August 2025

Loyalty

33



Creative Direction | Branding | App Design

Provided maternity cover for Pugh’s Garden Village, leading a multi-stage branding 
project. Phase one focused on developing a visual identity for their new loyalty 
club, including printed collateral such as posters and stamp cards. In phase two, I 
created comprehensive brand guidelines and collaborated with Spaaza’s team to 
apply the branding across their loyalty app, ensuring consistency across digital and 
physical touchpoints.



For example:

Our Imagery

Main Loyalty Image Flourish Image Bloom Image

Notes:

Our images can be scaled, rotated, 
cropped and flipped to create different 
image options and maintain a consistent 
identity across our brand and sub brands.

Our Icons

Notes:

Our icons are simple, elegant and clear.  
For consistency, we use a 1.25pt stroke weight on a  
16px grid. We combine angular corners with sweeping  
rounded forms. We use round terminals.

Our Button Style

For Loyalty Club (Primary) – Pugh’s Green

For Loyalty Club (Secondary) – Pugh’s Green

For Flourish Loyalty: Flourish Green

For Bloom Loyalty: Pugh’s Orange

Create account

Use Voucher

Use Voucher

Pugh’s Loyalty Club Gradient Button

Flourish Gradient Button

Bloom Gradient Button

Notes:

Where gradients are not appropriate or  
not supported, we use solid accent colours 
relevant to the brand or sub-brand, as follows:

#374C1F

#2F9C28

#F17A1A #FBBE59

#A9CE39

#A9CE39

Loyalty 
Club

PUGH’S

Bloom
Loyalty

Loyalty Flourish
Loyalty

Our Logos (Mono)

Flourish Logo Pugh’s Loyalty Club Logo Bloom Logo

Our App Icon

Loyalty 
Club

 
PUGH’S

Notes:

Our app icon uses the Loyalty 
Club logo over a background 
gradient of Pugh’s Green to 
Shaded Green.

#374C1F

#003300

45˚ gradient

App Visuals

Loyalty 
Club

 
PUGH’S

Members get more
Earn points on every purchase
Earn vouchers from your points

Get access to unique member benefits
Access all your purchases in the app

Create account

Log in

History

1000 points
Ugiatibus dis is aute eiuntot  
ataepernatem etur simpore ptatur

£5 Voucher
Expires 1st January

Use Voucher

John Smith
404081

John Smith
404081

History

1000 points
Ugiatibus dis is aute eiuntot  
ataepernatem etur simpore ptatur

£5 Voucher
Expires 1st January

Use Voucher

Rewards Page: Not Logged In Rewards Page: Flourish Rewards Page: Bloom

Home Rewards Account Home HomeRewards RewardsAccount Account

Account

Log out

John Smith
john.smith@example.com

My purchases

Subscribe the email newsletter
Ciatem sin nis dolorepernam nis est

Subscribe the magazine
Ciatem sin nis dolorepernam nis est

Useful Links

Terms and Conditions

Stores

Contact

Log in Log inBack Back

Email

Password

email@example.com

• • • • • • • • • • • • • •

Login

Download PDF Receipt

App Visuals

Account: Logged In Log in Digital reciept

Home Home HomeRewards Rewards RewardsAccount Account Account

Loyalty 
Club

PUGH’S

Subtotal
Total
mastercard

£0.50
£0.50
£0.50

6789
1234

£0.25
£0.25
£0.25

Order no.
Date

#2018051620050
16-8-2018

Our Navigation

Home Rewards Account

Home Rewards Account

Notes:

Our app navigation combines our icons with labels 
in Jost Semibold. Our text and icons are white by 
default, or Pugh’s Green (#a9ce39) when active.

Loyalty 
Club

 
PUGH’S

Brand Guidelines

Our Logo Lock Ups

Loyalty 
Club

 
PUGH’S

Bloom
Loyalty

Loyalty  Flourish
Loyalty

Main Loyalty Lock Up Flourish Lock Up Bloom Lock Up

Bloom
Loyalty

Loyalty  Flourish
Loyalty

Our Logos (Full Colour)

Flourish Logo Pugh’s Loyalty Club Logo Bloom Logo

Loyalty 
Club

 
PUGH’S

Our Colours

Main Loyalty Colours

Flourish Colours

Bloom Colours

Pugh’s Dark Green

#374C1F

#2F9C28

#F17A1A

#003300

#A9CE39

#FBBE59

#A9CE39 #F9F5EF

Shaded Green Pugh’s Green

Pugh’s GreenFlourish Green

Pugh’s Orange Bloom Gold

Pugh’s Neutral (50%)

