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Gavin Richardson

Creative highlights from a 25 year career
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Since 2013 | have played a central role
at Tesco, firstly contracting as acting
Head of Design for Tesco.com before
joining full fime in 2015 as Creative Lead
for their UK Marketing Communications
team.

In that time | have built and led within
Tesco's in-house Creative Studio that
now delivers a vast range of multichan-
nel work supporting our numerous sea-
sonal and always-on campaigns.

The following pages showcase just a

few highlights from my time at the heart
of the UK's largest retailer.
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CLUBCARD
REWARD PARTNERS

In 2023 the Tesco Creative Studio team
was tasked with a challenging brief: to
re-establish Clubcard Reward Partners as
the most generous scheme of it's kind on
offer from UK retailers, despite the value of
Clubcard points reducing from 3x to 2x in
exchange for rewards.

Despite that the campaign, which landed
across numerous channels from DOOH to
Social Media, performed to exceed ex-
pectations, improving customer sentiment
and driving increased engagement with
the scheme.

on wild days out

The biggest and most generous
reward partner scheme with
100+ Partners to choose from

|r
Lll S

Clubcard T h e
power to

Save

on epic experiences

The biggest and most generous
reward partner schemea with
100+ Partners to choose from

ICZIl;ib-car-:l The

power to
Save

on mega meals out

The biggest and most generous
reward partner scheme with
100+ Partners to choose from
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WHOOSH

Tesco launched an innovative
proposition in 2023 to revolutionise
online shopping - Whoosh, offering
customers online grocery deliveries
from as little as 20 minutes.

The Creative Studio team were briefed
to conceptualise both the launch
campaign in February that year
followed by a heavyweight outdoor
campaign that Summer. Both achieved
significant success performing better
than predicted resulting in sales over
£1m from the first burst alone.

Forgot Bob’s

a vegan now?

BBQ-ready veg
delivered from as little as
20 minutes.

Whoosh .

tesco.com/whoosh

Delivered in as little as
30 minutes.
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TESCO BANK

Since 2023 Tesco's Creative Studio’s
remit has also included support for
Tesco Bank and it's products.

This included a much-loved campaign
for Pet Insurance which is discounted
for Clubcard holders. An enjoyable
brief to have worked on yielding
excellent results.

Similarly we had fun creating the
character of Maverick the seagull for a
Tesco Bank Travel Money and a
pre-historic tfreatment for Car Insurance
...much-loved by our customers.

Catch a

discount on
Pet Insurance
with your &8

Clubcard

To learn more, search
Tesco Pet Insurance

TESCO Insurance

Tesco Pat Insurance ts arranged, administered and
underwritben by Boyal & Sun Alance Insurance Lid

o
~ (‘. e

Clubcard
Prices

3
B

Don’t

Wi ng it.

Save on Travel Money
with your Clubcard

Pick up a leaflet at the TESCO Bank

-

Travel Money Bureau Every Lintle balps

The power to
lower prices

Unleash

the power to save
on Car Insurance
with your Clubcard

Choose the cover to suit you, because
you never know what’s down the road TESCO Bank

L SR S S
Search Tesco Bank Car Insurance

to get your quote. EVWJ utle A@(ﬂf
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COVID-19 RESPONSE

Without doubt the work | am most
proud of during my time at Tesco has
been in our response to the COVID-19
outbreak.

Faced with urgent and unprecedented
demand, in the first three months of the
pandemic our Creative Studio team
delivered 50 online updates, 14
customer service emails and over 180
elements of Point of Sale, many of
which were utilised by the pop-up
Tesco stores at the emergency NHS
Nightingale Hospitals commissioned to
treat those in need of treatment.

As aresult, it felt as though the work we
produced truly made a difference and
this was reflected in Tesco’s reported
brand perception, which has never
been better.

Tesco NHS
Nightingale
is now open.

We're here to serve
MHS Nightingale staff

24 hours a day.

BHcalibh o et Thas drase,

ey Bitke halpl.

TESCO
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Flnd yi on Woitorn Galeway, oppuinte the haiphal,

Tesco COVID-19 updates
Changes te online home delivery and Click+Ceallect

Froeing up slots

For those who are self-lsolating

Helping the most

~ vulnerable get

food deliveries.

