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| help brands and organisations | can help create a brand or refresh it to
communicate better. provide new positioning. The projects
I've managed or worked on are variously

This is done by providing structures corporate, independent, global and local.
and hierarchies, design, guidelines and

approvals. | can provide solutions at every I've taught and mentored designers.
stage that save hours in asset production I'm excellent with lllustrator and InDesign,
and help maintain a brand's integrity. and good with Photoshop and Sketch.

I'm currently teaching myself Figma.

Upholding creative standards and I'm also a confident and articulate presenter.
creating consistency throughout the

process and beyond is my forte.



Full Branding Projects including Brand Guidelines
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LATROBE

UNIVERSITY

“When 1 graduated from TAFE with a
certificate in Computer Engineering,
Thad many options from different
universities to continue my study. 3
My choice was LaTrobe. After
‘many years I realised I have made
the right decision because chaosing -
LaTrobe allowed me to further my "‘,-—"'
skills andknowledge in the IT ield ;
(Cybersecurity) which will help m o
progress into a rewarding career” /

Eeman Altoube

LA TROBE

UNIVERSITY

School of Engineering and Mathematical Sciences latrobe.edu.au

La Trobe University Melbourne

| was brought in to help steer | worked on all aspects - Design direction
the design, and to develop visual, content and messaging Design

brand elements for La Trobe's - including logo usage, Guidelines
rebrand project to create choosing colours and fonts, and Typography

cohesion and engagement. developing flexible layouts. Guardianship & approvals



La Trobe University Melbourne

One task was developing best
practice guidelines with the team.

3.2

Brand Elements
Colours

Colour sets

copy. )
Nt Bewe, lines, chaets
e oo o up for geabs,
‘You can download an .ase file
of all La Trobe colours for use
in Adobe form the
mhnhmmm
own varsions of thess.

These are pages from the
brand guidelines.



<HIME
FOR
CHANGE

FOUNDED BY GUCCI

FOR EVERY

GIRL. EVERY WOMAN. EVERYWHERE.

SUPPORT A PROJECT.
loin in at chimeforchange.org #/chimeforchange

1

Gucci Chime For Change

This campaign, founded by
Gucdi, is designed to raise
awareness and benefit women
around the globe.

| worked on every aspect
of the design across print,
digital and experiential.

Client: Mother London

NON POSSIAMO

ANDARE
AVANTI

SE META' DI NOI
RIMANE INDIETRO

ISTRUZIONE. SALUTE. GIUSTIZIA. PER OGNI RAGAZZA.
PER OGNI DONNA. OVUNQUE.

SOSTIENI UN PROGITTO.
Seguici s chimalorchange oy #/chimalorchenge

SHIME
FOR
CHANGE

Design development
Brand design

Guidelines

Guardianship & approvals
Tone of voice




CHIME  BRAND
FOR GUIDELINES
CHANGE 2013 4 BUID GUIDES LANDSCAPE ADS
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AMBASSADOR ADVERTS Thebuid excmple begins
LANDSCAPE / DPS ‘on the following page.
Step 9

Name capfion

The ambassador’s name and
description should go in the
bottom left inside the clear
space. Use Futura Book.

fore  BbNes
The copy sheuidbe | CHANGE 2013 2 VISUALASSETS  GRADIENTS

of the strapline, so if

EVERY GIRL ... s 18pt
Frida Giannini... is 9pt

You can round it off to

the nearest 1/2pt. PEACH PURPLE BIUE ORANGE General rules

« These gradients must
remain as described
on this page.

« Any panel that uses the
gradient must show the
full spectrum of colours.

= Never mix different
gradients.

The gradient
used on an
advert

MK MYk amrk amvK
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CHIME FOR CHANGE 1 CHIME FOR JUSTICE 1 CHIME FOR EDUCATION | CHIME FOR HEALTH
1 CHIME FOR CHANGE

WE CHIME FOR CHANGE

Chime For Change

| developed and wrote These included sequential
the brand guidelines for build guides for all advert
the whole campaign. formats; messaging content

and hierarchy, and the usual
colour, logo and type guides.
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OUR LOOK AND FEEL IS ABOUT
JOY, MOTION AND COLOUR.

WE COMBINE VIVID HUES,
PLAYFUL, CURVED LINES AND
IMAGES THAT ARE ALIVE WITH
ENERGY AND POSITIVITY

Dubai Parks

This theme park with 7 branded Dubai Parks branding is based Concept & design (all except logo)
areas needed an overriding around lines and gradients Guidelines
design system and a look and feel  not around a logo. Typography

that could adapt to anything. Messaging hierarchy

Client: FutureBrand
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Dubai Parks

Customer facing design is
colourful, dynamic and playful.



