
I help brands and organisations 
communicate better.

This is done by providing structures 
and hierarchies, design, guidelines and 
approvals. I 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.

Rob Brailsford / Brand: Governance Guidelines Systems Design Strategy / August 2025



Full Branding Projects including Brand Guidelines



 

Design direction 
Design 
Guidelines 
Typography 
Guardianship & approvals

La Trobe University Melbourne

I was brought in to help steer 
the design, and to develop 
brand elements for La Trobe’s 
rebrand project to create 
cohesion and engagement.

I worked on all aspects -  
visual, content and messaging 
- including logo usage, 
choosing colours and fonts, and 
developing flexible layouts.  

latrobe.edu.au

Melbourne Campus 

Orientation
Events

Summer
2019

“ When I graduated from TAFE with a 
certificate in Computer Engineering, 
I had many options from different 
universities to continue my study. 
My choice was La Trobe. After 
many years I realised I have made 
the right decision because choosing 
La Trobe allowed me to further my 
skills andknowledge in the IT field 
(Cybersecurity) which will help me 
progress into a rewarding career.”

Eeman Altoube

School of Engineering and Mathematical Sciences latrobe.edu.au

Bachelor of
IT Honours

 in Albury-Wodonga

graduate employer
satisfaction

First for

latrobe.edu.au

*  
 

OR WHY CHOOSING 
LA TROBE IS A 

CLEVER MOVE

Undergraduate
pathway guide

2019
*

Enrolment
Technology

Information



3.3
Brand elements
Images
Overview

The creative theme that 
influences how we approach 
our photography is based 
on storytelling. Every image 
should contribute to telling a 
story about what makes La 
Trobe unique and provides a 
compelling narrative about 
the La Trobe experience. 
Our photography should be a 
true and genuine indication of 
the experience and offerings 
of La Trobe relevant to the 
subject matter and the target 
audience whilst bringing 
to life our brand essence 
and strategic values.

La Trobe University Melbourne

One task was developing best 
practice guidelines with the team. 

These are pages from the 
brand guidelines. 



 

Design development 
Brand design 
Guidelines 
Guardianship & approvals 
Tone of voice

Gucci Chime For Change

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

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

Client: Mother London



Chime For Change

I developed and wrote 
the brand guidelines for 
the whole campaign. 

These included sequential 
build guides for all advert 
formats; messaging content 
and hierarchy, and the usual 
colour, logo and type guides.

BRAND 
GUIDELINES 
2013  2 VISUAL ASSETS GRADIENTS

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.

PEACH

Used on 
CHIME FOR CHANGE 
I CHIME FOR CHANGE 
WE CHIME FOR CHANGE

PURPLE

Used on 
I CHIME FOR JUSTICE

BLUE

Used on 
I CHIME FOR EDUCATION

ORANGE

Used on 
I CHIME FOR HEALTH

CMYK CMYK CMYK

0  83  16  0 90  100  0  0 100  50  0  0  0  65 100  0

0  56  48  0 50  90  0  0  80  0  0  0  0  45  90  0

0  30  80  0 0  45  0  0  15  0  18  0 0  30  80  0

CMYK

The gradient 
used on an 
advert

BRAND 
GUIDELINES 
2013

AMBASSADOR ADVERTS 
LANDSCAPE / DPS

Step 9 
Name caption

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

The copy should be 
about half of the size 
of the strapline, so if 

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

You can round it off to 
the nearest 1/2pt.

 4 BUILD GUIDES LANDSCAPE ADS

Frida Giannini, Creative Director, Mother, Daughter

FOR EVERY GIRL. EVERY WOMAN. EVERYWHERE.

BRAND 
GUIDELINES 
2013

1 : 1.2 RATIO

 Clearspace Short side ÷10
 Headline over 4 lines
 Logo size  Width ÷ 5
 Strapline 2 lines 

 Example size 210 x 175

Important note

The strapline on this format 
is bigger. SIze it by
1   fitting it across the width 

of the advert.
2   Placing it within the clearspace
3   Breaking the line so that 

EVERY WOMAN appears 
on the second line

1 : 1.4 RATIO

 Clearspace Short side ÷10
 Headline over 4 lines
 Logo size  Width ÷ 6
 Strapline 1 line 

 Example size 210 x 150

1 : 1.6 RATIO

 Clearspace Short side ÷10
 Headline over 4 lines
 Logo size  Width ÷ 8
 Strapline 1 line 

 Example size 210 x 130

1 : 1.8 RATIO

 Clearspace Short side ÷8
 Headline over 3 lines
 Logo size  Width ÷ 7
 Strapline 1 line 

 Example size 210 x 115

1 : 2 RATIO

 Clearspace Short side ÷8
 Headline over 3 lines
 Logo size  Width ÷ 7
 Strapline 1 line 

 Example size 210 x 175

1 : 2.2 RATIO

 Clearspace Short side ÷8
 Headline over 3 lines
 Logo size  Width ÷ 8
 Strapline 1 line 

 Example size 210 x 95

FORMATS

The build example begins 
on the following page.

