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Some new 
bits...



Money and Pensions Service
MaPS is a new company parenting MoneyHelper. Projects here 
include developing a brand style and guidelines, which covered 
icons, infographics and a brand hero device. From this I have 
created booklets, posters and a whole suite of guides amongst 
other printed collateral. There have been pieces created for 
screen including banners and templates.



Guidelines

Money and Pensions Service  
Brand Guidelines

Edition 1.2 
August 2019

Colour Core set 19

Colour set 
Our main colour palette is made up 
of two blues. The dark blue is the 
main colour for M&PS. The light 
blue is used to pull-out or highlight 
areas or key points.
We also have a gradient colour 
made up of the two blues. This 
gradient is only to be used with the 
hero graphic and one text panel per 
piece where required.

Supporting colours 
These are colours for supporting 
brand elements such as typography 
and diagrams. They should support  
the two blue colours.

Dark blue
CMYK C100 M78 Y35 K26
RGB R20 G57 B96
HEX 143960
PANTONE 534C

Dark blue

Light blue
CMYK C75 M15 Y0 K0
RGB R0 G164 B222
HEX 08A5E0
PANTONE 2925C

Light blue

CMYK C53 M42 Y43 K27
RGB R113 G114 B113
HEX 717271
PANTONE 424C

CMYK C55 M100 Y25 K24
RGB R119 G3 B88
HEX 770358

CMYK C0 M0 Y0 K100
RGB R0 G0 B0
HEX 000000

CMYK C20 M100 Y38 K10
RGB R185 G12 B86
HEX B90C56

CMYK C0 M0 Y0 K0
RGB R255 G255 B255
HEX FFFFFF

CMYK C3 M72 Y100 K0
RGB R231 G98 B10
HEX E7620A

CMYK C0 M27 Y88 K0
RGB R255 G194 B38
HEX FFC226

CMYK C63 M39 Y32 K15
RGB R99 G125 B141
HEX 637D8D

CMYK C72 M0 Y48 K0
RGB R4 G188 B160
HEX 04BCA0
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Duck egg blue
CMYK C16 M2 Y4 K0
RGB R210 G232 B242
HEX D2E7F2
PANTONE 7457C
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Master grids 
The Hero graphic can be cropped  
and placed to create sections for type 
and images.
Images can be placed against the  
blue lines, and can run underneath  
one of the lines to create more 
interesting results.
The margin acts as a measement for 
the rest of the grid. Half 'x' should be 
used to create clear zones for text. 
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Icons 
These help colleagues, customer 
partners, peers and stakeholders 
navigate communications. They are 
quick to understand and need no 
explanation. Icons should never be 
used as decoration or on their own  
as infographics. The folding 
characteristics from the hero graphic 
help create the icons. If an icon 
becomes confusing or difficult to 
create, it shouldn’t be an icon.

Arrow

Introduction

Our brand

Logo

Colour

Typography

Hero graphic

Grids 

Photography

Iconography  
& infographics
Iconography 
Infographics

Communication principles  
& applications

Document Man Woman

Idea Coins Laptop Phone Search Time
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Use a colour or tint 
for type on a coloured 
background.

Lorem ipsum dolor lorem ipsum dolor 
lorem ipsum dolor lorem ipsum dolor 
lorem ipsum dolor lorem ipsum dolor 
lorem ipsum dolor lorem ipsum dolor 
lorem ipsum dolor lorem ipsum dolor 
lorem ipsum dolor lorem ipsum dolor 
lorem ipsum dolor.

Lorem ipsum dolor lorem ipsum dolor 
lorem ipsum dolor lorem ipsum dolor 
lorem ipsum dolor lorem ipsum dolor 
lorem ipsum dolor lorem ipsum dolor 
lorem ipsum dolor lorem ipsum dolor 

lorem ipsum dolor lorem ipsum dolor 
lorem ipsum dolor lorem ipsum dolor 
lorem ipsum dolor lorem ipsum dolor 
lorem ipsum dolor lorem ipsum dolor 
lorem ipsum dolor lorem ipsum dolor 
lorem ipsum dolor lorem ipsum dolor 
lorem ipsum dolor lorem ipsum dolor 
lorem ipsum dolor lorem ipsum dolor 
lorem ipsum dolor lorem ipsum dolor 
lorem ipsum dolor.

Lorem ipsum dolor lorem ipsum 
dolor lorem ipsum dolor lorem 
ipsum dolor lorem ipsum dolor
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Photography Representing our customers 33

Photography principles 
Real people. Real lives. Real stories
Our imagery must authentically and 
honestly reflect people living their 
everyday real lives. 
We aim for a reportage style 
photography, capturing in the 
moment, of the moment.

A diversity of people who have a story 
to tell, people who are in a better place 
or getting help to manage their money 
and pensions better. 

UK Real life • UK Real people • Family life • Home • Home life • Everyday life • Everyday people •  
Family at home • Generations • Families • UK Life • Parentage • Playtime • Storytime • Young adults •  
Working families • Pre-retired people • Retired
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The hero graphic should only appears 
once on a page. Three changes of 
direction is the maximum per hero 
graphic. Change in direction is at 
a 26.5o angle to the horizon. The 
horizontal part of the ribbon should 
only be present when displying text. 

26.5o

26.5o

Move 
Move around the hero graphic to find 
interesting sections and create variety.

Crop 
Crop area should create interesting 
sections that enhance the content  
on the page, and doesn't look too 
complex or over busy.

Scale 
Close up crops create simpler  
and calmer commincations the larger 
they are.
Colour
Use the gradient, or for a more subtle 
hero graphic, dark blue can be used as 
the colour without the shadow effects.
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Infographics 
Data visualisation is a big part of what 
we do. Infographics need to make data 
easy and quick to understand, even if 
the topic is complicated. 

The linear characteristics from the hero 
graphic help create the infographics. 
They need to be solid and have  
straight lines.
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Suite of icons



Suite of free guides



MoneyHelper
MoneyHelper is a new brand, bringing together all 
the services of Money Advice Service, Pension Wise 
and The Pension Advisory Service. This work involved 
developing the brand and building guidelines.  
From this creating collateral for screen and print.



Guidelines

 Our guide to help 
use our brand

January 2021 | Version 1.1

Pensions Debt & borrowing Savings Work Homes Everyday lifePensions Debt & borrowing Savings Work Homes Everyday lifePensions Debt & borrowing Savings Work Homes Everyday life

Pensions Debt & borrowing Savings Work Homes Everyday lifePensions Debt & borrowing Savings Work Homes Everyday lifePensions Debt & borrowing Savings Work Homes Everyday lifePensions Debt & borrowing Savings Work Homes Everyday life

Our logos

All our communications 
include some form of 
MoneyHelper logo; master 
for all initial contact and 
communication and 
category for following 
communications.

We have endorsement 
logos, where one or both 
will also be included.  
The following pages will tell 
you where.

