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CONTINENTAL GT NUMBER 1 EDITION  
HANDOVER BOOK
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BOOK DESIGN
CONTINENTAL GT NUMBER 1 EDITION HANDOVER BOOK

Design and art direction of the handover book given to purchasers of the Bentley Continental GT 
Convertible Number 1 special edition. The car, inspired by the 1920’s Bentley Blower driven by Bentley Boy 
Tim Birkin, was released as part of Bentley’s 100 year anniversary. The case-bound book used extensive 
foiling and featured a cover perfectly matched to the metalic flecked paintwork of the special edition car.
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Print Advertising
FOREVERMARK DEBEERS 

ONE-OF-ONE COLLECTION  
PRESS ADVERTISING
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PRINT ADVERTISING
FOREVERMARK ‘ONE OF ONE’ COLLECTION PRESS ADVERTISING

A break from the usual Forevermark product advertising style, the ‘One of One’ campaign  
was an opportunity to design a distinctive layout to showcase the photographic concept  
with a more minimalist product presence.
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Corporate Identity
BENTLEY 

CI DEVELOPMENT, TEMPLATES  
AND FULL GUIDELINES
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CORPORATE IDENTITY
BENTLEY CI GUIDELINES

Design development, collation, and authorship of comprehensive CI guidelines for the Bentley brand, 
consisting of three introductory ‘books’, covering the core identity components, and ten ‘stakeholder’ 
guides, with content pertinent to individual disciplines or marketing requirements. Also, developing a 
range of templates and role as brand guardian, ensuring correct day-to-day adherence to CI.
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Print Advertising
BENTLEY 

PRESS ADVERTISING CAMPAIGN ADS  
AND TEMPLATES
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PRINT ADVERTISING
BENTLEY PRESS ADVERTISING CAMPAIGN ADS AND TEMPLATES

Design and art direction (image selects etc.) for Bentley’s campaign press advertising, from brand lifestyle 
to more product focussed applications. Also, establishing the design of universal templates for global, re-
gional and retailer press advertising, and authoring design and production guidelines to enable third party 
suppliers to correctly resize for individual formats and languages – including Arabic.
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Page Takeovers
BENTLEY AND PORSCHE 

BENTAYGA LAUNCH CAMPAIGN 
PORSCHE 24H OF LE MANS
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PAGE TAKEOVERS
BENTLEY AND PORSCHE

In addition to traditional print and outdoor advertising for both Porsche and 
Bentley, creative concepts are routinely extended to include digital display ads 
and page takeovers. These two examples demonstrate a unified approach to 
side panels and in-page modules on web, tablet and other formats.

Roll over for reveal
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PAGE TAKEOVERS
BENTLEY AND PORSCHE

In addition to traditional print and outdoor advertising for both Porsche and 
Bentley, creative concepts are routinely extended to include digital display ads 
and page takeovers. These two examples demonstrate a unified approach to 
side panels and in-page modules on web, tablet and other formats.

File: PORGB-19-031_Le Mans Web Skin Desktop_v9
Client: Porsche Date: 22 May 2019, 4:01 pm
Size: NA Page: 1
Bleed: na Notes:

Left Hand Panel 500x1200

Initial state

Right Hand Panel 500x1200

Top Panel 1220x250

Web content 960 wide
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PAGE TAKEOVERS
BENTLEY AND PORSCHE

In addition to traditional print and outdoor advertising for both Porsche and 
Bentley, creative concepts are routinely extended to include digital display ads 
and page takeovers. These two examples demonstrate a unified approach to 
side panels and in-page modules on web, tablet and other formats.

File: PORGB-19-031_Le Mans Web Skin Tablet_v4
Client: Porsche Date: 22 May 2019, 4:01 pm
Size: NA Page: 1
Bleed: na Notes:

Left Hand Panel 130x1200

Initial state

Right Hand Panel 130x1200

Top Panel 1220x250

Web content 960 wide
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PAGE TAKEOVERS
BENTLEY AND PORSCHE

In addition to traditional print and outdoor advertising for both Porsche and 
Bentley, creative concepts are routinely extended to include digital display ads 
and page takeovers. These two examples demonstrate a unified approach to 
side panels and in-page modules on web, tablet and other formats.