LANDSCAPE ADS 4 BUILD GUIDES

NONE OF US CAN 
MOVE FORWARD 
IF HALF OF US 
ARE HELD BACK

SUPPORT A PROJECT.  
Join in at chimeforchange.org 

 /chimeforchange

EDUCATION. HEALTH. JUSTICE. FOR EVERY GIRL. 
EVERY WOMAN. EVERYWHERE.

NONE OF US CAN 
MOVE FORWARD 
IF HALF OF US 
ARE HELD BACK

SUPPORT A PROJECT.  
Join in at chimeforchange.org  /chimeforchange

EDUCATION. HEALTH. JUSTICE. FOR EVERY GIRL. EVERY WOMAN. EVERYWHERE.

NONE OF US CAN 
MOVE FORWARD 
IF HALF OF US 
ARE HELD BACK
EDUCATION. HEALTH. JUSTICE. FOR EVERY GIRL. EVERY WOMAN. EVERYWHERE.

SUPPORT A PROJECT.  
Join in at chimeforchange.org  /chimeforchange

NONE OF US CAN MOVE 
FORWARD IF HALF OF US 
ARE HELD BACK
EDUCATION. HEALTH. JUSTICE. FOR EVERY GIRL. EVERY WOMAN. EVERYWHERE.

SUPPORT A PROJECT.  
Join in at chimeforchange.org  /chimeforchange

NONE OF US CAN MOVE 
FORWARD IF HALF OF US 
ARE HELD BACK
EDUCATION. HEALTH. JUSTICE. FOR EVERY GIRL. EVERY WOMAN. EVERYWHERE.

SUPPORT A PROJECT.  
Join in at chimeforchange.org  /chimeforchange

NONE OF US CAN MOVE 
FORWARD IF HALF OF US 
ARE HELD BACK
EDUCATION. HEALTH. JUSTICE. FOR EVERY GIRL. EVERY WOMAN. EVERYWHERE.

SUPPORT A PROJECT.  
Join in at chimeforchange.org  /chimeforchange



 

Concept & design (all except logo) 
Guidelines 
Typography 
Messaging hierarchy

Dubai Parks

This theme park with 7 branded 
areas needed an overriding 
design system and a look and feel 
that could adapt to anything.

Dubai Parks branding is based 
around lines and gradients 
not around a logo. 

Client: FutureBrand

06 07

VERSION 1.0DUBAI PARkS  
BRAND GUIDELINES

VERSION 1.0DUBAI PARKS  
BRAND GUIDELINES

ThE CrEaTivE idEa

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

Customer facing design is 
colourful, dynamic and playful.

e x p e r i e n c e  a m a z i n g

dubaiparks.com

Opening Summer 2016

5  Marine Park
\  Bollywood 
4  River Walk
^  Safari Zone
5  Discovery
4  LegoLand

Meet the king!
Safari Zone open daily 7-11. Book now at dubaiparks.com

e x p e r i e n c e  a m a z i n g

TM

You.
Tomorrow.

Book now at dubaiparks.com

e x p e r i e n c e  a m a z i n g

Experience Amazing!



Dubai Parks

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

26 27

VERSION 1.0DUBAI PARkS  
BRAND GUIDELINES

+ =

+ =

Making backgrounds in Illustrator is really simple

1  Choose the shapes you want to use and fill 
them with a gradient at 90 degrees.

2  Duplicate the background shape and fit it over the second shape

3  Create a mask

4  Add the masked shape to the background

WHen tHe dubai parks 
letterForms are Filled in 
tHey become sHapes tHat you 
can use in backgrounds.

ShapES ShapES
HoW to use tHem

32 33

VERSION 1.0 VERSION 1.0DUBAI PARkS  
BRAND GUIDELINES

DUBAI PARkS  
BRAND GUIDELINES

imagES
Framing & cropping

CrOppiNg a piCTurE 
iN a CErTaiN way 
CaN prOvidE fOCuS, 
Or briNg ENErgy TO 
aN imagE.