Master logo

Category logos

Endorsement logos
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Welcome to the MoneyHelper brand guidelines. 

Our identity is one of our most valuable assets, helping 
people to understand, find and engage with us. 

So please take care of our brand and use it with 
consistency and coherency through the guidance 
provided in this document. 

You will find everything you need to know for designing 
and producing your communications. 

For any queries please contact  
BrandandMarketing@maps.org.uk

Digital style guides can be provide upon request.

Introduction

3

Money 
Helper 
Magenta

Our colour palette

Heres a guide to help you 
know where you can use 
our colours.

Hero graphic

Headlines

Body copy

Hyperlinks

Pull outs

Backgrounds

Icons

Infographics

Money 
Helper 
Blue

Money 
Helper 
Teal

Money 
Helper 
Yellow

Money 
Helper 
Purple

Money 
Helper 
Blue Black

90% 
Black

31

Class 1 Class 2

Our infographics

Similarly to our icons, 
our infographics are 
uncomplicated, clear and 
are linear based.

To make them more 
ownable to the 
MoneyHelper brand, we 
continue to communicate 
the thought of steering  
people in the right 
direction by using  
a rounded bottom left 
hand corner of the bars.

With infographics, we  
can use the secondary 
colours to help 
differentiate statistics.

Rounded corner radius in 
mm = 1/2 font point size

5mm

10pt

Class 1

70%

Class 5

38%

Class 2

58%

Class 3

96%

Class 4

22%

Class 1 756

Class 2 640

Class 3 902

Class 4 289

Class 5 420

Class 362%15%

Class 1 15%

89%
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Our photography Principles

•  It’s important that we 
represent our consumers 
through cultures, race, 
religion, age, disabilities 
and other diversities.

•  As we are giving people 
a nudge, and helping 
people move on, so the 
photography should have 
a feel of movement and 
motions. Whether that’s 
an activity, or a job.

•  We want to show that 
people are in control 
of their situation so a 
confident  and positive 
tone in the situation and 
activity of the shot. 

•  With close- up shots, it’s 
important the image is 
not too stock library.

•  Clear space within 
images is a must, not 
for all images though. 
This will help on the 
homepage and brochure 
covers in the placement 
of copy.

•  Subjects should be 
shot in the number of 
directions e.g. facing 
right in frame, the 
direction of the arrow. 
Although, there will be 
certain circumstances 
where this rule needs to 
be skipped, for example 
on the website, so the 
person is looking at the 
message, rather than off 
the screen.

•  The hues for the images 
will become important. 
They must be rich, subtle 
with colour and to feel 
slight gritty, documentary 
in flavour to make the 
images feel real and not 
stock shots.

51

Using our hero graphic

The larger the arrow,  
the lower the tint (E).

Arrows are used to direct 
to something, or show a 
journey (A, B, C, E, F and G).

Only use straight arrows:  
from top to bottom or 
from left to right (E and G) 
or arrows with one curve 
(A, B C and F), starting from 
the top and curving to the 
right. Minimum tint 30%.

The beginning of the arrow 
is always cropped, either 
by page, image or box.

The shape of the arrow can 
be used large to hold text 
and images (see D and H).

Please use original artwork, 
and only adjust the length 
of the stroke leading into 
the arrow head.100% tint 50% tint 30% tint

 Lorem ipsum dolor 
lorem ipsum dolor

 Lorem ipsum dolor 
lorem ipsum dolor
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    Debitiam enit 
conectia nient ut 
arcit illupta estibus

Et inveliquo veles es esecearum 
quod quatis aut landebit is doluptati 
tecaborro et re voloreium atatem aut 
quam quaspis am hillibus voloreium 
atatem aut quam quaspis am hillibus

Gent quo voloreici ius am et modissi 
minvendebit ute in rae doluptae. Bus 
eicta inctotas doluptatur anda por ad 
quodior essedit ressinu llatur modicil 
lorpost

Ut aut unt, enimintum dolum quid qui 
dolupta turemporum alicienit 
andigniae. Ita qui to berovid quia velia 
coreris molorrorum voloreptis ium lia 
nienti doluptae quas intiatum non con 
pelestis dita volupta spidusciam, utem 
seque laces sed mo volorem dolori 
iusandae ne velluptatiae autenducia 
volorum ne nonsed mo essit, quia 
pratur,
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    Debitiam enit 
conectia nient ut 

Gent quo voloreici ius am et modissi 
minvendebit ute in rae doluptae Bus 
eicta inctotas doluptatur anda por ad 
quodior essedit ressinu llatur modicil 
lorpost

Ut aut unt enimintum dolum quid qui 
dolupta turemporum alicienit andigniae 
Ita qui to berovid quia velia coreris 
molorrorum voloreptis ium lia nienti 
doluptae quas intiatum non con 
pelestis dita volupta spidusciam utem 
seque laces sed mo volorem dolori 
iusandae ne velluptatiae autenducia 
volorum ne nonsed mo essit quia pratur

4

    Debitiam enit 
conectia nient ut 

Gent quo voloreici ius am et modissi 
minvendebit ute in rae doluptae Bus 
eicta inctotas doluptatur anda por ad 
quodior essedit ressinu llatur modicil 
lorpost

Ut aut unt enimintum dolum quid qui 
dolupta turemporum alicienit andigniae 
Ita qui to berovid quia velia coreris 
molorrorum voloreptis ium lia nienti 
doluptae quas intiatum non con 
pelestis dita volupta spidusciam utem 
seque laces sed mo volorem dolori 
iusandae ne velluptatiae autenducia 
volorum ne nonsed mo essit quia pratur
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Gent quo voloreici ius am et modissi minvendebit ute 
in rae doluptae Bus eicta inctotas doluptatur anda 
por ad quodior essedit ressinu llatur modicil lorpost

Ut aut unt enimintum dolum quid qui 
dolupta turemporum alicienit andigniae 
Ita qui to berovid quia velia coreris 
molorrorum voloreptis ium lia nienti 
doluptae quas intiatum non con 
pelestis dita volupta spidusciam utem 
seque laces sed mo volorem dolori 
iusandae ne velluptatiae autenducia 
volorum ne nonsed mo essit quia pratur

Ut aut unt enimintum dolum quid qui 
dolupta turemporum alicienit andigniae 
Ita qui to berovid quia velia coreris 
molorrorum voloreptis ium lia nienti 
doluptae quas intiatum non con 
pelestis dita volupta spidusciam utem 
seque laces sed mo volorem dolori 
iusandae ne velluptatiae autenducia 
volorum ne nonsed mo essit quia pratur

Ut aut unt enimintum dolum quid qui 
dolupta turemporum alicienit andigniae 
Ita qui to berovid quia velia coreris 
molorrorum voloreptis ium lia nienti 
doluptae quas intiatum non con 
pelestis dita volupta spidusciam utem 
seque laces sed mo volorem dolori 
iusandae ne velluptatiae autenducia 
volorum ne nonsed mo essit quia pratur
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volorum ne nonsed mo essit quia pratur