Pugh’s Loyalty Club brand guidelines and app design



Pitching & Conceptualisation | Art Direction 

Conceptualised and pitched EE’s Summer Promo campaign (2019), 
focused on promoting double/triple data top-ups. Led the creative 
development from initial concept, collaborating with project 
manager, 3D designer and photographer to produce a visually 
striking, authentically shot asset. The campaign resulted in a 12% 
year-on-year uplift in PAYG sales.

ENJOY A 
TRIPLE 
SCOOP 
OF DATA
THIS 
SUMMER
This summer, pick up a £10 or £15 Flex SIM 
pack from your local store and enjoy triple 
data for up to 3 months between 31st May 
and 31st August 2019.

Triple data for three months: Offer ends 31.08.2019. Up to 3 months’ triple data when you join a £10 or £15 Flex plan.  Receive triple data for the first three months that you buy that plan. Triple 
data will not roll over. Activate your SIM within 90 days of purchase and before 31.08.2019 to start receiving triple data. If you fail to use your SIM for 180 days you will be disconnected from the 
network and will no longer be eligible for this offer. Further terms apply, see ee.co.uk/terms

Pick up a SIM pack today, offer available from 
31 May 2019 to 31 August 2019.



Pitching & Conceptualisation |  
Art Direction | Copywriting

Pitched multiple concepts and headlines for EE’s 
Summer Campaign (2020). Collaborated closely 
with a 3D designer to develop the selected idea 
into a compelling visual concept which was applied 
across campaign assets and PAYG SIM packs.

REFRESH  
 YOURSELF
with our juicy Summer Data 
Offers on Pay As You Go

UNPACK SUMMER  
 ANYWHERE,   
ANYTIME
Relax this summer  
with extra data on 
Pay As You Go

INFLATE  
YOUR DATA     
THIS SUMMER
With our flaming good offers 
on Pay As You Go

CELEBRATE
THE SUMMER
with data that            goes further

TAKE AN  
EXTRA BITE
With our juicy Summer Offers

Get it while it’s hot!

Extra data on £10, £15 and £20

SIM Packs for 3 months

EECMS04832

INFLATE 
YOUR
DATA THIS 

SUMMER



Art Direction | Brand System | Website Audit

Led the creative strategy to refresh and realign St Peter’s brand with its 
core values and growth ambitions.

•	� Conducted a full brand and website audit, supported by industry and 
competitor research, to identify opportunities for differentiation and clarity.

•	� Recommended structural and visual improvements to strengthen brand 
consistency and ensure relevance across all communications.

•	 �Partnered closely with internal stakeholders to develop a flexible, values-led 
identity adaptable across key business channels.

•	� Delivered a comprehensive suite of brand templates and guidelines to 
streamline in-house production and maintain quality and cohesion.



Colours Usage

For regular, everyday communications such as POS and signage, 
we aim for a monochrome palette. This means selecting one colour 
from the primary palette and adding shades and tints of the same 
hue. See pages 12 – 16 for examples of our POS templates.

For other communications, special offers or programmes, we 
mix up our colour palettes to draw the eye. Start with one of our 
primary colours and its monochrome palette, and build upon it by 
introducing one or two contrasting or complimentary accents.

M O N O C H R O M E  P A L E T T E S M I X E D  P A L E T T E S

9

Foliage 
Houseplant

Signage Templates

5  X  P O S  P R O D U C T  C O L O U R W A Y S

Was £44.99 | Save £22.50

Now only
£22.49

Recycled 
Christmas 
Cards

Was £44.99 | Save £22.50

Now only
£22.49

Half 
price

Was £44.99 | Save £22.50

Now only
£22.49

Town &  
Country
Bradgate 
Boots Subject to availability

Sizes 
4 – 12

14

Icons

F I L L E D  I C O N S

We use two different categories of icon within our brand:

Filled icons are primarily used in printed formats, such as POS and  
other signage.

Our filled icons are built on a 56px grid, with a 1.5px stroke weight. 
They contain more detail that our outline icons, and represent more 
complex ideas.

They are made from a combination of outline and solid shapes  
to build up a representational image. They may use a combination 
of brand colours and tints.