SHAPES
)
GRADIENTS & BAC OUR COLOUR PALETTE MANIFESTS
ITSELF
These gradients are provided so you fiking backgrounds in lustrato
won't e o build them yourself
You can use these gradients as backgrounds for
any customerfacing workatross the program
They rebuil to provide clean printing
anda range of sympatheticcolours
Choose the shapes you
hem with a gratient a
GRADIENTS FOR ATTRACTION ADVERTISING GRADIENTS FOR CORPORATE WORK
1234567890 90 1234567890 1234567890 1234567890
Red Magenta Purple Violet Blue Teal Green - | e Black
1234567830 1234567830 1234567890 1234567890 1234567830 1234567830

CROPPING A PICTURE
IN A CERTAIN WAY
CAN PROVIDE FOCUS,

OR BRING ENERGY TO
AN IMAGE.
TYeoGRAPHY
i
B, o
A ABCDEFGHIKLMNOPQRSTUVWXYZ
ANDFRIENDL TTACTEAS AN abedefghijkimnopgrstuvwxyz
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TYPOGRAPHY. oo Sans Avabic
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Sbgagebbippys
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Dubai Parks

Part of the developing
the design was producing
the brand guidelines.



. Staff Channels_Style Guide

Version 2.1 February 2015
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HSBC M

_Search bar

HSBC Staff Channels
| was Design Manager for this | was also responsible for
global Staff Channels project. approving the final design

. and UX elements.
| wrote and maintained the

guidelines for the system,
including technical specifications.

_Image cropping

_Call bar

HSBC <»

Design management

UX & Ul

Design

Guidelines

Guardianship & approvals



03:14 & 11

03:14 & »

\CCOUNT OPENING
e

ASSESSMENT 03'1 4 % I I
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HSBC M

Martin's alerts Action ~

Training for Credit Card Compliance must be completed by 12 August 2015 at 3pm.
ct a tim
Group 6 workshop rescheduled. April 21st 2015

Morth West Employees bowling tournament. April 15. Teams welcoma.

Payments & Collections | Account | Product | Balance | Activity
2015

From

To
HSBC Staff Channels
We rebuilt all aspects of | was responsible for the several
the design and the UX innovations to the HSBC interface.

f staff interface.
ot statintertace 1. Collapsible step tracker

2. Improved on-call indicator
3. Temporal search bar
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Guidelines for creatingin It
presentations in PowerPoint as)

The placement of this notepad depends on the content of the photo. o m

20{ 08/ 2010 Author's Name

»
£

Allianz [}
Allianz
| worked on the brand redesign Newsletters, fact sheets, Design development
for this global insurance magazines and PowerPoint Brand guidelines
company and their 2000+ documents. Logo work
subsidiary organisations. Sequential build guides

Client: Grey London .
Image selection



Brand Guidelines
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February 2018

Bupa Visual / Engine HSBC Brand Reboot / T&G Miller Lite / T&G

Howard / Corke Wallis

SLebaraPlay
<1k

SAMSUNG
European Retail
Guidelines
Edition 1

Campaign Guideiines / Edition one

Lebara Play / Sunshine Lenzing / Siegel & Gale Medela / Bulletproof Ram'’s Gate / Fold 7 Samsung Retail / Cheil

i
) AR

stal peaks‘

)

b , GUbEies nd guides
iy *
Speedway / IMG Sport 24 / IMG Tesco Store Design Manual The Great Fire / ITV True Aussie / DesignWorks Crystal Peaks / Beyond

Brand guidelines

As well as writing these brand
guidelines I've worked on all of
the design for these projects.

This is not a complete list.



CROPPING
IMAGERY

Cropping images in
different ways can create
different stories.

Crop to intensify the
action but don't lose
sight of the message

Bupa

As part of the global brand
consolidation | wrote, designed
and produced the Visual

Brand Elements guide.

| also devised a guide for
images which demonstrates
how cropping an image can
suggest different things.

Client: Calling Brands

Design development
Brand guidelines
Technical specification work



CAMPAIGN ELEMENTS / IMAGERY |

THIS CAMPAIGN IS ABOUT
THE DOERS. THEY DON'T
SITIN FRONT OF THE TV.
THEY DON'T WONDER

a

'WHAT THEY COULD BE
DOING INSTEAD. DOERS
ALREADY KNOW, THEY'RE
DOING IT, RIGHT NOW.

€

2

firp
h_._._!i

\ﬁ-

. AS LONG AS THEY'RE INTO
| MAG E RY el "
SO OUR IMAGERY SHOULD 73
SHOW PEOPLE GETTING
MORE OUT OF THEIR LIVES.
IT SHOULD SHOW THEM

ACTIVELY ENGAGING
WITH LIFE. THEY COULD

" BEDANCING, SKYDIVING,

. SOCIALISING, RIDING,
“/ FALLING IN LOVE, SURFING
EVEN JUST STANDING ON
AHILL LOOKING AROUND.
AS LONG AS THEY'RE INTO
WHAT THEY'RE DOING.

