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Hi, I'm Chloe — a creative brand marketer with 9
years of experience bringing brands to life across a
spectrum of goals: from building awareness,
boosting revenue to optimising customer
experiences. Whether it's launching a brand from
scratch or refreshing a tired identity, | thrive on
creating narratives and strategies that make people
feel something.

My passion for brand building runs deep — it's the
fuel behind every concept | shape, every campaign
| lead, and every insight | uncover. I'm always
learning, always evolving, and always looking to
push brands toward their boldest, brightest selves.

RANDING
CONTENT CREATION

DIGITAL MARKETING & PR

REBRAND PROJECTS
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C-PEN
PACKAGING

| led the end-to-end design, development, and

testing of premium unboxing experiences for two TOUCH TOUCH
new products from C-Pen, a global leader in e, HAIGATION

assistive technology. The aim was to create playful
yet refined packaging that elevated brand
perception, delighted users, and drove loyalty. |
collaborated closely with supply chain teams to R E AD E R 3 L' IN Go 3
ensure all printed materials and accessories met
brand standards and delivered a cohesive

A reading pan with multiple dicticnones Reod & tronskeia with your portabla
language hsarning pen.

experience. | also directed designers and and ward proctice mode. Empaver
indepandent learning for all ages

copywriters to create visually distinctive, functional
packaging across every touchpoint. The final
designs exceeded expectations, generating strong
customer and reseller feedback and increased
organic social sharing of unboxing moments.

EDTECH PRODUCT LAUNCH

BRANDING PACKAGING & ACCESSORIES

IDER DEPARTMENT LEADERSHIP &
COLLABORATION

BRAND PERCEPTION AND CONSISTENC
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BEFORE

sQuib
PEOPLE

This project delivered an energising rebrand for a
marketing agency, transforming ‘Squid People’ into
‘squid.” with a punchy, contemporary, and
memorable identity. The new name and distinctive
‘dot’ became the core brand asset, symbolising
creativity, storytelling, and impact across
disciplines. A refined visual system was introduced,
featuring clean lines, confident typography, and a
bold colour palette to express the squid. persona.
The brand voice was intentionally clear, jargon-free,
and self-assured, slick yet friendly, ambitious yet
grounded. The rebrand launched through a
comprehensive brand kit, gaining strong internal
support and driving increased brand recognition,
while attracting interest from new EdTech clients
and collaborators.

MARKETING AGENCY REBRAND

INTRODUCTION OF DISTINCTIVE ASSET

COLLABORATION WITH DESIGNERS AND
COPYWRITERS

COMPREHENSIVE BRAND BOOK

S



.

r

/4
r

’ .. — - ¥
-

. . .
This project evolved Succeed with Dyslexia into a
modern, inclusive digital content hub with
accessibility at its core. The brief focused on
repositioning the brand from a positivity movement
to a future-facing platform that champions
neurodiversity and inclusion. Strategic planning
included a comprehensive brand audit, audience
and competitor research, and content matrix
evaluation. The creative execution introduced
dyslexia-friendly lowercase typography in dark grey
for visual comfort, alongside an abstract brain
brand stamp symbolising diverse ways of thinking
through vibrant, overlapping forms. A bold new
colour palette and refreshed, empowering tone

reinforced the brand’s role as a trusted, accessible
source of content.
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PURPOSE-DRIVEN REBRAND

S Qcceed
BEFORE Wi th

G A noed & dyslexia

dyslexia




A community-led TikTok strategy was developed to
raise global awareness of the Succeed with
Dyslexia movement and engage younger
audiences. Using data-driven trend analysis, the
campaign combined storytelling, education and
advocacy to create TikTok-native, accessible
content. A new brand influencer was developed
internally, delivering a two-pronged approach:
evergreen dyslexia awareness content alongside
timely, emotionally resonant videos tied to platform
trends. Accessibility best practices, including
captions and dyslexia-friendly design, were
prioritised. The strategy exceeded targets,
generating over 1 million views, strong
engagement, widespread sharing, meaningful
conversation, and increased traffic to the brand
website.
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SOCIAL MEDIA TRENDS

CREATED AN INTERNAL INFLUENCER

OVER 1 MILLION VIEWS

“You’ll grow

What NOT to say

#succeed

' - Dysgraphia?

126 6K
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Where tech nurtures

reading independence

A user-centric eCommerce platform was Discover a new level of reading confidence
reimagined to inspire as well as sell. | led the end- when supported with a scanning pen. If

) ) - you have dyslexia or another
to-end upgrade of the Scanning Pens website, - neurodiversity, having accessible support
coordinating multiple content, technical and sales | p— BEEREEES (8 & Se-changer

teams and overseeing migration to NetSuite ._ _ - So, what's the best support for you?
SuiteCommerce Advanced. Data-led insights from
GA4, Semrush and HotJar shaped UX, content and
structural improvements. The platform integration
delivered a unified backend for inventory, orders
and customer data. A refreshed visual design
prioritised clarity, accessibility and streamlined
navigation. | also introduced a “Reading Pen Quiz”
to guide customers to the right product. Results
included improved engagement, lower bounce
rates and stronger conversions.

PROJECT MANAGEMEN
EBSITE DESIGN AND VISION MAPPING

CMS BUILD

EBSITE INTERNAL AND EXTERNAL
LAUNCH

S



A brand photoshoot to capture the reading gains
from C-Pen Reader 3 & C-Pen Lingo 3.

Directed the creative vision for a photoshoot that
captured empowered faces, social benefits and
product ergonomics that appeals to the EdTech
market.

TALENT ACQUISITION
DIRECTION ON THE DAY OF THE SHOOT,




PR STRATEGY CREATION

PRESS RELEASE WRITING

DISTRIBUTION & SELLING-IN
COVERAGE REPORTS

B Mewi . BubeEsl  LBcEIbET Coy (entne
Imperial Corporate Events planning to recruit 30
more staff as part of ESm growth plans
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developmenis like the Salomon slore in 2018720,

Silvaman Group set to fit out Salomon’s first UK store

UK-based shap-fitting firm, Silvaman Group, have today announced that they have been chosen to fit out French
brand Salomon's very first UK store at McArthurGlen's Cheshire Oaks Designer Qutlet

Phil Boden, Sivaman Group's CED, said; “We are thrilled to be able to announce our [atest project at McArthurGlen's
Cheshire Oaks Designer Outlet for Salomon. The project has allowed ws o create a shopping expenence like no
other in the village and improve on our approach toward sustainability. Being as environmentally frendly as possible
is something | am parficularly passionate about, and it's been a real privilege to be chosen to work with Salomon on
their first ever LK store. | can’t wait to be able to show off what we've created to the public.”

Silvaman Group starfed working with Salomon to fil out the brand's temporary unit at Cheshire Oaks, which replaced
the space lefl vacant by Bench, and opened at the end of Oclober 2018, Works on the permanent Salomon store at
Cheshire Oaks are due to commence on the 4 February and be complete in time for the big reveal on 28 March,

The parmanent UK Salomon store, to be located at unit 5F at the designer village, is hoped to offer the brand’s online
shoppers even more of an exparence when they visit the store. Sivaman Group, after landing the prestigious
Salomon store fitout, have also landed a number of projects to be announced in the near future, and welcome more

Product Time  Retail News - Opinion Time -
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