They may include text where required, or be placed alongside text.

18

Signage Templates – Offers

Brand 
Name 
Product 
Name

Was £39.99 each | Save £30

Subject to availability

Now only
£9.99

Sizes 
4 – 12

Our POS signage is split into 
two sections: the product 
area and the pricing area. 
The product area contains all details 
about the product, such as the product 
name, brand name, sizes, and pack 
quantity. This area takes up 30 – 50% of 
the template depending on the amount 
of text. We use Plus Jakarta for all of the 
product information.

The pricing area contains all information 
relating to the cost of the product. 

Our POS templates are available in three 
different colour palettes and across four 
different pricing formats (up to a 4-digit 
price point).

The appropriate template should be 
selected and font sizing and positioning 
should not be altered in this area.

We use circular eyecatchers to highlight 
important information. These may be 
placed within the product or pricing 
area, but we never use more than one 
eyecatcher per sign.

Half 
price

Max. diameter =  
1/3 artwork width

For example, A4 portrait is  
210mm wide. The eyecatcher  
should be no larger than   
70mm diameter.

Pr
od

uc
t a

re
a:

 3
0 

– 
50

%
 o

f o
ve

ra
ll  

he
ig

ht
Pr

ic
in

g 
ar

ea
: 5

0 
– 

70
%

 d
ep

en
di

ng
 o

n 
he

ig
ht

 o
f p

ro
du

ct
 a

re
a

12

Illustration Application

24

Imagery Applications

Tile with illustration Tile with sub-brand graphics Tile with on-site photography

The Potting Shed Farm Shop & Butchers Poppy’s Farm
Award-winning restaurant serving 
the very best of local produce.

High-quality, great value produce, 
locally sourced with proven welfare 
standards.

Have you visited Poppy’s Farm?  
Enjoy an adventure into wildlife  
and nature.

Breakfast | Lunch | Coffee & Cake Bakery | Butchers | Cheese Animals | Cafe | Nature Trail

Blake’s
Farm Shop & Butchers

29

Loyalty

33

Our shadow backgrounds can be used online to create depth 
and contrast.  They are exclusively used on our website and 
should not be used in print. There are six variations of shadow 
and they may be used over any of our brand colours.

Imagery

26

B R A N D  G U I D E L I N E S

1

Logo

St Peter’s primary logo uses a pink daisy  icon and lime green
background with blue framing to emphasise the brand name.  
This logo is to be used on a white background at all times except 
in circumstances when the white out version may work better 
(see over). 

The daisy should always be in full colour but can be either left or 
right of the text. It may also be used without the text in situations 
where our full brand name is not needed for brand recognition.

Primary Logo

5

P R I M A R Y  P A L E T T E

W A R M  A C C E N T S

N E U T R A L S

G R E E N  A C C E N T S

St Peters Magenta

CMYK 0/86/0/0 
RGB 233/62/143 
Hex #E93E8F

Violet

CMYK 56/62/15/0 
RGB 135/108/158 
Hex #876C9E

White

CMYK 0/0/0/0 
RGB 255/255/255 
Hex #FFFFFF

Off-White

CMYK 5/4/7/0 
RGB 245/243/239 
Hex #F5F3EF

Mushroom

CMYK 19/17/20/0 
RGB 215/208/202 
Hex #D7D0CA

Black (Text only)

CMYK 0/0/0/100 
RGB 0/0/0 
Hex #000000

Burgundy

CMYK 45/95/37/53 
RGB 95/25/59 
Hex #5F193B

Brick Red

CMYK 16/83/100/6 
RGB 198/67/23 
Hex #C64317

Leaf Green

CMYK 60/28/100/13 
RGB 114/136/41 
Hex #728829

Lawn Green

CMYK 78/0/100/0 
RGB 39/167/55 
Hex #27A737

Veggie Green

CMYK 87/41/89/45 
RGB 27/80/46 
Hex #1B502E

St Peters Black

CMYK 100/73/55/70 
RGB 4/32/43 
Hex #04202B

St Peters Blue

CMYK 78/43/0/0 
RGB 55/127/193 
Hex #377EC2

St Peters Green

CMYK 49/0/72/0 
RGB 149/197/105 
Hex #95C569

Colours

7

Achievement

Teamwork

Creativity

Happiness

Teamwork

Honesty
Quality

Brand Values

3

Pages from St Peters Brand Guidelines



Christmas Sales Incentive 2019
Into the wild

Your ticket for 
the trip of a lifetime

In Partnership with

Your ticket for 
the trip of a lifetime

In Partnership withYour ticket for 
the trip of a lifetime

In Partnership with

Brand Guardianship | Campaign Design | Internal Engagement

Balanced and integrated the visual identities of EE and BT for a joint employee incentive  
campaign centred around a trip to South Africa. 