EVERYADVERT FILM

‘iHOULD SPREAD

CAMPAIGN ELEMENTS / TECHNOLOGY

OUR
TECHNOLOGY
WORKS

Rexona/Sure
These brand guides weren't They are bold, simple and
about the design. They were designed to be read very quickly.

hei hind it.
about the idea behind i Client: DLKW Lowe

THE PROOF
SUPPORTS
OUR CLAIMS

TECHNOLOGY INFORMATION TELLS YOU WHAT'S SO GREAT
INTHIS PRODUCT AND HOW IT HELPS YOU DO MORE.

iz} wﬁ#ﬁn HASHTAC

L UNILEVER 1O

Guidelines

Design
Typography

All copy

All image selection



Britain is GREAT

| developed the design and wrote
and produced the guidelines

for this global campaign. This
included creating standardised
layouts, typography and content.

| provided worldwide artwork
approvals and found solutions
for territory specific situations.

Client: Mother London

Total guidelines rebuild
Design development
Guardianship & approvals
Sequential build guide



Samsung

| wrote and produced
the European Retail
guidelines for Samsung.

They included guides to
appropriate visual merchandising,
messaging journeys for

different store formats..

Client: Cheil

Brand guidelines
Concept and design
All copy



TESCO

Store Design Manual

Section 2 F60-120
Section 4 F20-30
Section 8 Metro Classic

Refits part
on Format 15 and

Tesco Property Department

| totally rebuilt, with a small team,
the manual that shows all Tesco
fixtures and signage. It had to

be made logical and usable so
the guides could be applied
easily across the business.

The modular system uses common
assets throughout. Retail formats
are differentiate with colour.

These innovations allowed
store design managers to
access information easily.

Produce Signage (Navigational)

*600x40

*To

Project coordination
Concept and design
All copywriting
Research

TEScO direct

Browse and
order point
this way

Third Wall Sign

* Onlytobe usedwhent
athird wall.

-W. There are three basic
designs for a thi
landscape and la
These can be adapted for specific
wall sizes.

* Wall colour to be grey RAL 7042,




Creative Brand Design & Custom Typography



ROYAL
GEORGE

Royal George Hotel Kyneton

The key concept for the design The result of this is design that's Brand creation
was “This place is as big as a vaguely nautical. The logotype is Concept & design
ship” The client wanted a look custom and influenced by lettering

that was modern but classic. on ships, and the sea, of course.

The colours had to be warm and
deep, and complement the ‘wood
and walls’ look of the interior.



Mains

Stardos

. . - ROYAL
Wine List Su

GEORGE

JF n1q- n J \fw
Starters Spec S
Josefin Sans »
Durrell Vineyards Charc e
Murray River Cod, Walnuts, | e N

ROYAL
GEORGE

Royal George Hotel Kyneton

There’s also references to
cargo stencilling, waves,
flags and plimsoll lines.



THE VODKA TROLLEY

THE BAR THE VEGETABLE GARDEN

- DUMPLINGS

g

351 QUEERSBERRY STREET
HOUTH MELEGUINE
THECHIMEAN.COM

413 9329 3333

351 QUEENSBERRY STREET
NORTH MELBOURNE
THECRIMEAN.COM

+61 3 9329 3353

351 QUEENSBERRY STREET
NORTH MELBOURNE
THECRIMEAN.COM

+61 3 9329 3353

The Crimean North Melbourne

| designed the branding for These posters were forever Brand creation
this awarded Eastern Eurpoean getting stolen from the Concept & design
restaurant and bar. The look outside of the building.

is based on Czech match box
labels from the ‘60s and ‘70s.



KEEP
PRISONS
SINGLE
SEX

Director

kate@kpssinfo.org

Keep Prisons Single Sex

New branding for the The colour bars connote Conceptual design
prisoners’ advocacy group. CCTV surveillance and Typography

It is designed to be bold prison gates.

and plain speaking. Brochure cover
Business card



Lord Justice Holroyde, R(FDJ) v
Secretary of State for Justice, 2021

THAT MALE CRIME
IS RECORDED IN
THE FEMALE
CRIME STATISTICS”

That’s right | joined a social event with
my baby and was told by
WI;en a “}ale a guard that there was an
commits a crime extremely violent male
itm |§h‘:tI be sex offender present
Ir‘:z::: g:e:rs'l His victim was a 3-month old boy
committed My baby was the same age

by awoman

Jane, Federal Prison, Canada

TOO
ATE DATA RECORDED

TS
[E5:
[=]e R kpssinfo.org
Keep Prisons Single Sex
The design is intentionally It is designed as an easily T-shirt
blocky and without images. editable modular system. Leaflet

. . . Postcards
Impact is the aim. Different colourways use tones

from the gradient palettes.



airBaltic design competition

airBaltic ran a competition to

design the livery for its 50th plane.

| used an ancient Baltic
rune, the Star of Auseklis,
as a motif for my design.