Supporting our
customers.

Entrance

24 hours

i Card Onily
= “Fayments

For now, this product is
limited to 5 per customer

Thanks for helping us give everyone
access to essential items

A big thank you
and a little treat.

Dear colleague

Thanks to your incredible effort aver the last few weaks, wa've
been able 1o help our customars when they need it the most,

This Easter egg is a small gesture to Say a seasonal "thank you'
for everything you've done and continue 10 do.

Because now more than ever, every little helps.

Dawe Lewis
Tesco CEO

- 2m apart.

n this

‘! ‘e're all
Please

Here’s what

we’ve been
e B B B i aam o B
AT

‘gether I




TESCO

V& & & & 4

FOOD LOVE STORIES

, DAVID’S ‘HOT OR NOT’
One of Tesco’'s most celebrated CHICKEN CURRY

campaigns in recent years has been
Food Love Stories which launched in
early 2017 and has remained always-on
ever since. This award-winning
campaign has been focused on
reconnecting with our customers’
personal relationship with food and
celebrating quality.

My responsibility in this campaign was
to work closely with our above-the-line
agency BBH to ensure assets were
created fit for purpose and devise
guidelines to ensure that the campaign
landed consistently and effectively
across our digital channels.

Latterly, my team has been tasked with
finding innovative new ways to re-en-

ergise the campaign in-store, where M R - DEREK’S BBQ
we are experimenting with new media 3-:' '.._ e e 'SHROOM BUNS
such as floor projections and even sl g et i (S b vy

augmented reality.

TESCO

E"Ig' sl BaleT

. bangtrs are Browing off ; Explore stories » "
3 & treat.

Dot forget the chutney
& your Wiy rowund!”
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FEF Clothirg Delivery Savar

Tases Chibcard Tasco Bank Tesco Mobfle Recipes Tesce phate Tesza magaring

CHRISTMAS

Good afternoon, Nicholas

Christmas is by some margin the most

important seasonal campaign for Tesco . RS hs m
each year and our preparations require ' L s £y A7 erry o |
months of strategic preparation. ‘ : \ Chrlstmas o TESCO

Good afterncon,
Nicholas

My responsibility for Christmas, and all
our seasonal campaigns, is twofold:

1. To work with brand teams and
agencies to develop channel
guidelines and assets that are fit-for-
purpose to bring the campaign to
life across throughout our
customer communications

2. To then ensure that my team
executes our comms briefs (Qcross
numerous channels, both on and
offline) consistently and correctly in
line with the standards we have set
out in the guidelines

But it's filling 5_7
up fast. Book
your slot now.

Quarantini,
anyone?

-.
Shop Christmas Shop now
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FINEST VALENTINE’S DAY

As Tesco's premium range, our Finest
brand celebrates shared moments
worth savouring.

As such, the Finest Meal for Two is
always the centrepiece of Tesco’s
Valentine's Day campaigns and is
advertised across all our key customer
touchpoints.

As with all seasonal events at Tesco my
role is to develop assets and channel
guidelines to ensure that the creative
execution of our campaigns is
consistent wherever our customers
come intfo contact it.

e S
finest” %

Valentines ®

Menu for Two £20

Reserve your
usual table.

= Treat your Valentine to
our £15 menu _for two,
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CENTENARY CAMPAIGN

In 2019, Tesco marked it's centenary
with a campaign that pulsed
throughout the year, celebrating
100 years of great value.

Working with our above-the-line
agency BBH, the campaign was driven
by promotional offers with ‘Prices that
take you back’ visualised by
introducing British cultural characters
from the last century such as

Mr Blobby, Morph and Rollergirl.

My challenge was to ensure that the
campaign was realised consistently
and impactfully across our owned
channels such as email, social and
in-store smartscreens.

Happy birthday Prices that
to us! take you back.

Hundreds of deals all this month,

We're celebrating
100 years of great value

- g-‘_ frasy Prices that take
| bl c o EEE J R you back
= — i | AL

Pepsiiax end=RiUSNERIgae Endsk, 05
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PRIDE

Tesco has had a long association with
the annual Pride parade in London, as
an official sponsor in supporting the
LGBTQ+ community.