Ut aut unt enimintum dolum quid qui 
dolupta turemporum alicienit andigniae 
Ita qui to berovid quia velia coreris 
molorrorum voloreptis ium lia nienti 
doluptae quas intiatum non con 
pelestis dita volupta spidusciam utem 
seque laces sed mo volorem dolori 
iusandae ne velluptatiae autenducia 
volorum ne nonsed mo essit quia pratur

Ut aut unt enimintum dolum quid qui 
dolupta turemporum alicienit andigniae 
Ita qui to berovid quia velia coreris 
molorrorum voloreptis ium lia nienti 
doluptae quas intiatum non con 
pelestis dita volupta spidusciam utem 
seque laces sed mo volorem dolori 
iusandae ne velluptatiae autenducia 
volorum ne nonsed mo essit quia pratur
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Gent quo voloreici ius am et modissi 
minvendebit ute in rae doluptae Bus 
eicta inctotas doluptatur anda por ad 
quodior essedit ressinu llatur modicil 
lorpost

Ut aut unt enimintum dolum quid qui 
dolupta turemporum alicienit andigniae 
Ita qui to berovid quia velia coreris 
molorrorum voloreptis ium lia nienti 
doluptae quas intiatum non con 
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seque laces sed mo volorem dolori 
iusandae ne velluptatiae autenducia 
volorum ne nonsed mo essit quia pratur

Ut aut unt enimintum dolum quid qui 
dolupta turemporum alicienit andigniae 
Ita qui to berovid quia velia coreris 
molorrorum voloreptis ium lia nienti 
doluptae quas intiatum non con 
pelestis dita volupta spidusciam utem 
seque laces sed mo volorem dolori 
iusandae ne velluptatiae autenducia 
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volorum ne nonsed mo essit quia pratur
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    Debitiam enit 
conectia nient ut 

    Debitiam enit 
conectia nient ut 
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B

F

D

H
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Making a mortgage 
endowment complaint

This factsheet from the MoneyHelper tells you:
z when you can complain about a mortgage 

endowment policy

z how to make a complaint.

When you can complain
You might be able to complain if your adviser did not:

z tell you how your money would be invested and explain 
the risks involved

z explain that an endowment policy is a long-term 
commitment that often gives a poor return if you 
cash it in early

z check you were comfortable with the risks of your 
money being linked to investment performance, 
including the stock market

z check whether it was likely that you’d be able to keep up 
payments until the end of the mortgage

 z explain any fees and charges and how they would affect 
the return on your savings.

You might also be able to complain if:

 z your endowment policy finishes after you retire – and 
the adviser didn’t check that you were likely to be able 
to afford the premiums once you retired

z you were advised to cancel one endowment policy  
and take out another (an endowment policy is a 
long-term investment that often gives a poor return 
if you cash it in early)

z your endowment policy runs on after your mortgage 
is due to finish

z you were given a guarantee that the endowment policy 
would pay off your mortgage – but only if you can show 
that you were told that the endowment policy was 
guaranteed to pay out enough to pay off your mortgage 
and that this was part of the legal contract between you 
and the firm. This is likely to be rare.

How to make a complaint
1.   Try to find all the paperwork relating to the purchase of 

your policy and any notes you made at the time. You’re
entitled to copies of the sales paperwork from the firm
that sold you the endowment policy.

 2.  Complain to the firm that sold you the endowment 
policy. This might be a financial adviser, the policy
provider or your mortgage lender. If you can’t
remember who it was or the company you used has 
been taken over, check with the endowment company
as they’ll have the details you need.

3.  Firms must have a formal complaints procedure and 
tell you how to use it. The firm might send you a
questionnaire to complete and return to them. Fill this
in as best you can, as it will speed up the process.

4.   You should receive a response from the firm within  
eight weeks, from when they receive your complaint.

5. If you’re unhappy with the firm’s decision, or if they  
have been unable to resolve your complaint within
eight weeks, you might be able to take your complaint
to the Financial Ombudsman Service (FOS).
You should do this within six months of the firm  
sending you a ‘final response’ letter. The FOS
service is free to use.

6.  You can choose whether or not to accept the FOS 
decision. If you accept it, the decision is binding on
both you and the firm and you can’t take further
action. If you don’t accept the decision, you can take
your case to court. There will be a charge for doing
this, depending on what your claim is for. Time limits
for taking action will apply.

Before you can get compensation, you need to show 
that you have grounds for complaint and that you’ve 
lost out financially as a result.

Call the FOS contact centre for more help. 
0800 023 4567 or 0300 123 9123, or visit 
financial-ombudsman.org.uk  

If you want to make a complaint, do it now – time  
might be running out, because deadlines apply.

Your pension: 
your choices

 z  Thinking about accessing your pension pot?
 z  Deciding how to take your retirement income?
 z  Shopping around for the best income?

Key points about fee-free 
basic bank accounts 
Fee-free basic bank accounts are designed for people who don’t have  
a bank account or don’t qualify for a standard current account.

This could be because you haven’t been 
able to build up a credit history or 
maybe you have a poor credit history 
because of money problems and want 
to use a fee-free basic bank account 
until you qualify for a standard current 
account again.

Opening a fee-free basic bank account 
can help you qualify for a full-service 
bank account and improve your credit 
history.

There are no charges for running a 
fee-free basic bank account and you 
won’t have to pay fees for Direct Debits 
or standing orders that fail.

But the people you owe money to might 
still charge you for missed payments.

You won’t have access to an overdraft.

You will be charged for buying things in 
a foreign currency or using your 
account when traveling abroad.

Like all accounts, you can:

z have your wages, benefits and other 
income paid into your account

z pay in money and cheques for free 
(as long as they’re not in a foreign 
currency)

z take out money over the counter or 
from a cash machine

z pay regular bills by Direct Debit or 
standing order

z check account balances over the 
counter, at a cash machine, online 
or on your mobile

z use a debit card to pay for things in 
shops and online.

   Find out more about fee-free basic 
bank accounts at:  
moneyhelper.org.uk/fee-free-
basic-bank-accounts
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Can I open a fee-free basic 
bank account? 
Fee-free basic bank accounts are only available to some people. A bank or 
building society providing fee-free basic bank accounts will be able to tell you if 
you can open one.

You should qualify to open one if:

 z you don’t already have a bank or 
building society account and don’t 
qualify for a regular current account

 z you’re having money problems and 
want to open a fee-free basic bank 
account with your existing or 
another provider.

If you’re aged under 18 
You need to be at least 16 to open a 
fee-free basic bank account, although 
for some accounts the minimum age is
18 (for Metro Bank the minimum age is
11). If you’re under 18, make sure you
also compare fee-free basic bank
accounts with other young persons’ 
current accounts.