22 23

VERSION 1.0 VERSION 1.0DUBAI PARkS  
BRAND GUIDELINES

DUBAI PARkS  
BRAND GUIDELINES

Text Text

gradiENTS & baCkgrOuNdS

1234567890

Red

1234567890

Magenta

1234567890

Purple

1234567890

Blue

1234567890

Violet

1234567890

Teal

1234567890

Green

1234567890

Yellow

1234567890

Gold

1234567890

Orange

1234567890

Fuschia

1234567890

Sky

1234567890

Arctic Ice

1234567890

Citrus

1234567890

Green gold

1234567890

Fire

1234567890

Sun

1234567890

Forest

our colour palette maniFests 
itselF tHrougH gradients.

These gradients are provided so you 
won't need to build them yourself.

You can use these gradients as backgrounds for 
any customer facing work across the program.

They're built to provide clean printing 
and a range of sympathetic colours

gradients for corporate Workgradients for attraction advertising

28 29

VERSION 1.0 VERSION 1.0DUBAI PARkS  
BRAND GUIDELINES

DUBAI PARkS  
BRAND GUIDELINES

TiTle TiTle

Text Text

TypOgraphy
neo sans

iF We need an arabic 
Font We use neo sans. 

We use klaVika For all oF 
our print communications. 
it's a squarisH sans-seriF 
Font tHat is easy to read 
and Friendly. it acts as an 
eFFectiVe counterpoint 
to tHe roundness oF tHe 
dubai parks logo.

Klavika Light 

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

1234567890%&£$@?!:;<>

Klavika Medium   

aBcdefghiJklmnopQrstuvWxyz

abcdefghijklmnopqrstuvwxyz

1234567890%&£$@?!:;<>

Klavika Regular   

abcdeFgHiJklmnopqrstuVWxyZ

abcdefghijklmnopqrstuvwxyz

1234567890%&£$@?!:;<>

Neo Sans Arabic

Klavik
TypOgraphy
klaVika



HSBC Staff Channels

I was Design Manager for this 
global Staff Channels project.

I wrote and maintained the 
guidelines for the system, 
including technical specifications. 

I was also responsible for 
approving the final design 
and UX elements.

 

Design management 
UX & UI 
Design  
Guidelines 
Guardianship & approvals

   

Elements_Search bar

Search bar - inert Search bar - active

The search bar appears only when needed and is integrated into its parent bar, 

e.g. the session bar. In its inert state it appears as a magnifying glass icon.  

The search can autocomplete or have a drop menu.  
It moves to left when call bar is present.

Box height: 42px  

Box width: 250px  

Background: Pearl

Active state

Inert state

3.9

   

Style_Image cropping

You may need to use the same 

picture in several sizes and places.  

However you crop the picture, 

keep its essence.

4.5

   

Elements_Call bar

How it looks Status Possible actions

On a call

On hold

End call Hold call

Resume call

About 
The call bar appears only 

when needed and is 

integrated into its parent 

bar, e.g. the session bar. 

It has two possible states      

1. On a call.  2. On hold

When there is no call it does not appear

Active call bar

3.10



HSBC Staff Channels

We rebuilt all aspects of 
the design and the UX 
of staff interface.

I was responsible for the several 
innovations to the HSBC interface.

1. Collapsible step tracker 
2. Improved on-call indicator 
3. �Temporal search bar 



 

Design development 
Brand guidelines 
Logo work 
Sequential build guides 
Image selection

Allianz

I worked on the brand redesign 
for this global insurance 
company and their 2000+ 
subsidiary organisations.

Newsletters, fact sheets, 
magazines  and PowerPoint 
documents.

Client: Grey London



Brand Guidelines



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.

BUPA BRAND IDENTITY

AgED CARE 
ACCommoDATIoN 
& PRICINg 
gUIDElINEs

BUPA BRAND IDENTITY

BASIC 
ELEMENTS
GUIDELINES

BRAND GUIDE
edition one       july 2014

Brand guidelines

Campaign Guidelines / Edition one

August 2017

X.X

Packaging 
guidelines 

July 2017

Brand identity guidelines 2011

• TO UPDATE •

CCCCCCC 
CCCCCCC

European Retail
Guidelines
Edition 1 

BRAND 
GUIDELINES

2012

BRAND 
GUIDELINES

2012

BRAND 
GUIDELINES

2012

Topic name

Design guidelines

MASTER
BRAND
GUIDELINES CRYSTAL PEAKS brand guidelines contents

crystal peaks
brand guides

Bupa Aged Care / FutureBrand Bupa Visual / Engine HSBC Brand Reboot / T&G Miller Lite / T&G CUB Retail Howard / Corke Wallis

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

Speedway / IMG Sport 24 / IMG Tesco Store Design Manual The Great Fire / ITV True Aussie / DesignWorks Crystal Peaks / Beyond



 

Design development 
Brand guidelines 
Technical specification work

Bupa

As part of the global brand 
consolidation I wrote, designed 
and produced the Visual 
Brand Elements guide.