•	� Conceptualised, pitched, and delivered a suite of innovative print and internal communications assets. 

•	� Designed posters, branded merchandise, and on-site materials that aligned with both brands while 
creating a unified and engaging campaign experience.





Art Direction | Email Design | Poster Design

Delivered fast-turnaround creative assets for an O2 Business campaign 
focused on partner education around cyber security.

•	� Designed clear, on-brand posters and email communications tailored  
to a business audience.

•	� Ensured visual consistency and message clarity while working to  
tight deadlines.



Digital Publishing | UX/UI Design

Designed and managed a monthly internal communications app for 
O2 Business, delivering interactive, magazine-style content to engage 
employees and communicate key updates.

•	� Developed intuitive UX/UI layouts that supported brand consistency and 
strong information hierarchy across platforms.

•	� Managed multiple app versions tailored to distinct audience segments, 
ensuring accurate targeting and relevance.

•	 �Handled end-to-end content updates, push notifications, and performance 
analytics, while providing direct support to client stakeholders.

In the six months following launch:

•	 More than �500 unique visitors

•	 2,400+ sessions

•	� Averaged 23 page views per session

•	� 5 minutes 40 seconds average session duration



Creative Direction | Branding | Print Design

Created a vibrant and flexible brand identity for Poppy’s Farm - a free, 
sustainability-focused outdoor experience for children and families.  
The design balanced childlike energy and environmental values, with a logo  
suite representing each part of the farm. The identity was applied across 
wayfinding signage and digital assets, and the project won the GCA’s Best 
Marketing Campaign 2021.

Celery potato scallion desert raisin 
horseradish spinach carrot soko



 Careful 
– Beehives Ahead –

Bee



EUROPCAR
NEW BRAND BLOCK
Tranparent background
File: 20151645E 
Date: 7/10/2015
AC/DC validation :  
Client validation : Brand Stewardship | Multi-Channel Campaign Design 

Collaborated on a variety of design projects for Europcar, including digital and 
print brochures, large-format signage, advertising, and infographics. Ensured 
brand consistency across all touchpoints to maintain strong visual identity in a 
highly competitive marketplace. Delivered high-quality, on-brand assets that 
supported marketing campaigns across both print and digital channels.





KEEPING BUSINESS ON 
THE ROAD TODAY

THE COMPANY CAR – 
ESSENTIAL OR A BENEFIT?

Company car/van

Public transport

Motorbikes/scooters

Rental cars/vans

Pool fleet

Ride-hailing services

Employees’ own vehicle

Taxi

Mobility not offered

Car share/car club

Bicycles

Other

Although transport remains important for many employees to be able to do their job, 
providing a company vehicle isn’t necessarily the solution for all workers. Nearly a third 
of firms (31%) provide between a quarter and half of staff with a company vehicle. 

Almost a third of employers (29%) only provide a company vehicle for up to a quarter of 
employees, with just over 1 in 10 (14%) supplying a company vehicle for over 
75% of staff.

Of smaller companies with 10-25 employees, nearly a quarter (22%) don’t provide any 
employees with company vehicles, compared to only 2% of companies with over 500 
employees saying the same.

In contrast, 45% of businesses with 26-50 employees provide up to a quarter of staff with 
a company vehicle; 43% of companies with 100-249 employees do the same.

0% 10% 20% 30% 40% 50%

What types of mobility are offered to employees for business travel today?

11

Whitepaper Design | Data Visualisation

Designed and produced a printed whitepaper for Europcar Mobility 
Group to communicate strategic insights and future mobility trends 
to corporate clients and stakeholders.

•	� Developed a clean, professional layout that balanced technical data 

with brand storytelling.

• 	 �Designed infographics and data visualisations to simplify complex 

information and enhance readability.

• Ensured alignment with EMG’s brand guidelines.