Each year, we explore innovative and
helpful ways to celebrate the event
and my creative team play a central
part in producing our multichannel
comms to support across press, in-store

and social media.

Free ponchos
for everyone.

Look out for our float handing out
freebies to help you celebrate.

TESCO

Every Lintle holps

Free fruit
for everyone.

Look out for our float handing out
freebies to help you celebrate.

TESCO

Every Lintle holps

Free face paint
for everyone.

Look out for our float handing out
freebies to help you celebrate.

TESCO

Every Little holps

ggggggggggggggggggggggggggggg
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F & F Men's clothing

The mission of F&F at Tesco is to help
people look good and feel great,
offering aspirational fashion with a
down-to-earth twist.

As one of our most prominent sub
brands, the challenge with F&F is to
carve out a strong identity in of itself
which yet exists in harmony with Tesco's
wider masterbrand.

Tesco's Creative Studio is tasked with
landing F&F's marketing comms
across all in-store and digital channels | wark onig
and recent campaigns have included losking
the rebrand on the Denim category for milk
and the launch in 2024 of the F&F Home
general merchandise range.

HUEREE a L Jashion
hadtdd . now does.

Gt homeware

Hting .

STy

THI RIW FASHION COLLECTION AT
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CENTRAL EUROPE

Since 2024 Tesco's Creative Studio

has taken on a consultative role in the
production of assets required for
multichannel marketing comms across
our Cenftral European markets
including Hungary, Slovakia and the
Czech Republic.

In doing so, we have driven improved
brand consistency and efficiency,
working smarter to deliver a joined-up
creative approach across all our
business units.

Garancla

az olcso
arakra

Nagy markak.
Alacsony arak. 3l

-
55 ]
v

Mar tébb 100 markas terméket
E is garantaltan alacsony dron i
talalsz nalunk.
I
e

Exkluziv kedvezmenyek

Clubcarddal!

° Viiltad pontjaid azonnall
dipitilis utalvinyokis

A Clubcard minden ekimye
a tolefonodon

. Szemilyra szabott kuponok

Papir nélkil. gy kevesabb
hulladék kelethezoen

szupereroés
ajanlat

4 Clubcard nélkiil is

= ,,} . ° ” v

¢ & Aaaiid Sine znacky.
21y4 G Nizke ceny. g ;&f

ceny Garantujeme vam nizke

KA ceny uzZ aj na stovky

Eﬂ znackovych produktov.

- BAMBINO @B
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SUSTAINABILITY

As the UK’s largest retailer, Tesco
recognises we have a responsibility to
lead by example in our response to the
environmental challenges that face the
country. One key endeavour has been
to cut-down on single-use plastics both
in our packaging and carrier bags. In
2020, we made a commitment to:

* Remove unnecessary packaging
Reduce waste

Recycle materials

Reuse plastics where possible

Our team were tasked with bringing the
campaign to life across numerous
customer-facing touchpoints, both

in-store and online.

REUSE

RECYCLE
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COLLEAGUE NETWORKS

The Colleague Networks within

Tesco aims to welcome every member
of our workforce, regardless of race,
creed, age, ability, gender or sexual
orientation.

We have launched dedicated
networks for communities throughout
the business, including:

* Armed Forces
e BAME

e Disability

e LGBTQ+

e Women

Our in-house creative team supports
these communities with the production
of press ads, pamphlets and company
wide publications.

at TESCO

Colleague
Networks

Newsletter

May 2021

Colleague
Networks

a TESCO

Not already a network member? E

It’s now easier than ever to join our colleague
networks. Just go to Colleague Help and search
“colleague networks”. Or scan this QR code.

Message from
Holly Skinner

I hope you have been enjoying
the sunshine with your friends
and family.

As Natasha said in her welcome
note, we are so proud of the
amazing colleagues we have at

Tesco and we celebrate them all.

Thank you to everyone who sent
through nominations for our
International Women of the Year
awards back in March. You can
read some of these later in the
newsletter. All nominees’ IWD
badges are on their way!

1 am so delighted that Tesco has
been listed as one of The Times
Top 50 Employers for Women
and it is a huge honour to drive
and support the business to
make working at Tesco better
for our colleagues.

