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NEUTROGENA PACKAGING DESIGN

Neutrogena® Visibly Clear® / One of the trends of summer 2017
was flamingoes and in 2018, we refreshed the design with the
latest trend, unicorns. | used this to reflect the summer feel. The
sales over achieved the forecasted target. “Superdrug limited
edition has performed so well — massively overachieving against
all targets, as well as against the limited edition last year.”

Brand Manager, Neutrogena®



NEUTROGENA PACKAGING DESIGN

Neutrogena® Visibly Clear® / One of the trends of summer

2019 was animal print, | used this on the packaging to reflect the
summer feel. This design was implemented as part of a wider
campaign on Superdrugs’ social accounts reaching 1,076 likes

on Instagram.



e

Dolormin:

Fiir Kinder

Ibuprofensaft 40 mg/ml
ab1Jahr

e . :Ma%

s = OI’or N
l U Schmenfog-?o?fi{l’
Dolormin 2.5

Bei Fieber & Schmerzen

Bd Schumerzen ur.
Ibuprefan T

3 Tttt iy

Dolor

Schmerzfableﬂen

Fill’ll\l:lblctLr_:n
Bei M'Sréinekopfschmerzen

FO e

1 Takslatte snthie
400 mg Ibuprofon
als Ibuprefen. oy Lysin (1)

| 20 ﬁlmtahlatten a»

1 Tablette ertngly

0 mg ibuprafe
20 mg n
.11.1bunrufnn-DL-Lysln 45

en

WirkStoft: 250 mg Napre

e

20 Tabletten (1]
Bei.ﬁ-:hm.—..—n‘mc-darr

Dolormin® / A brand refresh was designed across the Dolormin®
range, everything from the logo, type, background and icons
were refreshed to produce a new contemporary and functional

pack design that stands out on shelf amongst it's competitors.

PACKAGING DESIGN & BRANDING
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BURT'S BEES

TRUE TO NATURE"

Enter to win an exclusive box
of new Burt's Bee balms including
Honey and Matcha, Watermelon and
our classic bees wax balm.

%
WIN

an assortment of new naturally
moisturising balms

Gentle sweet and
herbal notes of
Honey & Matcha
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SEE OUR LATEST
POST TO ENTER
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Burt’s Bees® / A social influencer competition was launched
by Superdrug to win this exclusive box of Burt’s Bees® natural
balms. The winning influencer was encouraged to share the
products on social platforms to advertise the new naturally

moisturising balms. This campaign delivered 126K impressions.

BURT’S BEES INFLUENCER CAMPAIGN
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BURT’S BEES INFLUENCER CAMPAIGN
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i Herbal Essences® / To create an infographic demonstrating

the ethos of the Herbal Essences® brand. An infographic

showcased the new brand refresh alongside representing

|NFOGRAPH|CS the ethos of the brand.



Touching lives, improving life. PeG

SAFETY AND PRECAUTION GUIDE

\
ssences OUR INNOVATION

bio: This science-based process is key to our journey
10-renew of safely impraving the lives of our consumers.

B E

The Foundation
“Doubt is the beginning, not the end of wisdom.” We start with a healthy
dose of skepticism z2bout the safety of a new ingradient. If we cannot
establish both its safety and benefit to consumers, we will not use it.

Degine

S p
' &i"\iﬁé’ Safe Range
th o We define the safe range for every ingredient we use with the same scientific

- sexsgus= . process used by regulatory agencies around the world (FDA, EPA, WHO, EU, atc). We
__...-‘_--""""f avoid unsafe ranges. If there is not enough information to establish a safe range
we will be cautious and remove the ingredient from consideration, or investigate it
further with additional data.

3 Delepvine

Safe Product Use
We evaluate all ingredients in the final product to confirm their
actual use is within the safe range for both consumers and the
environment. If we cannot conclude that the final product formula
is safe, we will reformulate, or decide not 1o market the product. We
have ower 700 scientists and professienals who ensure our products
meet all safety and regulatory requirements around the world.

I Monitor Use & New Information
Once the product is marketed we monitor consumer use and
investigate all new scientific information. We also collaborate
with external scientists and regulatory agencies on new
safety methods.