Joint accounts 
You can open a joint basic bank 
account with someone else if you both 
qualify.

If you’ve been declared 
bankrupt

You might be able to open a fee-free 
basic bank account if you are an 
undischarged bankrupt and qualify to 
open one.

See Jargon buster on page 10.
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Brochures External and internal comms

MoneyHelper is here to make your  
money and pension choices clearer.  
Here to put you in control with impartial help that’s  
on your side, backed by government and free to use.

For clear money help that’s on your side, just search  
for MoneyHelper. 

Got a question? Get in touch:

  Ref: MH_RS0005

Improve your 
money management

Webchat: 
moneyhelper.org.uk/

moneychat

Telephone:  
0800 138 

7777

Typetalk: 
18001 0800 

915 4622

WhatsApp: 
+44 7701
342 744Fee-free basic 

bank accounts
 z  How they work
 z Things to consider
 z Who offers them

Have you had your free Pension Wise  
appointment?
Pension Wise is a free and impartial service from MoneyHelper that helps you 
understand what you can do with your pension money.

We offer telephone or face-to-face appointments with our highly-trained 
professionals to anyone aged 50 or over with a defined contribution (personal  
or workplace) pension. You can also explore your pension options on our website.

You’ll get:
z guidance on how to make the best use of your money
z information about tax when taking money from your pension

 z tips on getting the best deal, including how to compare products,  
get financial advice and avoid scams

9 out of 10 people who have had a Pension Wise appointment would recommend it 
to friends and family, so book yours now. We’re looking forward to hearing from you.

Yours faithfully,

Rosie Cottrell
Service Delivery Manager
PensionWise 

Dear Sir or Madam,

Get your free appointment now

Cut out and keep

It’s easy to book your appointment, just choose one  
of the following:

 0800 280 8880
 moneyhelper.org.uk/pensionwise



Talk Money Week
An annual event hosted by MaPS for B2B. The work 
involves rebranding each year, with creating collateral for 
the event. Pieces include banners, staging, presentations, 
print material, social assets and on the day collateral.



Mr. Clutch
Both printed and digital assets have been 
required on projects with Mr. Clutch.  
From garage signage to digital banners.



Garage signage
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External comms

4X4 CLUTCH  
REPLACEMENT

PRICES FOR CLUTCHES SUPPLIED AND 
FITTED, INCLUDING VAT, FROM ONLY:

SUZUKI: £230 
LAND ROVER: £350 
MITSUBISHI: £350 
JEEP: £380

MRCLUTCH.COM 
0800 67 67 67

Copyright © 2019 Mr Clutch Autocentres | All rights reserved.  
Prices accurate as of August 2019, contact your local branch on  
0800 67 67 67 for a quote. Mr Clutch Autocentres reserve the right  
to amend or withdraw any offer, at any point, for any reason.



Macmillan
Both printed and digital assets have been required  
on projects with Macmillan. Statics and animations  
have been created for World’s Best Coffee Morning, 
Brave the Shave and Game Heroes campaigns.



calling all
bakers and fakers
In this competition, your baking prowess isn’t the be all and end 

all – anyone can win.

Sign up today with a suggested £2 donation

Who will bring the  
best bake to the table?

Who will buy their  
way to the top?

Who will it not quite  
work out for?

Whoever organises the competition  
should source a prize for each and pick  
judges to decide who takes them away.

Date: 

Time: 

Place: 

Macmillan Cancer Support, registered charity in England and Wales (261017), Scotland (SC039907) and the Isle of Man (604). Also operating in Northern Ireland.

wo�Ld’S bi�G�s�

co�F�E
mo�N
n�

best
baker

best

Your name:

Campaign collateral

     And you, 
And you, And you

Macmillan Cancer Support, registered charity in England and Wales (261017), Scotland (SC039907) and the Isle of Man (604). Also operating in Northern Ireland. 

Every cake and every cuppa means that Macmillan are able 
to help more people with cancer live life as fully as they can.

wo�Ld’S bi�G�s�

co�F�E
mo�N
n�

At our Coffee Morning, you helped raise an incredible

£

Here’s
to you And you

Thank you so much for hosting a Coffee Morning for Macmillan. If there’s anything else 
you need, please visit macmillan.org.uk/coffee or if you have any questions, just call 
0330 102 7810 or email coffee@macmillan.org.uk
All the best,

Abby, 
Head Coffee Lady Macmillan Cancer Support, registered charity in England and Wales (261017), 

Scotland (SC039907) and the Isle of Man (604). Also operating in Northern

MAC17789

HAVE A BREW-ILLIANT 
COFFEE MORNING

wo�Ld’S bi�G�s�

co�F�E
mo�N
n�

wo�Ld’S bi�G�s�

co�F�E
mo�N�n�

Coffee, walnut and cardamom cake  
(find in baking recipes section)

Brain Tea-ser  
challenge

Promoted by Macmillan Cancer Support, registered charity in England and Wales (261017), Scotland (SC039907) and the Isle of Man (604). Also operating in Northern Ireland.

Calling all 
smart cookies!
You could win a £100 Marks & Spencer voucher 
in our free prize draw. Simply find and answer the 
5 questions at your Coffee Morning – the first letter 
of each answer will spell out a 5 letter word.
For your chance to win, text that 5 letter word to 84902 + YES* (so that we may contact  
you again) or NO (if you don’t want to hear from us).

*If you say YES, you’ll be asked whether you’d like to donate £5. Whether you choose  
to donate or not will not affect your prize draw entry in any way. Your details will not be 
used for any other reason.

wo�Ld’S bi�G�s�

co�F�E
mo�N�n�

Terms and conditions
All eligible entries (Age 18+, correct 5 letter word + YES or NO, one entry per person) sent to 84902 before midnight  
on Monday 30th September will be entered into a prize draw to win a £100 Marks & Spencer voucher. The winner  
will be drawn at random by computer process and notified by SMS on Friday 4th October. No donation is necessary  
to enter the prize draw, although your text will be charged at standard network rate. Full details of prize and T&Cs at 
macmillan.org.uk/coffee/brainteaser.

Macmillan Cancer Support, registered charity in England and Wales (261017), Scotland (SC039907), and the Isle of Man (604). Also operating in Northern Ireland. MAC18030.

Your BRAVE  
THE SHAVE 
bunTing

Make some easy bunting  
for your event! 

Follow the 3 easy steps below: 
1. Cut out the triangles below. 
2. Punch holes where marked  
3.  Thread them together with  

a string or ribbon.



Campaign videos











Mark Attree - 07882 740260 - mark@markattree.co.uk

Previous 
work



DHL
A wide variety of projects come from 
DHL including events and internal 
communications. These briefs include 
creating identities, booklets and both print 
and digital collateral. Other projects include 
partners Man Utd and Harlequins, creating 
season campaigns and storyboarding video 
content for social media interactivity.