Chair, Holly Skinner - Director Sponsor, Claire Lorains
« Exec Sponsor, Natasha Adams - For more information, email women@tesco.com

International Women’s Day 2021

Monday 8 March saw us celebrate International Women's Day and
kick off a week of activities hosted by the Women at Tesco network
to recognise, celebrate and support our female colleagues. Events

throughout the week included:

Chair of the - Squiggly Careers
Women’s Network ~ 15-minute daily
Holly Skinner, podcasts were
together with shared throughout
Executive Sponsor  the week to

and Chief People support colleagues
Officer Natasha with personal

Adams and Director  development.
Sponsor Claire

Lorains, hosted a

virtual celebration

for hundreds of

colleagues who were

nominated by their

colleagues as

Women of the Year.

« Squiggly Careers
Development
Session with Helen
Tupper, co-founder
of award-winning
career development
company Amazing
If. Helen shared
ideas, tools,
practical actions
and frameworks to
take control of your
career direction
and development.

If you have anything you would like to discuss and share, please do contact us at women@tesco.com

Here at Tesco, we have a warm, welcoming
and inclusive LGBTQ+ network. So whoever
you are, however you identify, you have the
opportunity to get on. And you can be
confident that, when you show up to work,

you can do you.

Digability

Message from
Jason Bates

I'm pleased to report another
quarter of strong progress
with our network. We now
total over 1,000 colleagues,
friends and allies. This is

such brilliant news.

I'm particularly proud of the
network’s recent involvement
in the relaunch of ‘Your
Workplace Adjustments’ policy
last month, which you can
read more about in the next
section. This was built with
Disability at Tesco providing
advice, support and guidance,
and using the valuable
feedback colleagues have
given to us as part of our
listening groups.

We know that colleagues’
experiences of adjustment
has been mixed in the past.
As a network, we are
committed to working with
our business to build a service

to be proud of, that delivers
the adjustments you need to
help you do your jobs.

You can watch a short video
about our new approach here.

Colleague
Networks

Chair, Jason Bates - Director SpaRsor, JustinAlexander
+Exec Sponsor, Adrian Morris - For more information, email disability@tesco.com

A new and improved approach
to workplace adjustments

The number of people living with
adisability is increasing, year on
year. As a business, we haven't
always got it right in supporting
colleagues with the necessary
changes that are right for them,
or providing managers with the
confidence to offer the right
guidance or options for their
team. We've listened to your
feedback and have made some
much-needed changes to our
ways of working.

Disability Confident
I Ern :

We've now relaunched Tesco
Health Services, making it easier
and simpler to access the new
workplace adjustment services
that you may need. We're working
with a new independent expert
workplace adjustment provider -
Health Partners - who will help
us hold ourselves to account:
are aligned to our own values
and objectives; and who share
our ambition of a more

inclusive workplace.

—_—
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JAMIE OLIVER PARTNERSHIP

Over the past three years, Tesco have
entered a partnership with Jamie Oliver
who takes the helm in our Health
communications, encouraging
customers to eat more veg and
infroduce ‘healthy little swaps’.

| was tasked with devising a brand
toolkit to ensure that our Jamie Oliver
comms were delivered consistently
across our channels, out of home,
in-store and online.

¥ tescofeod © « Following

Easy ways | G
to eat I
more veg I8 ¥ 2 R iiaes

TESCO

with

6hver ‘

Easy ways . Wins O s _

to eat [rrosedls ) Sty e N evenom
more veg =& ' '

TESCO

S T G G G
wick e Oliver

Ok W 00542
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DIRECT MAIL

One of the fastest-growing areas of
activity that the Tesco Creative Services
team supports is Direct Mail.

Since bringing all Direct Mail creative
resource in-house in 2018, we have
produced literally hundreds of mailers
both for Tesco ourselves and for third
party brands, briefed into us from
Dunnhumby who are responsible for
all commercial branded comms within
Tesco’'s owned estate.

With my team continuously innovating
and making improvements, our Direct
Mail production is a story of continued
success with our mailers consistently
driving ROI, uplift in sales and
redemption rates.