AVOID CERTAIN

As part of the fi
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ICON DESIGN




Aveeno.
baby

Aveeno

Aveeno® / Aveeno® is a brand of skin and hair care products.
The task was to create engaging Amazon Product page branded

content for the Aveeno® baby products range.

AMAZON PRODUCT PAGES



Aveeno.

ACTIVE NATURALS.

ICE FOR BEAUTIFUL SKIN
HEALTHY LIFESTYLE

PRINT DESIGN

@WM%’/W@

TO LOOKING AND
FEELING BEAUTIFUL
BOTH INSIDE AND OUT.

The AVEENQ' brand believes healthy, beautiful skin is a reflection of inner
health and daily moisturisation.
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Aveeno® / Aveeno® is a brand of skin and hair care products.
The task was to create a refreshing brochure that promotes
a healthy lifestyle. The theme was developed from Aveeno’s®

natural look and feel, that capitalised on current market trends to

=
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AVEEND® products, containing naturally active ingredients,are specially
formulated to gently cleanse and moisturise dry, sensitive and Iritated skin
Avallable in three adult ranges and two baby ranges. .

— Beeryday skincare - dinically proven to sinificant
improve the condition of dry sbin, i
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AVEENO* Daily Moksturising Body Wash

Gently choanes the sk

| AVEENO" Dialty Moisturising Lotion
curt

deying

‘Dally Motsturising Hand Cream
ok for 24 howure. Abvcrts o

of the Daily Moisturising Range on - www.aveeno.co.uk

attract customers to the brand.



ILLUSTRATION

The normal skin barrier

Allergens

1

Aveeno® / | illustrated the structure of skin, demonstrating
how the Aveeno® product works with the skin. The outcome
was four consistent illustrations for use online and

in print production.
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ILLUSTRATION



AVEENO® Daily Molsturising Body Lotion, furmulated with Prebiotic

Colloidal Oatmeal and emellients, meisturises for a full 24 hours. Just one ’\'pffuj'—:.
application leaves your skin feeling soft, srmooth and naturally healthy _‘_‘é-”;, P
looking. it's also non-greasy. The AVEENO#® Daily Moisturising Body Lotion \ ‘Aﬁﬁi." ¥
helps reinforce the skin's natural barriers, with a fast absorbing formula that \;:";

locks in moisture to help protect and nourish normal to dry skin.

Healthier-looking skin starts in the shower, Pair it with AVEENO#Daily
Moisturising Bedy Wash which gently cleanses without drying and leaves
the skin feeling meisturised. Helps maintain the balance of the skin's natural
microbiome, whilst being soap-free.

Fortify your skin’s microbiome

Your skin has a diverse community of good and bad bacteria that make up
whal is called its rmiciobiome, Healthy-looking skin has a balanced

microbiome and preserved skin barrier. The ecosystern of dry. skin is fragile.
the skin barier can be compromised, and the microliome is morne prone to

Skin purlace becoming out of balance.,

Enidermi
Think of your skin barrier and microblome as a barrier wall that protects
everything beneath it - letting in water and nutrients, while protecting against
intruders, The wall can be weakened by external aggressors like weather,

Dermisor pollution and lifestyle. Itching and dryness are signs of a compromised skin

e shin
barrier and an unbalanced microbieme.

Much like our gut relies on active probiotics and other gut bactéeria to restore
%W(U"J“m‘ health, the biome of the skin needs to maintain certain bacteria to keep the
skin looking healthy. Prebiotics are food for prabiotics and the microbiome, In
skincare, probiotics like colloidal oatmeal encourage the presence of goed
bacteria, which can help create a healthy environment for the skin

microbiome, N (2

ILLUSTRATION



Tabsbats contan cotirinne. BENADITYL® Abergy Hatural el Nassl Sorey is & micseal dvice.
verification, contect (508 238 9696

BENADRYL® Allergy One A Day 10mg Tablets o cetinzine.
BENADRYL® Allergy Natural Relief Nasal Spray = a medical device.
Always read the label UK-BN-2100089,

*For verification, contact 0608 238 9980,

2 PLAN THE DAY

Crsck wathr reports
for the polien connt
" £

Benadryl® Amazon A+ / Premium Amazon A+ content was created
for Benadryl® to advertise the USP’s of the One a Day; Relief and
Nasal Spray. Each product had it’s own page and was designed

to the Amazon guidelines. This design was made seamless and
engaging with icons and 3D .rendered assets.