DHL Man Utd takeover collateral



Internal communications - Exhibition walls and company club assets



DHL - Harlequins micrositeDHL - Man Utd microsite and set design



BBC Children in Need
For the past seven appeals, I’ve been involved 
with helping create comms in both print and 
digital format, as well as helping the brand evolve. 
Projects have included booklets, animations, 
digital banners, leaflets, liveries and merchandise.
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BBC Children in Need

BBC’s Official Charity Since 1927

We currently support over 2,500 projects  
in the UK but we are still only able  
to fund £1 in every £6 requested.

We work tirelessly to provide support  
to vulnerable children and young people 
in the UK so that they feel: Safe, Happy 
and Secure, Have the chance to reach 
their potential

Since the Telethon 
started 30 years ago, 
we have raised over 

£650m

£2  
could get a child from  

a deprived area off  
the streets and into  

an after-school  
club session

Who we fund

2.3million
unique visitors to 
bbc.co.uk/pudsey

The Campaign

94,000+
iPlayer 

viewings

817,676
Facebook fans, the 
biggest Facebook 

fan base of any  
UK charity

109,069
Twitter 

followers

2.3million
unique visitors to 
bbc.co.uk/pudsey

The Campaign

94,000+
iPlayer 

viewings

817,676
Facebook fans, the 
biggest Facebook 

fan base of any  
UK charity

109,069
Twitter 

followers

BBC Children in Need 
Changing the lives of children  
across the UK

.

bbc.co.uk/pudsey
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The BBC Children in Need Appeal is a company limited by guarantee, under company number: 04723022 and a charity registered with  

the Charity Commission for England and Wales under number: 802052 and the Office of the Scottish Charity Regulator under number: SC039557 

whose registered office is Media Village, 201 Wood Lane, London W12 7TS.

BBC Media Village  
201 Wood Lane 
London W12 7TS

+44 (0)345 609 0015 
bbc.co.uk/pudsey 

Keep in touch 
  facebook.com/ 
officialpudsey 
@BBCCiN 
YouTube.com/BBCCiN 
Pinterest.com/BBCCiN 
gplus.to/BBCCiN

The BBC Children in Need Appeal is a company limited by guarantee, under company number: 04723022 and a charity registered with the Charity 

Commission for England and Wales under number: 802052 and the Office of the Scottish Charity Regulator under number: SC039557 whose 

registered office is Media Village, 201 Wood Lane, London W12 7TS.

Keep in touch 
  facebook.com/ 
officialpudsey 
@BBCCiN 
YouTube.com/BBCCiN 
Pinterest.com/BBCCiN 
gplus.to/BBCCiN

BBC Children in Need 
BBC Media Village  
201 Wood Lane 
London W12 7TS

+44 (0)345 609 0015
bbc.co.uk/pudsey 

Reg. charity no. 802052 in England and Wales and SC039557 in Scotland.

Keep in touch 

  facebook.com/ 
officialpudsey 
@BBCCiN 
YouTube.com/BBCCiN 
Pinterest.com/BBCCiN 
gplus.to/BBCCiN

+44 (0)20 8008 3172 
sarah.martin@bbc.co.uk

bbc.co.uk/pudsey

BBC Media Village  
201 Wood Lane 
London W12 7TS

Sarah Martin 
Brand Marketing Executive

Presentations and stationery





External communications



Money Advice Service
The money advising company needed a brand refresh, and 
all comms to be brought in line in a smart, informative and 
consistent way. This involved creating developing new icons, 
infographics and photography style. The same requirements 
were developed for the Financial Capabilities product. Projects 
cover leaflets, booklets, annual reports and digital assets.



Brochures

Guidelines

External and internal comms

Money Advice  
Brand Guidelines

Version 1.0
September 2017

Logo Rules 10

Clear zones 
This is the area of uninterrupted 
space surrounding the logo into 
which no other graphic element 
can intrude. The minimum clear 
space is equivalent to the word 
‘the’ in our logo.

The only exception is the use 
of the secondary orientation on 
the website and Intranet where a 
smaller exclusion zone is allowed.

Logo size 
To ensure maximum impact, the 
logo should always be prominent. 
The name must be legible. The 
size of the logo will vary depending 
on the context in which it is used. 
Minimum sizes are indicated here.

See toolkit items for example  
logo sizes.

Guide sizes (stacked, portrait) 
A4 – 44mm
A5 – 30mm

Guide sizes (horizontal, portrait) 
A4 – 70mm
A5 – 55mm

Minimum size 
stacked – 20mm (w)

Minimum size  
horizontal – 40mm (w)

Introduction

Our brand

Logo

Overview 

Master logos 

Rules 

Matrix 

Partnerships & co-branding 

Don’ts

Colour

Typography

Hero graphic

Literature & grids

Photography

Iconography

Infographics

Application

Iconography Overview 41

Icons 
These help colleagues, customer 
partners, peers and stakeholders 
navigate communications. They are 
quick to understand and need no 
explanation.
Icons should never be used as 
decoration or on their own as 
infographics.  

If an icon becomes confusing or difficult 
to create, it shouldn’t be an icon.
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Set 6Set 1

+ =

Our remit
We were established in 2010 by the Financial 
Services Act to enhance people’s understanding 
and knowledge of fi nancial matters and of the UK 
fi nancial system, and improve their ability to manage 
their own fi nancial aff airs.

In 2012, through changes to the Financial Services 
Act, we were given responsibility for funding 
debt advice in the UK, and improving its quality, 
availability and consistency.

We are funded by the Financial Conduct Authority 
through levies it collects from the fi nancial services 
fi rms it regulates.

This remit is broad, and choices have to be made in 
implementing it. Our starting point for those choices 
has been understanding what help people in the UK 
need with their money.

What do people need?
We respond to three kinds of money needs: the 
need for help in an emergency; the need for help 
with an issue at a particular point in time; and the 
need for longer-term improvements in people’s 
fi nancial capability.

Nearly 8 million people in the UK are over-indebted, 
and for a signifi cant minority, their debts constitute 
a real emergency. These people need help to face 
up to the reality of their debts, to understand the 
options available to them, and to re-plan their 
money and spending.

Among the remainder of the adult population, on 
a daily basis people have money questions. They 
may need to ask fi nancial product questions (for 
example, which credit card is best for me?; which 
insurance will suit my needs?). Or they may be trying 
to strike the right balance between spending, saving 
and borrowing.

When planning for the future, we have 
always begun with our statutory remit. In 
forming our Corporate Strategy, we have 
then linked the remit to our knowledge of 
what people need, and what the market 
does (and does not) provide them. These 
have enabled us to identify the most 
important gaps we believe we should fi ll 
as an organisation.

Identifying a gap does not settle how the 
Money Advice Service should fi ll it. There has 
been much debate in recent years about the 
best operating model for a money guidance 
body. In the last part of this overview, we set 
out our views on that debate.