Free

Chocolate egg
or bunny"

L e e eal e e ! anl ekl

,.q

|

i

Money-saving coupons,
just for you.

i
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NEIGHBOURHOOD
FOOD COLLECTION

The Neighbourhood Food Collection is
a central part of Tesco’s ongoing
effort o encourage customers to
donate long-life food to charity. Since
our first collection in 2012, we have
collected over 84 million meals. This
includes customer donations as well as
the 20% top-up from Tesco and food
donated to our permanent food
collection points in-store.

Our in-house creative team were
responsible for designing and publishing
the first online hub for the 2013
Neighbourhood Food Collection and
subsequent social media and in-store
marketing materials.

Help us feed people in need

From Thursday 2 July - Saturday 4 July we’ll
be collecting long-life food in all of our stores
to donate to charity.

What's more, we'll add an extra 30% to your
donations to help feed even more people across
the country.

Neighbourhood
Food Collection

Every single item of food that you donate makes
a difference, thank you!

g ﬁ Thank you for filling Carol's car with food for our vulnerable neighbours. s ﬂ
Much appreciated. '

#EveryCanHelps

. Help us
i M feed peopl

= ” - | -_-':_- Help us
e BN T feed people
in need

From Thursday 2" July to Saturday
4t July we'll be collecting long-life
food to donat

Neighbourhood
Food Collection

anate items here

= M
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Fresh food Tesco y o § Clothing Clubcard » sz:::-, b~
WEB OPS & grocurios 3 v diract 3 ??! & W %
My first position when | arrived at Tesco Every chunk &P every twist 4§
in 2013 was to head up the in-house every SCoop s«aifps eVery stain
Web Ops team, comprised of ® cvery blrthday - <3
designers, front end web developers C PN X

and trade managers responsible for the
marketing content published to Tesco.
com, Grocery Home Shopping and the

5 L every crush o every zing \.s
every seed .,ﬁ(, love every mouthful. Get inspired (&)

Tesco C|UbCOrd Websi-l-e. -"1; Real Wine by : Watch mavies Phone Price Store
| Food » the case » lr i and TV » Shop » @ Fromise )@ :p-enmg &
| Qurs ¥
This included flagship campaigns such ‘ et
as LOVG Every MOUTth| (deVISed by Qur food Helping you save More from Tesco

agency Wieden+ Kennedy), seasonal il e Gty ki Foot News
events and social activation such as f=el .

Race For Life in partnership with : |
Cancer Research UK where we created
bespoke hubs curating key content.

----- Q TESCO Eruey binftr hatps

Lace up your trainers. 2
it'stime g :

*L

Joinin
this Halloween

Every Lhing__ =

N s . Y
! | Gory recipe®
J )

ou need for !
Y ¥ ideas »
d

Racetyps Getreceresdy Storiesshared  Where your massy goss  How you cas help

Race type

Gk Ak Frritu b srbrin® T b e At b Mararhon
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TESCO
e PR ¥ N ] Large landscape promotional module
DHgital design lanpuage
DIGITAL DESIG N LANG UAG E — I‘.::-IP:-IE‘"P:I'-:':!LMZIE promotionad modubes are maanly used as featune promolions, They're positioned at tha 1op of the PR
(D D L) Digital desipn anguage
One of the most important projects |
have been involved in at Tesco is the Mai :
. . . ain headline 32px
creation of our Digital Design Language Bl Cor 2HaN atroes
“he DDL) . muitiple lines but should be
Elements as succinct as possible
By 2015, Tesco had amassed in excess o CEIUTTD

of 200 websites and 60 apps, each
developed by independent teams
working in silo, resulting in enormous
disparity in visual execution.

Templates

You can choose betweon 4 promotional modube templates when creating promations of this size

* Full blead imapery

Working closely with UX and Ul
specialists around the business, over the
course of 18 months, we devised a
robust and fully functional design
framework, setting standards for
common components such as type,
buttons, iconography and colour. 50

Basket Trolley Menu

This was published to an online toolkit oo, s { i A _
for all our digital properties to follow, TAKE| & 1 T 2 ;i e T . @
ensuring brand consistency across 1 e iy A EAWAYZ: ' T
Tesco's websites, emails, offisite media
and apps.