Follow #TeamPorsche at the 24h of Le Mans 2019

Porsche at 24h of Le Mans
We love to fight for 1000ths of a second.  
For hours on end. Racing is in our Soul.  
#TeamPorsche



Outdoor Advertising
PORSCHE 

MACAN AND PANAMERA GTS  
DIGITAL BILLBOARDS
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OUTDOOR ADVERTISING
PORSCHE MACAN AND PANAMERA GTS DIGITAL BILLBOARDS

Fast turn-around digital billboard campaigns, covering high profile sites in London and regional capitals. 
A wide range of bespoke formats required individual adaptations, interpreting Porsche’s CI guidelines for 
each site, whilst ensuring legal caveats remained legible.



39

OUTDOOR ADVERTISING
PORSCHE MACAN AND PANAMERA GTS DIGITAL BILLBOARDS

Fast turn-around digital billboard campaigns, covering high profile sites in London and regional capitals. 
A wide range of bespoke formats required individual adaptations, interpreting Porsche’s CI guidelines for 
each site, whilst ensuring legal caveats remained legible.



40

OUTDOOR ADVERTISING
PORSCHE MACAN AND PANAMERA GTS DIGITAL BILLBOARDS

Fast turn-around digital billboard campaigns, covering high profile sites in London and regional capitals. 
A wide range of bespoke formats required individual adaptations, interpreting Porsche’s CI guidelines for 
each site, whilst ensuring legal caveats remained legible.



41

OUTDOOR ADVERTISING
PORSCHE MACAN AND PANAMERA GTS DIGITAL BILLBOARDS

Fast turn-around digital billboard campaigns, covering high profile sites in London and regional capitals. 
A wide range of bespoke formats required individual adaptations, interpreting Porsche’s CI guidelines for 
each site, whilst ensuring legal caveats remained legible.



Print Advertising
BENTLEY 

BENTLEY JEWELLERY 
LAUNCH ADVERTISING
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PRINT ADVERTISING
BENTLEY JEWELLERY LAUNCH CAMPAIGN

In addition to Bentley’s automotive marketing, I have been central to the development 
and implementation of brand partnerships and extensions – including the launch of the 
Bentley Jewellery collection in association with Heinz Mayer. 
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Interactive Publishing
BENTLEY 

BENTLEY COLLECTION  
LOOK BOOK

45



46

INTERACTIVE PUBLISHING
BENTLEY COLLECTION LOOK BOOK

A tablet based interactive catalogue for the Bentley Collection, a range of Bentley branded luxury 
items including accessories, luggage, homeware and fragrances. The interactive elements include an 
index with hyperlinks to the collection website as well as simple navigation.
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Paid Social
BENTLEY 

FLYING SPUR HYBRID  
SOCIAL MEDIA CAMPAIGN

49



50

PAID SOCIAL
FLYING SPUR HYBRID SOCIAL MEDIA CAMPAIGN

Design of a full range of social media assets to support the launch of the Flying Spur Hybrid,  
including Instant Experiences, Stories and carousels, with both video and stills. Themes of 
sustainability, wellness and hybrid performance were developed over brand-focussed Tier 2 
applications and more sales oriented Tier 4 postings, driving traffic to the Bentley Configurator.
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Digital Display
TRIUMPH MOTORCYCLES 

RANGE BANNER DIGITAL  
DISPLAY ADVERTISING
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DIGITAL DISPLAY
TRIUMPH MOTORCYCLES BANNER ADVERTISING

Animated html banners over a wide range of formats, in multiple languages.  
One of several produced for Triumph Motorcycles, along with many similar digital 
banner ad campaigns for Bentley and Porsche GB.
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One of several produced for Triumph Motorcycles, along with many similar digital 
banner ad campaigns for Bentley and Porsche GB.



Interactive Publishing
BUGATTI 

SERVICE STANDARDS  
RETAILER GUIDE
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File: BUGZZ-18-001_Interactive Sales Pdf A4_v3
Client: Bugatti Date: 27 September 2018, 5:34 PM
Size: A4 Page: 1
Bleed: NA Notes:

1

B U G A T T I  S E R V I C E  S T A N D A R D S
FO R  B U G AT T I  SER V I CE  PAR T N ER S

BUGATTI CUSTOMER SERVICE
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INTERACTIVE PUBLISHING
BUGATTI SERVICE STANDARDS GUIDE

Keko’s role in Bugatti sales and marketing was to support the global retailer network, and this 
extensive document covered all aspects of the retailer relationship, from legal requirements to KPIs. 
A potentially dry document was enhanced by beautiful imagery and slick navigation.
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C o n t e n t s

© 2.2018 Bugatti Automobiles S.A.S

Dear Partner,

Within a short time, Bugatti has succeeded in climbing to the summit of the 
automotive High-Luxury Sport Segment. This international success is not only 
based on the ultimate distinction of the brand such as performance, design 
and quality, but also on the immense efforts of Bugatti Customer Service and 
our Independent Authorized Service Partners worldwide. 