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

Client: Calling Brands

BUPA BRAND IDENTITY: BASIC ELEMENTS  –  2012 Version 1 60

Visual elements - 1. Logo / Clear space

To ensure the impact and 
integrity of the logo no other 
elements can encroach 
in the clear space.

Bupa master logo clear space

The minimum clearance around our logo is one 
third of the width (or height) of the square. It 
also helps you place it in the corner of a page

Bupa floating and reversed logo clear space

The general minimum clearance around our 
floating logos is equivalent to the height of 
the capital letter - in this case B or S.

BUPA BRAND IDENTITY: BASIC ELEMENTS  –  2012 Version 1

Welcome

As Bupa expands it needs a design system 
that can accommodate new businesses 
and territorial design situations. 

This version of our branding has been 
devloped to make it consistent and 
recognisable across the world.

Bupa has more than 11 million members. 
We want them to know they’re getting the 
same standard of care, wherever they are.

Visual elements - 6. Grids / Building

Single space grids

We use these for 
adverts, front covers 
and other spaces.

Literature Grids

These are for use on 
all text and image 
based publications. 

BUPA BRAND IDENTITY: BASIC ELEMENTS  –  2012 Version 1

LOGO SIZE
Once you know the 
measurement of the 
longest side (297mm) you 
can work out the logo 
size (297 x 10% = 29.7mm 
but just use 30mm.)

CLEAR SPACE
Clear space is a third 
of the logo size.
If the logo is 10mm,
the clear space 
is 5mm.

COLUMNS
Horizontal A4: 
14 columns
Vertical A4 
10 columns. 

A GRID?
Literature Grids 
for use on text based 
work need columns. 

Adverts and front covers 
generally don’t need columns.

SET UP 
THE PAGE
297 X 210mm

GRIDS FOR PRINT:  
HOW TO MAKE
The grid is easy to set up 
and easy to use. Here’s an 
example using an A4 space. 

A4  

197 x 210mm.  

Ratio 1:1.4

isolation

contemplation

engagement

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 BRAND IDENTITY: BASIC ELEMENTS  –  2012 Version 1 35



 

Guidelines 
Design 
Typography 
All copy 
All image selection

Rexona/Sure

These brand guides weren’t 
about the design. They were 
about the idea behind it.

They are bold, simple and 
designed to be read very quickly.

Client: DLKW Lowe

 

 

SO OUR IMAGERY SHOULD 
SHOW PEOPLE GETTING 
MORE OUT OF THEIR LIVES. 
IT SHOULD SHOW THEM 
ACTIVELY ENGAGING 
WITH LIFE. THEY COULD 
BE DANCING, SKYDIVING, 
SOCIALISING, RIDING, 
FALLING IN LOVE, SURFING 
EVEN JUST STANDING ON 
A HILL LOOKING AROUND. 
AS LONG AS THEY’RE INTO 
WHAT THEY’RE DOING. 

AS LONG AS THEY’RE INTO 
WHAT THEY’RE DOING. 

THIS CAMPAIGN IS ABOUT 
THE DOERS. THEY DON'T 
SIT IN FRONT OF THE TV. 
THEY DON'T WONDER 
WHAT THEY COULD BE 
DOING INSTEAD. DOERS 
ALREADY KNOW, THEY'RE 
DOING IT, RIGHT NOW. IMAGERY

CAMPAIGN ELEMENTS / IMAGERY I

 

 

 IDEAL READ ORDER

1 CAMPAIGN MESSAGE

 IMAGERY  

 HEADLINE 

 SUPPORT COPY INCLUDING 

 TECHNOLOGY INFO

2 BRAND MESSAGE

 BRAND LOGO

3 PACK SHOT

4 MORE INFORMATION

 YOUTUBE PAGE 

 URL / TWITTER HASHTAG

5 UNILEVER LOGO

 TECHNOLOGY INFORMATION TELLS YOU WHAT’S SO GREAT 
IN THIS PRODUCT AND HOW IT HELPS YOU DO MORE. 
REXONA WITH DRY SHIELDTM. THE MORE YOU DO THE MORE IT PROTECTS 
REXONA WITH MOTIONSENSETM. THE MORE YOU MOVE THE MORE IT PROTECTS