Security Settings

(]

Guides

Remove




Between 1999-2011 | worked at
easyGroup, reporting to Stelios,
the founder of easyJet.

Ultimately as Head of Design for the
brand | played a cenftral role in the
development and launches of his
numerous subsequent ‘easy’ ventures
such as easylnternetcafé, easyHotel
and easyCruise.

The following pages demonstrate the
enormous range of sectors and media
that we explored as a brand and my
conftribution to it as a designer.

My challenge throughout was to make
it all look easy...




easyEverything

7 easyEverything 7 easyEverything [7 easyEverything

= the world's largest Internet cafés S the world's largest Internet cafés L the world's largest Internet cafés

Trafolgar 5q - Vidorlo - Kensington Migh 5t . Tottenhom ©t Rd . Oxford 51 Trofalgor $q - Victoria - Kensington High 5t . Tottenham €1 Rd - Oxford 51 Trofolgor Sq - Victorla - Kensington High $t . Tottenham € Rd . Oxford 51

T easyEverything

o the workd's largest Inteenst cobés

= Pgh-res JPREG Full sioe mage photos bo download.

For Windows just click on the right hand mouse button.
For Macintosh hold the mouse button down,

g i

easyliverything
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easyHotel

easyHotel.com

Dubal - Jebel Ali

OPENING
AUGUST
9 9 D
e i e
-'::.' - | B

€asyHotel con '!
Jebel Al

Simple comfort, great value

-—n-.l.u

Simple comfort. Great value.

newt easyHotel.com

NOW TAKING BOOKINGS FOR ZURICH




easyBus

0%

October 10 1o March' 11 airper tronsfers
on

from £2 BOOK OR
March 2011 SAVE MU y

easyBus ..«

Gatwick * Luton * Stansted (22

Central London
the airport

Luton ;p(\ fﬂmmd > 4

Gatwick X

easyBus ..«

24 HOUR SERVICES, EVERY 20 MINUTES ]

Mirpert

= ...orange!

Gatwick South & North Terminal

BOOK
SHVE MOR

easyBus...«

24 HOUR SERVICES, EVERY 20 MINUTES g




easyCruise

[N .
i

..-""""'Classical Gréete
:m;wm 7 nights from £126*

See 3500 years
of history_ =
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ol & pireas o mans will incue an sedm

dedvary chonge

‘B Order online @

www.easyPizza.com

Placs ardar amdima fes dalvarias
anling [ www. saryPizza com
Dalivary charges vary from £1. Crclars

Order round i one crasice ren peveRY
the clock

Dalrvory times depend on locotion
Check website for derpsls

just £5.39 per single pizza

LYHHD

WO eZZIJASed

iV3UY 4NOA NI M\AON ANINO

BUST YOUR HUNGER... Place orders anytime for deliveries
..NOT THE BANK! online @ www.easyPizza.com

46 easyPizza brings you great fasting pizza

delivered dired to your door, but ot a much ﬂ y —1
more affordable price. All you have todois e ¢ % qﬁﬂ&wﬂ_ﬁ.ﬁog

bock online and start saving... 9 m__._.._u_v.. &m_mnmﬂcm & n_m_ ?m_.m.u_

3 pizzas S pizzas

PLEASE MOTE

easyPizza



easyMusic

@ easyInternetcafé

Franz inum:l .

You Could Have Hod I

Mnnnh Curey

Graatest Hils

)
a1 -y

Oasis
Don't Balieve The Truth

from Stelios &

Lom

TOP | TOP

ARTISTS § ARTISTS

ROCK

BOTTOM
PRICES!!!




easy4dmen

SAMPLING

93mm 25mm 110mm 25mm 105mm mtﬂﬂm‘ﬂ
3 Diay Trowed Pock.
Far the moderm man

easy4men.com  cummencon easyqmen.com E’]

onfl e MOVE

" = i st v o ke Il Pia et @
3 day travel pack x o Sy s Pmck o Frequen® Aan sho baesl wE
. . P i ey Ebch mikpStee oom 3 Gy
= - ] 105mm Traval Facn fim u Sewe day gl of baw asd

By AEN. BRETAQ §0 400 AR EVE Dii

Shaving Cream 3
Aftershave Balm .
Hair & Body Wash > Here

370mm (inc tab)
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easyOffice

FROM STELIOS & [5=]