This was used to unite the
design without using the colours
of any of the Baltic flags.

With simple rules the design can
be used on aircraft of any length.



Thank you

robjbrailsford@gmail.com
+44 (0)7577 488 686




brailsford.info

I help brands and organisations
communicate better.

This is done by providing structures
and hierarchies, design, guidelines
and approvals. | can provide
solutions at every stage that save
hours in asset production and

help maintain a brand’s integrity.

Upholding creative standards
and creating consistency
throughout the process

and beyond is my forte.

I can help create a brand or refresh
it to provide new positioning.

The projects I've managed or
worked on are variously corporate,
independent, global and local.

I've taught and mentored
designers. I'm excellent with
Illustrator and InDesign, and
good with Photoshop and Sketch.
I'm currently teaching myself
Figma. I'm also a confident

and articulate presenter.

) Hsee

Rob Brailsford

Brand: Governance Guidelines Systems Design Strategy

Brand Project Design Manager / La Trobe University Melbourne

« Lead a team of four designers and developed best practice guidelines

« Steered the design and development of all brand elements

« Brand guardian, providing approvals and design solutions

« Worked on all aspects of the brand - visual, content and messaging for all schools, departments
and research units

. Defined logo usage, chose new colour palette and fonts etc, and developed flexible layouts

« Codified, wrote and produced new brand guidelines

Brand Design Manager - HSBC / Fathom UX

. Oversaw the creative work of the designers & UX, including providing global approvals, for the
staff interface at HSBC.

« Built and ran the style guide, including rules for how elements move, transition and relate in the
digital environment

« Designed several modular visual elements, streamlining the grid and the associated UX work.
The primary goal of this was to make workflow easier and interaction with customers more likely
to end in a positive result for the bank.

« Helped run / presented the team’s work at design workshops

Dubai Parks Identity / FutureBrand London

« Created a design system that could work above seven individual attractions

« Worked on all aspects of the visual brand including design, colour usage, typograpy etc
« Wrote and produced the brand guidelines

Gucci - Chime For Change / Mother London

« Design and visual development for Gucci's global awareness and action campaign
« Wrote the brand and build guides for every part of the campaign

« Responsible for approvals of all worldwide collateral

Britain is GREAT / Mother London

« Codified and wrote brand guidelines for this ongoing, global campaign

« Devised a simple, bulletproof, step-by-step method for creating on-brand ads for all sizes

« In charge of approving or finding design solutions for all print ads, out-of-house posters and
merchandise worldwide

Allianz Insurance rebrand / Grey London

« Worked on global redesign across all aspects

« Developed and wrote brand, image and type guidelines

- Designing app icons and screens, press advertising and publications
« Worked on customer journeys and user experience

Other branding projects
and clients include

HSBC Global reboot guidelines
& Miller Lite guidelines
Turner & Duckworth

Talk Talk
Change program design
BAE Applied Intelligence

Tesco Store Design Manual
complete rebuild
Tesco

Global rebrand
Digital Gurus Recruitment

Sport 24 Branding
& IPL guidelines
IMG

BUPA guidelines (two different)
Futurebrand & Engine

Sure & Rexona brand guidelines
DLKW Lowe

Carlton United Breweries
retail guidelines
Vivid Brand



brailsford.info

Contact

robjbrailsford@gmail.com

Rob Brailsford

Brand: Governance Guidelines Systems Design Strategy

Summary of relevant skills

Brand guidelines and communication

developing, codifying, writing and producing brand and corporate guidelines
sequential build guides for multiple campaign formats

tone of voice for image and messaging

technical specifications and usage for all formats

messaging hierarchies

Brand guardianship and design management

brand guardianship including providing global approvals

project coordination and implementation

bespoke solutions for international territories and business sectors

leading teams, steering work, running workshops

developing and organising design systems for corporate and agency clients

Design and brand building

brand concept, hierarchies and strategy
corporate identities, logos, custom type, look and feel, and related assets

from brief to artwork: typography, type hierarchies, colour palettes, gradients and images

writing brand manifestos, and stories, pillars, etc

Software

expert level Adobe InDesign and lllustrator
mid-level expertise with Sketch

currently teaching myself Figma

Keynote and PowerPoint

good with Photoshop and Sketch

Residency & travel

I am a UK and Australian citizen
and hold two passports.

Education

Bachelor of Arts (Media Studies)
Royal Melbourne Institute of
Technology (RMIT)
Inter-disciplinary studies of
communication including
media law, popular culture,
TV, radio, press and cinema.

Personal

I'm creative, organised and
happy to share ideas and skills.
I'm always looking for new
music. | play a pretty good game
of pool and | love airports.

I'm also a member of Mensa.