Progress against our 
Corporate Strategy
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Financial wellbeing is as much 
about habit and mindset as it 
is about making one-off  decisions.Mak-

ing the 
most 
of your 

Making the most of your 
moneySoluptur ibusaperi-
bus acernatis velicias estiant 
pore se volut quundition 
nonsed maio con raest, core 
non re derum es ut volupta

The Money Advice Service 00

Signposting 00

“ Financial wellbeing is as much 
about habit and mindset 
as it is about making one-
off  decisions. One of the 
most important outcomes 
is for every adult to build 
habits that lead to resilience 
– in the form of some money 
set aside, or some suitable 
insurance. These can help 
them withstand unexpected 
‘fi nancial shocks’, such as 
unemployment, having a 
baby, or their car or major 

Caroline Rookes, 
Chief Executive, Money Advice Service

The Money Advice Service 00

The Money Advice Service 00

 We interviewed more 
than 3,000 people 
across the UK to 
fi nd out how they 
managed money.

Based on what we learned, we divided the adult 
population of the UK into three main segments.

We identifi ed 11.6 million people as ‘struggling’. 
They have low incomes, are more likely to be 
out of work or live in social housing, and are 
more likely to get all or part of their income from 
benefi ts. They manage their money tightly day 
to day, but fi nd it hard to deal with unexpected 
expenses. So they are more likely to get into 
serious debt troubles when they experience 
fi nancial shocks – one quarter of this segment 
arealready over-indebted.

We identifi ed 12.7 million people as ‘squeezed’. 
These are typically working-age adults, and 
about half of them have families. Because around 
three-quarters of them live in private rented or 
mortgaged accommodation, fi nancial shocks can 
be very disruptive.

And because they have signifi cant spending, 
especially for their children, they are ‘just about 
managing’.1 They tend to be unengaged with 
money and fi nancial services, and over-use 
expensive short-term credit. We concluded that 
many of the people in this segment have at least 
some capacity, as well as the need, to build up 
savings to protect themselves.

1. There is considerable overlap between this segment 
and the families the Government and the Resolution 
Foundation have labelled ‘Just about managing’.

The Money Advice Service 00

Based on what we learned, we divided the adult 
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We identifi ed 12.7 million people as ‘squeezed’. 
These are typically working-age adults, and 
about half of them have families. Because around 
three-quarters of them live in private rented or 
mortgaged accommodation, fi nancial shocks can 
be very disruptive.

And because they have signifi cant spending, 
especially for their children, they are ‘just about 
managing’.1 They tend to be unengaged with 
money and fi nancial services, and over-use 
expensive short-term credit. We concluded that 
many of the people in this segment have at least 
some capacity, as well as the need, to build up 
savings to protect themselves.

Progress against our 
Corporate Strategy
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fi nancial shocks – one quarter of this segment 
arealready over-indebted.
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to day, but fi nd it hard to deal with unexpected 
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fi nancial shocks – one quarter of this segment 
arealready over-indebted.

We respond to three kinds
of money needs: the need
for help in an emergency;
the need for help with an
issue at a particular point
in time; and the need for
longer-term improvements
in people’s fi nancial 
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Caroline Rookes, 
Chief Executive, Money Advice Service

We respond to three kinds 
of money needs: the need 
for help in an emergency; 
the need for help with an 
issue at a particular point 
in time; and the need for 
longer-term improvements 
in people’s financial 

The Money Advice Service 00

Example 
In this brochure, set 1 and set 6 have 
been paired. Mixing two sets creates 
pace and variety, but does not 
become overly colourful or garish. 

Remember that set 1 is the only set  
that can be mixed with sets 2 to 7.
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Annual 
Report and 
Accounts 
2017/18

Company number 07172704

moneyadviceservice.org.uk

Pin this 
in your 
diaries
Thursday 3rd May 
Bloomsbury Bowling, WC1H 9EU 
From 5pm

Spaces are limited, so make  
sure you book your slot ASAP

Free printed guides

We produce a range of free printed guides 
covering key money topics such as:

n   mortgages

n   losing your job

n   Universal Credit and other benefits

n   pensions and retirement

n   credit unions

n   fee-free basic bank accounts

n   money management

n   bereavement

During 2017/18, we dispatched 756,429 free guides. We provided 
the artwork to our partners so that they could print and distribute 

the guides to their own customers. This was all in addition to the 
guides downloaded directly from our website.

In line with our Business Plan aims, we have conducted a thorough 
review of our printed guides this year. We want to find out whether the 

current range of material is appropriate to people’s needs and the level  
of demand. We will be implementing the findings of the review in 2018/19.

Delivering high-quality support 
through partners
Across the UK, many thousands of practitioners are 
delivering money support and money guidance. 
They are at the heart of efforts to improve levels of 
financial capability, and we aim to help them provide 
the best possible support for the people they serve. 

Listening to practitioners

In 2017/18 we brought together a consortium of 
organisations from across the financial capability 
community to understand their needs and the best 
ways to improve quality and consistency of support 
and guidance across the country. We also held in-
depth interviews, and a survey of practitioners was 
carried out by the Learning and Work Institute. 

We have reflected on the findings to develop a 
strategy and programme of work for 2018/19 and 
beyond. Our aim is to raise the status and profile 
of financial capability support and the quality and 
consistency of its delivery.

Improving training and guidance

Through the consortium, we are also identifying 
gaps in training and guidance and sharing the very 
best content available. Future work may include 
developing a resource portal so that organisations 
and practitioners can easily access materials and 
spread good practice.

During Financial Capability Week (see p16) we 
partnered with Citizens Advice’s Financial Capability 
Forums to run Talk Money workshops across 
England. Around 120 practitioners took part in 
sessions which focused on behaviour change 
techniques that practitioners can use to support 
clients' money management needs.

34 

Right place, right time
Regrettably, many people who need financial help 
don’t look for it. In November 2017, we published our 
research into this challenge: Right Place, Right Time 
– Helping people with their finances when they need 
it most. The research identifies the main reasons 
why so many people don’t make use of the help and 
support available. It explores how the reasons vary 
according to financial or life-events.

The main reasons people don’t seek 
help with their finances.

Did not seek help with the event 
they experienced

Sought help41%59%

12% 37% 10%

Did not think there was 
a financial decision to 

be made

Low perceived importance 
of the event  

(not seeing it as a big 
decision)

Thought they could 
manage the event 

themselves without any 
outside help or support

Confidence 
(confident can handle 

event, often because they have  
experienced the event before)

Thought they needed 
some help or support, 

but didn’t go on to 
seek any

Lack of awareness 
(don’t know whether help/

support exists, who/how to 
contact, and whether it will 

Lack of trust 
(concerns over the quality, 

relevance and impartiality of 
any support/help)

Low self-confidence 
(not confident will understand 

the help/support)

We will use the insights to develop, in partnership 
with others, new approaches that increase reach and 
remove barriers. 