OUR 
TECHNOLOGY 

WORKS
THE PROOF 
SUPPORTS 
OUR CLAIMS

CAMPAIGN ELEMENTS / TECHNOLOGY

EVERY ADVERT, FILM,
PICTURE, WORD & IDEA
SHOULD SPREAD  
THE MESSAGE

SUBJECT HEADER

SECTION HEADING

THE PROOF MARK

CAMPAIGN ELEMENTS / PROOF MARK I

IT WON'T
LET YOU
DOWN



 

Total guidelines rebuild 
Design development 
Guardianship & approvals 
Sequential build guide

Britain is GREAT

I developed the design and wrote 
and produced the guidelines 
for this global campaign. This 
included creating standardised 
layouts, typography and content.

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

Client: Mother London



 

Brand guidelines 
Concept and design 
All copy

Samsung

I wrote and produced 
the European Retail 
guidelines for Samsung. 

They included guides to 
appropriate visual merchandising, 
messaging journeys for 
different store formats..

Client: Cheil



 

Project coordination 
Concept and design 
All copywriting 
Research 

Tesco Property Department

I 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.

ATMSection 1a

F20-30Section 4

F60-120Section 2

ExceptionsSection 5

Metro ClassicSection 8



Creative Brand Design & Custom Typography



 

Brand creation 
Concept & design

Royal George Hotel Kyneton

The key concept for the design 
was “This place is as big as a 
ship”. The client wanted a look 
that was modern but classic. 
The colours had to be warm and 
deep, and complement the ‘wood 
and walls’ look of the interior. 

The result of this is design that’s 
vaguely nautical. The logotype is 
custom and influenced by lettering 
on ships, and the sea, of course. 



Royal George Hotel Kyneton

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

Mains

Sides

Desserts

First Soup $16
Oni divaj sipal on, kak toplju informacias vi. Sam ne gazetis 
logikju. Ku nams pisat dobrju dla.

The Beach $22
Do tut lukas primer, moi leto krasju di vajte bu. Gotovijut 
gotovenie filozofiaf dla ku, dla te tancit lubime.  

Pork trotters served a la mode $31
Iz tvoi cxasis den, din dumam srbzem robijt bo. Bil kofe 
pisalju ku, gda lubijsx drugica na. 

Leakage $36
Moi vrem miacx da, sonis verijm dirkas gda on.. 

Quinkii the toothless duck $56
Nad so velm usta miaso, vi imame slisxil tut. Bez piat.

Escalating Beef Situation $45
Jazika ucxenie mezxunarodju to hce, on nad grud zima 
mezxunarodju. Dost domovijm bi ili, krasju sidili bi vse..

Sadness and Regret $43
Ogen nesxto bi mne, slovio tonkju potrebijut na tak. 

Oxen $55
Whole oxen with pancakes

 
Nothings $15
Voz bi ocxis informacias, vi ovocxju aspektis des, tper.

Somethings (for 2) $30
Oni ku stol videnies probudijm, idijm pomocijt oni ne. 

Dippy bits per person $18
Voz bi ocxis informacias, vi ovocxju aspektis des, tper prostju 
vipolnil bi den.

Destiny’s Chard $14
Chard

Peanut Rickle $17
Voz bi ocxis informacias, vi ovocxju aspektis des, tper prostju 
vipolnil bi den. Sam da kuharju, vnov oliv padali.

Daryl Cotton $3
Oni ku stol videnies probudijm, idijm pomocijt oni ne. Hce 
bu edinju vernujm zdrovie, tof na hcejm ostatit,

Milk Thank-Yous $20
Served with warm Gregular Milk

Apple Snow $14
World’s greatest dessert

Wine

Ulises Valdez-Diablo Chardonnay 2016 $34
Oni divaj sipal on, kak toplju informacias vi. Sam ne gazetis 
logikju. Ku nams pisat dobrju dla, uzx vi nocx gotovenie 
bulgarzem, zxe zvestis slisxenie do..

Sangiacomo Vineyards Chardonnay 2016 $38
Do tut lukas primer, moi leto krasju di vajte bu. Gotovijut 
gotovenie filozofiaf dla ku, dla te tancit lubime. 
On ulca lezxajm delajsx dla. 