Serviced offices in the heart of

Glasgow

Offices now
available to
rent from only

BD'D?MKIH per wesk [+VAT)
N 1

='0141 206 5300

easyOffice.co.uk

troen Sl & E

Flexible office solutions in
Cana
Wha

uth

2020 7536 8669
easyOffice.co.uk

Quay

An
unbeatable
place to do business...

| & (Souh Guar)
: ‘“? $outh Guay
F "“'"‘-tl.:
Oy
2 - Gy
g

E
2
%’

“Looking for affordable
office space at the heart
of London's financial centre?
«No problem.”

B e iy ol o i
Fnmdsis wwen horn (m e

EB9 o wook*
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easyGym

lcalions»  join. resources«  blog  conhact -

easyGym co.uk

a new kind of fitness club
with low prices and
Hlexible memberships

e e & =—
. - G}frn+f:|n155e-5 membership

now available!

= =TI
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easyGroup

the portal logo

The portal loge is of the heart of all group
eammunication aimed ot the consumer. Designed
in the shape of o button this lego is the consumer-
tacing brand which represents oll of the online

easy businesses,

When using the .com suffix it always appears

in the Futura typeface. This is included on the
website of oll easy businesses. It is mandated by
the Brand licence. It helps consumers: it shows
this is an outhentic legitimate easy business and it

helps them find the website using seorch engines.

As a brand standard, all easyGroup brand
licensees are required to include the
legend 'by Stelics & easy.com' on

their website homepage. We strongly

The easyGroup Brand Manual
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our visual identity
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Contract &
Freelance

After 12 years at the heart of one of
Europe’s best known brands, in 2012

| took the big leap into self-employment
and went solo to become a

Design & Creative Consultant.

Whilst | had greatly enjoyed my time at
easyGroup, | felt the time was right to
spread my wings and try working with
other colours!

It turned out to be one of the best de-
cisions | ever made and, over the next
18 months or so, | had the opportunity
to work one a wide array of projects for
clients ranging from household-name
brands to startup ventures.

It was an exciting experience and the
following pages cover just a few
highlights...
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LAUNCH EVENT

At Brainstorm Communications based
in Buckinghamshire in 2012, | was firstly
confracted to design and develop
experiential materials for their UK
launch in Birmingham of their new
Boxster 505 range.

A fantastic opportunity to shift gears
from the world of low cost enterprise to
work on a fruly premium brand.
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Hdagen-Dazs

UX DESIGN

Still at Brainstorm Communications, |
switched accounts to help develop the
redesign of the Hdagen-Dazs global
corporate website.

Focusing primarily on user-journeys the
project gave me valuable hands-on UX
experience and allowed me to use
some of the tastiest photography | had
ever worked with!

Delgian .
Mocolate .

QUR STORY =+« QUR COLLECTION
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OUR SHOPS
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WHITBREAD

BREWER’S FAYRE

Later in 2012, | was contracted by BBH
at their Milton Keynes Studio to help
develop local marketing creative for
clients from their Whitbread account,

such o5 Brewers Fayte ‘Brewer Come and preview
=-\Y1 o+ a NEW buffet
experience.
The food'’s on us!*

We're training hard to prepare for our grand opening, and we'd like to invite
you to come and tuck into our generous buffet, free of chargel*

You'll e helping us test our restaurant to its limits so we can make sure
everything's perfect by the time we offidally open. We're sure you'll find
something For everyone, and it's all you can eat too. You'll only need to pay
for your drinks.

Za m \

I — We're holding an exclusive preview event on

at
L/
c o M I N G Dermand will be high, so it's essential that you book your place to attend. Just

ermail your details to or call , and we'll

confirm your reservation.
s o 0 N We look Forward to welcoming uou to Buffet Place soonl
-,

brewersfayre.co.uk Brewers)

| Fayre |
brewersfayre.co.uk ol L,-




WHITBREAD

BEEFEATER GRILL

With BBH | was also tasked with helping
develop Point Of Sale materials for
Beefeater Grill, one of the many
Whitbread brands.