24, rue Salomon de Rothschild - 92288 Suresnes - FRANCE
Tél. : +33 (0)1 57 32 87 00 / Fax : +33 (0)1 57 32 87 87
Web : www.carrenoir.com

EUROPCAR
ERP_19_12997_UK_MainUse_CMYK
04/02/2019

ÉQUIVALENCE QUADRICHROMIE

C=96 M=0 J=49 N=50
C=96 M=0 J=49 N=50

C=99 M=0 J=72 N=86

C=74 M=0 J=38 N=0

C=74 M=0 J=38 N=0

Ce fichier est un document d’exécution créé sur 
Illustrator version CS6.

IS THE EVOLVING MOBILITY AGENDA 
SUPPORTING BUSINESSES TODAY?

TURNING THE WHEELS OF
THE UK ECONOMY

What proportion of your company’s workforce relies on some 
form of transport to get their job done (excluding commuting)?

A quarter rely on transport for 10-25% of their business operations with a further 22% 
of respondents needing transport for up to half (26-50%) of their workforce.

Unsurprisingly, mobility remains fundamental for many UK businesses, with 25% of 
firms saying they need some form of transport for a significant majority (75%) of their 
workforce to get their job done. 

This all underlines the significance of solving today’s mobility challenges.

0%

1-9%

10-25%

26-50%

51-75%

More than 75%
5%

25%

15%

8%
25%

22%

07

5%

THE REGIONAL PICTURE

East of 
England

East 
Midlands

North 
East

Greater 
London

West 
Midlands

North
West

0% 10-25% 51-75%

1-9% 26-50% More than 75%

4%

5%

15%

25%

23%

4.5%

12.5%

4%

36%

19%

54%

14%

16%

18%

37.5%

44%

38%

15%

17%

9%

21%

12%

19% 41%

4%

27%

13%
2%

4.5%

4%

5%

32%

What proportion of your company’s workforce relies on some form of 
transport to get their job done (excluding commuting)?
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24, rue Salomon de Rothschild - 92288 Suresnes - FRANCE
Tél. : +33 (0)1 57 32 87 00 / Fax : +33 (0)1 57 32 87 87
Web : www.carrenoir.com
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Illustrator version CS6.



Spec Work | Digital Assets

The brief asked for a campaign concept around 
Shedstore’s ‘Summer Savings - 30% Off’, using 
supplied project images and generating copy.

My approach was to lean into themes of 
Protection and Security, using textural stamps 
and stickers to suggest the decay that might 
occur if items aren’t properly stored. Combined 
with impactful accent colour and typography to 
catch the eye. The graphics were resized across 
standard social media and web formats.



Wordpress CMS | Website Design 

Designed and delivered a responsive, user-friendly WordPress 
website for a sole trader, providing a cost-effective digital solution 
tailored to their business needs. Ensured ease of maintenance and 
clear communication of services. 

See more at: www.harteconservation.co.uk



Watch the video at:  

www.laurenhancock.co.uk/mortgage-brain

Animated Video | Storyboarding & Production

Designed, storyboarded, and produced a promotional 
animated video for Mortgage Brain’s Mortgage Vision events. 

•	�� Developed engaging visual concepts aligned with  

brand guidelines.

• 	� Created a concise, audience-focused storyboard  

to communicate key event benefits.

• 	� Produced the animation for use on landing pages and social 

media, driving event awareness and engagement.



Visual Identity | Logo Design | Website Design

A work-in-progress project with Brentford Heritage Harbour Trust 
to create a unique visual identity and landing page, which will later 
be developed into a full Wordpress website. The direction from the 
committee was for something ‘fun’ and ‘boaty’, with a strong sense of 
place tying back to the heritage of the Brentford Dock. 

A range of logo options were presented for committee feedback.  
The resulting visual identity combines a vivid colour palette with illustrative 
elements and classic typography to create a memorable and playful 
take on nautical theme. The selected logo re-imagines the space of the 
Brentford Dock to ensure a range of key landmarks are represented.

Option 4b Option 5b Option 6b

Option 4a Option 5a Option 6a



Living Legacy
Nestled where the River Thames meets the 

River Brent and Grand Union Canal, this historic 
gateway has long been a hub of commerce, 

community, and connection.

Get in touch

Subscribe

Preserving the Craft,  
Telling the Tale

Join our 
mailing list



Thank you for your time and consideration

laurenhancock1929@gmail.com   |   07379970287  |  laurenhancock.co.uk