In 2018/19, we will focus our efforts on the 10% 
of people who recognised that they needed help 
but did not go on to seek it. This includes around 
two million people in the financially squeezed and 
struggling segments (see p27). 

We carried out over 3,500 online surveys to explore the question: 
‘What do people think about getting help with their finances?’. The 
research has given us a rich database of information about working-
age people, the financial events they have recently experienced, 
and how they acted. We wanted to understand the points at which 
people disengage or are prevented from getting the financial help 
they needed. If someone didn’t seek help, what were the main 
reasons? If they did seek help, what were they looking for, and did 
they ultimately find it?

35
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External comms Event collateral

Building the movement

November 2016 saw the first Financial Capability 
Week. The week aims to raise the profile  
of financial capability with a wide audience  
of individuals and organisations, highlight  
evidence and good practice, celebrate success, 
and generate momentum. 

The week featured a series of events designed 
to raise awareness of the importance of financial 
capability and highlight the contributions a range 
of organisations are making. The events attracted 
wide attention across financial services, charity 
and third sector with more than 300 organisations 

taking part in various ways, and the social media 
‘Thunderclap’ at the start of the week fed into  
1.5 million Twitter feeds.

‘FinCap Week’ has now become an annual event 
with the 2017 programme – under the theme 
#TalkMoney – featuring events and activity by  
a range of organisations in all four nations of the 
UK. It provides a platform to discuss a wide range 
of financial capability topics, all aimed  
at encouraging people to talk about money at 
home, at work, and in the wider community. 

Financial Capability Strategy for the UK

14

Bringing people together

1514

Bringing people together

Central to the success of the Strategy 
is collective impact – working together 
to address the stubbornly low levels 
of financial capability in the UK. So it 
is critical that many different people 
and organisations collaborate to share 
experience and learning. 

In the two years since the launch of the 
Strategy, discussions, events and activities 
up and down the country have helped raise 
awareness of the importance of financial 
capability, and enabled organisations from 
all walks of life to share experiences, insights 
and best practice.

12

Financial Capability Strategy for the UK

Building shared objectives A focus on young adults

Steering Groups are now up and running,  
focussing on different issues, life stages and 
nations. These groups are made up of a range  
of highly motivated and passionate individuals,  
who are focussing on where their collaborative 
efforts can have real impact. Over 100 
organisations are represented, which is  
testament to the belief people have that  
together we can make a difference.

These groups are the real driving force behind  
the Strategy and have developed clear action  
plans to take forward, all of which can be  
found on the www.fincap.org.uk website  
by clicking on the relevant theme here  
(http://www.fincap.org.uk/themes). 

The Young Adults Steering Group focuses 
on people who are taking on full financial 
responsibility, with decisions being made  
for the first time that have serious and  
long-lasting consequences. 

So the group has established a 100 day ‘task  
and finish’ group to look at how financial capability 
can be built into apprenticeship programmes.  
This would help apprentices manage their  
money during this key transition period as well  
as help prevent them dropping out of the  
scheme they are in.

The project group is led by the Royal Bank 
of Scotland and has representatives from the 
Universities of Birmingham and Edinburgh; the 
National Association of Student Money Advisers; 
the National Youth Agency; the National Skills 
Academy for Financial Services; and the Money 
Advice Service. The group is developing  
a roadmap for raising awareness of the importance 
of financial capability and is focusing on bringing 
together key stakeholders who can champion 
financial capability within their own organisations’ 
apprenticeship schemes.

1312

Bringing people together

Financial Capability 
Strategy for the UK 
Two years on…

Signpost or URLNovember 2017

Guidelines

Financial Capability Strategy for the UK 
Brand Guidelines 
Version 1.0 September 2017  

Logo Co-branding

Co-branding 
When we are co-branding, we 
can use either the stacked or the 
horizontal logo. The version that 
matches most closely with the  
partner logo should be selected.

Separation line 
Both logos should be separated using 
a 100% stroke line. The stroke weight 
should be half the weight of the ‘i’ in 
financial – See figure 2.

Clear space 
Both logos need their space. Leave  
at least ‘x’ between each logo and  
the separation line – See figure 1.

Centre aligned

Baseline aligned

Figure 1 – Measuring x Figure 2 – Separation line
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B2B

Key search terms 
Working together • Collaboration •   
Co workers • Employees •  
Work place • Office workers • Office 
fun • Office talk • Work colleagues • 
Office life • Blue collar • White collar

Briefing photographers 
B2B imagery should always show 
interaction between more than 
one person, as we need to show 
‘collective’ in these images. Images 
should be captures of moments and 
must have a sense of movement. 
Eye contact with the camera isn’t 
necessary as the people in the images 
are conversing with others in their 
working environments. Backgrounds 
are simple if in focus,  
or blurred if busy. 
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44Colour Usage example

Colour usage 
Our communications must be at  
least 90% primary colour and  
10% secondary colour. 

But as all of our colour are vibrant, 
20% for secondary colours is a 
maximum.

In this example – only 5%  
are secondary colours.

A maximum of 5 colours should  
be used in one communication,  
not including black and white.
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Foreword
Andy Briscoe

This Strategy puts in place 
a framework for improving the 
fi nancial capability of people in the 
UK. A wide range of organisations are 
already involved in helping people 
to manage their money better – 
government bodies, commercial 
organisations, charitable foundations 
and the voluntary sector. All of whom 
do excellent work and can deliver 
real benefi ts for people.

Financial Capability Strategy

Yet levels of fi nancial capability across the UK 
remain frustratingly low – as the fi ndings of a new 
Money Advice Service survey make clear. While 
many people are taking control of their fi nances 
and putting something aside for a rainy day when 
they can, ther e are still far too many at risk of 
falling into serious fi nancial diffi  culties and failing 
to get the help they need if they do.

The result is that, for a great many people across 
the country, money is a constant source of worry 
and stress. This is a problem, fi rst and foremost, for 
the individuals concerned and for their families – 
but it also has wider implications for society and 
the econom y. Nobody should be prepared to 
stand by and allow this situation to continue.

Technology has already changed the way many 
people manage their money and this trend is 
likely to continue. The world is likely to be a very 
diff erent place in 10 years’ time and this Strategy 
will ensure that where advances in technology can 
be used to assist people to improve their fi nancial 
capability, they are.

The Strategy recognises that people have diff erent 
needs at diff erent stages in their lives – whether 
its helping children from an early age to develop 
the skills an d attitudes they will need to manage 
their fi nances in adult life; encouraging working-
age people to build their fi nancial resilience and 
plan for the future; or making sure older people 
make the best use of their money in retirement. 
The Strategy presented here is the result of 
active engagement from many individuals and 
organisations – and thanks are due to all of them. 
But the work is only just beginning.