EAT OUT, l!lllI.EBT POINTS
ENJOY THE REWARDS

FREE BOTTLE OF
SPAHKLINE HIISE*

hk EI M hf 1hN hENZ
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ziffrt

BRANDING A STARTUP

Ziffit.com was launched in 2013 by
World Of Books and incentivises
customers to trade in their unwanted
books, games, DVDs and CDs for cash.

| was contracted directly to devise the
brand identity and design the front end
for their new e-commerce site.

ziffit.com

EENEN TS 2T

Aprgutten pameans!

ziffit.com

ame Sell Mty Stulf  How I8 Works My Accownt About Us Suppert 25

0 ems: £0.00

Get CASH for your stuff!
Enter Barcode

Simply enter your ——--a

barcode into the box
to see what it is worth

o 40y

i 1% s
EFallisTR
Sell My OVDS = Sell My Chs «

Zifmi Partngrs
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ziffit.com
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Making music

Alongside my day job, for over 30 years
| have banged the drums.

In that time | have played in quite a few
bands, performing hundreds of gigs up
and down the country at music venues
and festivals, and have released
several independent albums.

As a designer, | often end up lending
my skills to the groups | play with,
creating logos, websites, album sleeves
and promotional materials.

The following pages are something of a
labour of love...




| am a founding member of Colvex,
a three piece alternative rock band
that plays powerful original material
across a variety of styles.

In 2012 we released our self-titled début
album worldwide via Apple Music,
Amazon and Spotify. This was followed
up in 2017 with the release of our Last
Man Standing EP along with an
accompanying music video.

Throughout my time with the band |
have been responsible for the design of
all our sleeve artwork and promotional
materials for our live shows at venues
and festivals across the country.
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RICHELLISWDRTH WATERWATS TRIST PROVUCALY PRESERTS

RICKMANSWORTH
CANAL FESTIVAL 2019
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RICKMANSWORTH AQUADROME, FROGMORE LN
RICKMANSWORTH, HERTFORDSHIRE WE3 1NE
MUSIC FROM 12 HODH,

< RICKMANSWORTH (MET LINE)

B couercnik [ mesocowesn @8 ecax

MUST END MIDNIGHT SUN 26th NOU ONLINE IIF:!EIIS*

. LAST MAN it | COLVEX
¢ (& - | STANDINGEP 4 DEBUT ALBUM
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*CD sales only made via D-Classified Reconds store at Amazon.co.uk
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GO
MAD

Latterly, since 2016 | have played drums
for 80s covers band, Six Go Mad with
whom | regularly perform at clubs, pubs
festivals and social functions...

it's tremendous fun.

Again, | designed the band logo and
our new website.
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My first serious band The Secrets formed -

in the mid 1990s and to say that it MF3s . COs . HISTORY . SIM
became an obsession would be putting
it mildly.

THE SECRETS TRS

=

We wrote, recorded and performed
relentlessly at college bars, music
venues and festivals. In the short space
of just six years we self-produced and ICHARDSO
released three independent albumes. _____ colvex début album released!

At last! New album from Simon and Gav's
band hits the stores... click HERE

| designed our album sleeves and the : . .
band also gave me my first experience Gav solo material shortlisted in
. . . contest to score a movie!

in designing welbsites. Gav makes the shortlist!... click HERE

The Secrets now on MySpace

iy
I
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However, for all the dedication and
effort, we only ever managed to
achieve local success and in 2000 we
decided to call it a day.

It was fun while it lasted... the secrets

s, -other times




Behind everything, my one lifelong
passion has been creating art.

Since childhood | have drawn and
painted and by the time | left school,
the only place | wanted to be was at
art college, and in 1992 | was lucky
enough to be accepted at Central
Saint Martins College of Art & Design.

There | found drawing to be my
doorway into the world of design and
from there | moved onto the University
of Hertfordshire to gain my degree in
Imagemaking & Design.

| still dabble to this day, occasionally
aftending courses and evening classes
to keep my hand in and improve my
technique.

When all else fails, a pencil and paper
work just fine...




Write

Email

Call

Gavin Richardson
30 Grosvenor Road
Watford
Hertfordshire

WD17 2QT

United Kingdom

gavin.richardson@mac.com

+44 (0)7740 039235