Durrell Vineyards Chardonnay 2016 $42
Iz tvoi cxasis den, din dumam srbzem robijt bo. Bil kofe pisalju ku, 
gda lubijsx drugica na. Moi gostis problem studentis vi.   

Bush Vineyards Pinot Noir 2016  $44
Moi vrem miacx da, sonis verijm dirkas gda on.. 

Sangiacomo Roberts Road Pinot Noir 2016 $53
Nad so velm usta miaso, vi imame slisxil tut. Bez piat rusju es, ti 
tak obuv novuo, ti dom ucxit blizuo delajt. 

Estate Pinot Noir 2015 $56
Jazika ucxenie mezxunarodju to hce, on nad grud zima 
mezxunarodju. Dost domovijm bi ili, krasju sidili bi vse..
Melbourne festival silver medal winner 2016

Mt Tixylix Syrah 2017 $60
Ogen nesxto bi mne, slovio tonkju potrebijut na tak. Znat pridij 
vnimajte bo tof, li dva prekrasju ucxitelica.

Winemaker’s Cuvee Cabernet Sauvignon 2015 $120
Voz bi ocxis informacias, vi ovocxju aspektis des, tper prostju 
vipolnil bi den. Sam da kuharju, vnov oliv padali hce es. 

Lee’s Secret Vineyard Chardonnay 2017 $164
Oni ku stol videnies probudijm, idijm pomocijt oni ne. Hce bu 
edinju vernujm zdrovie, tof na hcejm ostatit, gde vasx hcejm ti..

Specials

To eat
Honey roasted skyflakes $12
Baked ‘home style’ with a double 
rendered dipping sauce.     v 

Sad Bandages $18
Overcooked parpadelle with Kraft 
parmesan and tomato flakes

To drink
First cocktail $10
Water with quiet ice, served nude  

Dr Nepean’s 2014 Bordeaux $44
A dry, disappointing French-style red 
from the Clayton Heights Estate.

Wine List Summer 2019
Starters Specials 

Durrell Vineyards Chardonnay 2016

Stardos

Josefin Sans

Murray River Cod, Walnuts, Asparagus and Pea Shoots



 

Brand creation 
Concept & design 

The Crimean North Melbourne

I designed the branding for 
this awarded Eastern Eurpoean 
restaurant and bar. The look 
is based on Czech match box 
labels from the ‘60s and ‘70s.

These posters were forever 
getting stolen from the 
outside of the building. 



Keep Prisons Single Sex

New branding for the 
prisoners’ advocacy group.

It is designed to be bold 
and plain speaking.

The colour bars connote  
CCTV surveillance and 
prison gates.

Brochure cover 
Business card

 

Conceptual design 
Typography

Kate Coleman
Director 

kpssinfo.org
kate@kpssinfo.org
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K

KPSS Business Card FINAL artwork.pdf   1   17/09/2021   18:19

C

M

Y
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MY
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CMY

K

KPSS Business Card FINAL artwork.pdf   3   17/09/2021   18:19



T-shirt 
Leaflet 
Postcards

Keep Prisons Single Sex

The design is intentionally 
blocky and without images.

Impact is the aim.

It is designed as an easily 
editable modular system. 

Different colourways use tones 
from the gradient palettes.

I readily accept that some, 
and perhaps many, women 
prisoners may suffer fear and 
acute anxiety if required to 
share prison with a [prisoner] 
who has male genitalia, and 
that their fear and anxiety may 
be increased if that [prisoner] 
has been convicted of sexual or 
violent offences against women

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

kpssinfo.org

I joined a social event with 
my baby and was told by 
a guard that there was an 
extremely violent male 
sex offender present  
His victim was a 3-month old boy 
My baby was the same age

Jane, Federal Prison, Canada

kpssinfo.org



airBaltic design competition

airBaltic ran a competition to 
design the livery for its 50th plane. 

I 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



I help brands and organisations 
communicate better.

This is done by providing structures 
and hierarchies, design, guidelines 
and approvals. I 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.

 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

Rob Brailsford
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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 Illustrator
•	 mid‑level expertise with Sketch
•	 currently teaching myself Figma
•	 Keynote and PowerPoint
•	 good with Photoshop and Sketch

Contact
robjbrailsford@gmail.com 

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. I play a pretty good game 
of pool and I love airports.

I’m also a member of Mensa.

Rob Brailsford

Brand: Governance Guidelines Systems Design Strategybrailsford.info