LOGOS

NORWEGIAN
FORMULA

deep

moisture
body lotion

FRAGRANCE FREE
DRY & ssusmlu

24h optimal moisture & protection
te absorption

DEVELOPED WITH DERMATOLOGISTS

Neutrogena® Norwegian Formula® / Roundel created for all

deep moisture products to promote their latest initiative.




SMART
SCHE®|

SMART
SCHOOL

LG® / A smart school logo was created for the new learning

initiative that was given to all field staff. LG wanted to use

their brand colour and make it engaging and 3D looking to

compliment the new 3D TVs that the staff were being trained on.

SOCIAL MEDIA CONTENT




Pippins® / This logo was created for a wholesale fruit and

vegetable delivery service. The brief was to create a logo that

could be used across all marketing material.




(», DAKIN TRAVEL

~{ media with intent

(-, DAKIN TRAVEL
S e e

MEDIA WITH INTENT

i 1o pramote your preduct. To stay shead ofyour competition toduy, simply
ing madia it not enough » i ment have inbent.

» ) DAKIN TRAVEL

media with intent

Dakin Travel / A logo was created to communicate and promote

the travel sector of the Dakin brand.
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?,. ” .-;" Neutrogena® / Print design stimulates all of our senses and

- e -t P : therefore has dimensions and possibilities that the digital world

iy b - = . . a

_.“' S 3 ] y e cannot; so | created this textured brochure using a gloss print
o / _ .
» RN W . finish to highlight the feel of hydrated skin.

PRINT DESIGN o
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Tesco / The good host guide was created to help guide A

consumers through the holiday season. | put together the
L ] ®
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PRINT DESIGN 2

theme which was executed through print and web material.
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The brands - portfolio

Atotal-store approach elevates the remainder of the portfolio
with an activation that unites and maximises visibility of both
sides of the portfolio.

DIAGEO

Non-Alc Portfolio

Alc Portfolio

Total- store approach

Key visuals
Portrait

Taking The Good Host as our consistent
visual style, we will incorporate the brand
design of Gordon's 0.0%.

Good Host Guide
+ Campaign line

+ Gordon's 0.0 Bottle
+ Competition

oy

The opportunity

Together, Te: g g better understanding of r rinking
omers the confidence that they har

With the right | gi
>od Host - to everyone - this Christmas.

These activations will encourage trial and p  from Diageo's range, and make Tesco the destinati
non-alcoholic spirts.

The objective

Communicate to Tesco shoppers that dufing the festive period being a Good Host means
catering for both drinkers and non-drinkers, and that Diageo has a portfolioaf products for both.

Leading with Gerdon's 0.0, Diageo will help & inspire Tesco customers to be a Good Host this
Christmas whether they and their guests are dr

Good Host Gui
rdon’s 0.0
mar z B

Y Goveton

TO! h an on-brand, high-imp

Hah- iy oo stup i oyor

LAND produc
te

Triple Win

Together, we can achieve the Triple Win
~ something that's right for Diageo, for Tesco,
and for our Customer.

...The Good Host Guide

Tips to help Tesco Customers understand how to be a Good
Host at home this Christmas, with the perfect range of drinks
to do so.

What makes a good host
What to serve and how

Ale and non-alc cocktails

Tips on getting ready

What to prepare before everyone arrives

How to create the perfect playlist

How to celebrate together with non and alcoholic spirits.
The Good Host Competition

Foyer
silver

Flexible activation for stores using ASU or FSDU
and a simple bar as the sampling unit.

The bar gives us a great space to mix G&Ts and
for the Brand Ambassador Host to talk through
hints and tips.

The back wallis printed with branding celebrating
The Good Host Guide.

Our ASU/FSDU is branded and has Gordon's 0.0
products to take.

It also holds The Good Host Guide bookiet, a
backboard highlighting the competition, and a QR
code.

The Brand Ambassador uniform echoes The Good
Host brand colours.

Key message:

DIAGEO




How to celebrate together
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TESCO Real Food

Rucipas

A guide to becoming a good host
for the perfect get-together.

What makes
a good host?
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