Because meeting the high expectations of our customers is the essence of 
our mission, we state our objective as being “the most attractive High Luxury 
Sport Car Manufacturer” and providing:

“Individual  Service  for  Unique  Customer s .”
More than ever, working together in a collaborative way by sharing the same 
values and a common vision is crucial for us. Bugatti Partners should always 
keep in mind that every customer is unique and that this challenging-demand-
character is our motivation. 

In order to support you in your daily business and work on our joint success, 
you are kindly invited through the following pages to have a closer look on our 
Service Standards and Guidelines.

With kind regards from Molsheim,

David GARCIA, 
Customer Service Director

I n t r o d u c t i o n60
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A potentially dry document was enhanced by beautiful imagery and slick navigation.
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Bugatti Customer Service is available 
to advise you on all customer service 
matters and can actively support you. 
Rest assured that you can rely on us as 
a supportive partner. In order to ensure 
that our objectives are achieved, all our 
activities must be focused on our Service 
Philosophy, shown above.

Service activities are playing a pivotal role 
in the achievement of our objectives. To 
reach those ambitions, your daily work can 
be strengthened through our philosophy:

S e r v i c e  p h i l o s o p h y

2.1 Teamwork

We all share the same goals, values, 
attitude and methods. 

2.2 Quality

We are constantly striving to: 

• Improve the level of our products, 
services and customer support. 

• Improve the perception that customers 
have of our products and services. 

• Provide an all-inclusive product and 
service experience. 

2.3 Service ethic  

Bugatti is a special brand with special 
customers who deserve a personal 
assistance.

2.4 Customer focus  

• We identify the wishes and needs of 
our customers. 

• We provide a 24/7 worldwide 
assistance.

• We treat everyone as an individual and 
offer a service which is truly exclusive. 

“Being  the  most  a t t rac t ive  High-Luxur y  Spor t  Car  Manufacturer.”

3 . B U G A T T I  S T A N D A R D S  A D V A N T A G E S
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Exhibit ion Design
BENTLEY 

BENTLEY’S EXTRAORDINARY JOURNEY 
CW1 HOUSE, BENTLEY HQ, CREWE
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EXHIBITION DESIGN
BENTLEY’S EXTRAORDINARY JOURNEY, CW1 HOUSE, CREWE

Art Direction, concept design and execution. The brief for Bentley’s centenary was to refresh the 
factory’s lineage exhibition area with all new graphic panels, retaining the physical structure and 
lighting. The challenge was to tell the Bentley story, whilst allowing for maximum flexibility for a 
changing selection of historic vehicles, and developing a narrative independent of specific exhibits.
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Design Management
KEKO LONDON 

DESIGN DEPARTMENT SYSTEMS, ARTWORK 
AND OTHER BEST PRACTICE GUIDES



Keko London Design Artwork Check-list
v4  |   April 2021
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DESIGN MANAGEMENT
KEKO DESIGN DEPARTMENT

As part of the management of Keko’s design department, I developed systems including resource 
management using Resource Guru and various Monday.com processes for sign-off etc. In addition 
to day-to-day leadership, I wrote user guides for good practice, such as standardising the use of 
gradient feathers in InDesign and preparing artwork for both digital and print production.



4©Keko London  |  2021

Step 2. Document set-up
Sounds obvious, but the next thing to do is check 
the set up of the document. Make sure it is the 
correct size and has the correct bleed allowance (as 
specified by the printer).

Check the number of pages (must be divisible by four 
for a traditionally bound book!) and the numbering of 
those pages. Check if we have been asked to supply 
the artwork as individual pages or spreads. If it is a 
6pp roll-fold leaflet, check the inside page is narrower 
than the outside pages.

If the item is being perfect bound, or is a press ad 
going into a perfect bound magazine, you will need to 
add a gutter allowance as specified by the printer. 

Ensure any items that should be included from 
MASTER PAGES are included, and any page 
numbers etc. that you don’t need are deleted. Also, 
get rid of any legacy master pages you don’t need 
any more.

Only keep LAYERS that are relevant to the printer. 
These might be language variations or non-printing 
items that the printer needs to be aware of. Delete 
any unused layers and merge layers as appropriate.

Finally, make sure the media box, aka the SLUG, 
is accurate with the correct size and includes any 
information the printer may need.

 Size

 Bleed 

 Pagination (spreads or pages)

 Gutter allowance (if necessary)

 Master pages and layers

 Slug!
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Step 3 (Print). Images

 No broken links

 Colour Space: CMYK 

 Effective PPI: >300dpi

 Effective PPI: check aspect ratio

 Gradients and gradient feathers

 ICC Profile: FOGRA 39 (or ISO Coated v2*)

 *Not ‘ISO Coated v2 300%’ unless specified by the printer

All images must be checked to ensure they are print-ready. 
The easiest way to do this is in the LINKS window. Ensure 
COLOUR SPACE, EFFECTIVE PPI and ICC PROFILE are 
checked in the PANEL OPTIONS menu.

Links for library shots should be directed to the high 
resolution master images in the CMYK folder of Resources. 
Note: medium res RGB Jpegs may have been used as 
positionals, so make sure these are replaced.

The links window will also tell you the effective resolution. 
This should be 300dpi or more for standard print, but may 
be less for large scale print like window displays or out-of-
home. Check the media specification for guidance.

The effective PPI column will also show if the aspect ratio 
is incorrect.

Increasingly we are using gradient overlays and gradient 
feathers to extend images to full bleed. BE VERY CAREFUL 
with these, ensuring the colour behind is correct and the 
gradient stops are in the correct place. IF IN ANY DOUBT 
it is safer to extend the background in Photoshop.

The colour profile settings dictate the density of ink coverage 
in the printing process and will vary according to the paper 
and print process used. As we use an external repro house 
for things like press ads we don’t have to worry about this 
most of the time and can use default setting of FOGRA 39 
for coated paper. This is effectively the same as ISO Coated 
v2, so that is also ok. Avoid ISO Coated v2 300% unless 
specified. All library images should already be set to the 
correct profile for high quality print. 

A final check of these and other settings can be made within 
the PACKAGE... dialogue box.
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This is where 
the approvals 
board lives.

Add the Egnyte 
link to the artwork 
pdf file.

Approvers will usually be 
James for design and 
Tammy for copy.

They will automatically be 
alerted that they need to 
approve the attached files.

Artwork approval
Stage 1. Creative sign off.

Because this is artwork and to get to this stage 
the design would have already been signed off 
by the art director and creative director the only 
signatories required are the heads of design and 
copy. Their decision will be black or white. Either it 
is approved, or not.

The process uses a Monday.com board which 
can be found in the Keko London workspace. 
Initiating the process is relatively intuitive and 
alerts to the Approvers are sent automatically.  
The Design and Copy Approval fields can ONLY 
be edited by the nominated approvers. In James 
or Tammy’s absence please add the next most 
senior member of the design and copy teams.

Stage 2. Account management sign off.

Once Design AND Copy are marked as approved, 
you (as the Requestor) will receive an email alert 
and you can then provide an Egnyte link to the 
account manager, who will approve it from their 
perspective before sending on to the client.

Note: the idea is that all artwork will remain on the 
board after approval, so please do not delete the 
entries unless they have been mistakenly posted.

Your initials as 
the designer 
requesting 
the approval 
go here.

Client Date

Click +Add to post a new job 
that requires checking.

Simply copy the full file name 
from the finder, or from 
Egnyte, including the suffix.
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Gradient Feathers

Bottom layer: solid colour

Gradient stops slider

Angle – 0° for horizontal

Area not covered by image

...for extending the background of an image to the left.

Ensure image edge is  
OUTSIDE the picture box

Gradient stops can be adjusted so picture box is fully transparent  
at the edge and fully opaque away from the important content. 

Top layer: image in picture  
box with gradient feather  
(no other transparency settings).

0% = Transparent 100% = Opaque
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Gradient Feathers

Gentle top gradSteep bottom grad

Top grad

Bottom 
grad

Opaque area

...for extending top and bottom.

Area not covered by image

Area not covered by image

Colour sampled from image

Ensure join in  100% opaque area

Colour sampled from image

0% = Transparent

100% = Opaque

100%

0%

Ensure image edge is  
OUTSIDE the picture box

Angle at 90° for vertical grads 
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