Successful delivery of the Strategy will depend on 
eff ective co-ordination to 
ensure that we avoid duplication and fi ll gaps. 
Most importantly it will require a rigorous approach 
to evidence and evaluation, so that actions are 
informed by what we know works. It will depend 
on all those who have been involved this far, and 
a good many more, committing wholeheartedly 
to the aims a nd approach set out in the Strategy, 
and collaborating to deliver it. I anticipate 
active support from across Government, the 
fi nancial services industry, the third sector, local 
government and others.

I know that if we work together across all 
sectors of society w e will all be able to look 
back withpride at what we have achieved – a 
generation of people in our country whose lives 
have beentransformed through managing their 
money better.

Andy Briscoe 
Chair, Financial 

Capability Board
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Managing money well
Day to day

41%

23% of people either revolve 
around a credit card or use high 
cost short term credit

of adults do not know 
their current account 
balance within £50

impact, with a wide range of organisations 
involved in its delivery, there needs to be an 
eff ective delivery framework that is capable of 
co-ordinating these combined eff orts, and will 
monitor and evolve the action plans outlined in 
this Strategy. This delivery framework is shown in 
Appendix 3, and more detail can be found 
online here.

A number of Steering Groups are being 
established to guide the delivery of the diff erent 

aspects of the Strategy that apply to England 
and the rest of the UK. Groups have been 
established for:

∞  Children and Young People;

∞  Young Adults;

∞  Working-age People;

∞  Savings;

∞  Retirement Planning; and

Financial Capability Strategy
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Delivering the strategy

The Strategy is built around the concept 
of ‘collective impact’, a strong emphasis on 
evidence and evaluation, and a clear plan 
of what will happen.

Collective Imapct
As a minimum, collective impact involves a co-
ordinated approach to ensure that the resources 
devoted to building fi nancial capability are focused 
on interventions that are proven to work and will 
achieve a signifi cant impact in improving fi nancial 
capability. The Strategy has already put in place 
a suite of products and services to promote and 
support this.

In the long term this approach should deliver the 
transformational change that is needed and that 
the Strategy is designed 
to achieve. 

Since the Strategy is based on collective impact, 
with a wide range of organisations involved in its 
delivery, there needs to be an eff ective delivery 
framework that is capable of co-ordinating these 
combined eff orts, and will monitor and evolve the 
action plans outlined in this Strategy. This delivery 
framework is shown in Appendix 3, and more 
detail can be found online here.

A number of Steering Groups are being 
established to guide the delivery of the diff erent 
aspects of the Strategy that apply to England 
and the rest of the UK. Groups have been 
established for:

∞ Children and Young People;

∞ Young Adults;

∞  Working-age People;

∞  Savings;

∞ Retirement Planning; and

∞ Older People in Retirement.

There will be separate groups set up in Scotland, 
Wales and Northern Ireland.

The Debt Advice Steering Group (DASG) – already 
established by the Money Advice Service Board 
– will be the main mechanism for delivering the 
priorities of the Strategy relating to people with 
fi nancial diffi  culties. The Money Advice Service’s
Research and Evaluation Group (REG) will provide
expert advice and guidance in relation to the 
evidence and evaluation strand of the Strategy.
The Money Advice Service is considering the 
creation of an expert group to advise on fi nancial
technology (“fi ntech”) and how this can be 
harnessed to help achieve the aims of the Strategy.

The role of the Steering Groups 
The Steering Groups will provide guidance and 
recommendations to the entire sector on their 
specifi c theme. This will include analysis and 
insight of: evidence around what works; progress 
and evolution of the action plan; and prioritisation 
of activities and resources needed to maximise 
collective impact. The Steering Groups will be 
made up of organisations, from across all sectors, 
such as Government departments, regulators, 
research bodies, voluntary sector organisations, 
trade associations, consumer groups and fi nancial 
services fi rms.  

Many respondents to the consultation on the Draft 
Strategy raised questions about what should be 
done to help people in vulnerable circumstances. 
Responsibility for taking account of vulnerability 
will be formally incorporated into the Terms of 
Reference for each of the Steering Groups.

Financial Capability Strategy

The Strategy 
is built around 
the concept of 
collective impact –
a strong emphasis 
on evidence and 
evaluation, and 
a clear plan of 
what will happen.
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SanDisk
From print to digital material, there is a wide 
variation of projects for SanDisk. I have created 
several campaigns for UK, EAME and US, including 
back to school, gifting and product focused ads.  
The campaigns include ads, packaging, POS 
elements and online ads.



Pushing the boundaries  
of flash memory for video

To stay at the forefront in flash memory solutions,
SanDisk® is constantly innovating and improving its products –  
breaking new ground in speed, capacity and performance.

SanDisk Extreme® gets a V30 speed boost 

We’ve upgraded most of the Extreme range to Video Speed Class 30 (V30). 
The new Class rating makes it clear for your shoppers (V is for Video and 30 is 
the minimum speed rating) and allows for 4K UHD video capture1. The latest 
Video Speed Class is designed to optimise modern NAND memory technology 
for high resolution and high quality video recording. 

SanDisk Extreme microSD™ cards 

These market-leading microSD cards enable more fast action shooting in 
Full HD or 4K Ultra HD video1 with Android™ based smartphones or compact 
system cameras. We’ve recently upgraded the cards to 90/60 MB/s3 read/write 
speeds for even faster transfers and shooting and UHS Speed Class 3 (U3)2 and 
Class 10 video recording ratings to shoot stunning 4K Ultra HD video1.

SanDisk Extreme SD™ cards

Our Extreme SD cards offer the very 
best in professional quality photos 
as well as 4K and Full HD videos. 
We’ve now upgraded the range with 
read/write speeds up to an amazing 
300/260 MB/s6 for Extreme PRO 
UHS-II cards, with UHS Speed Class 3 
(U3)2 and Class 10 video recording 
ratings for the highest, professional 
standard photos and videos.

*  1GB=1,000,000,000 bytes. Actual user storage less. 
1  Compatible device required. Full HD (1920x1080) and 4K Ultra HD (3840 x 2160) support may vary based upon host device, file attributes and other factors.  

See www.sandisk.com/HD
2  UHS Speed Class 3 (U3) designates a performance option designed to support real-time video recording with UHS enabled host devices.
3  Up to 90MB/s read; up to 60MB/s write. Based on internal testing; performance may be lower depending upon host device interface, usage conditions and other factors. 

1MB=1,000,000 bytes. 

4  Up to 275MB/s read; up to 100MB/s write. Based on internal testing; performance may be lower depending upon host device interface, usage conditions and other 
factors. 1MB=1,000,000 bytes. 

5  Up to 95 MB/s read speed. Write speed up to 90 MB/s. Based on internal testing; performance may be lower depending on host device. 1MB=1,000,000 bytes. 
6  Up to 300 MB/s (1867X) read speed. Write speed up to 260 MB/s (1667X). Based on internal testing; performance will vary based on host device. Full performance 

requires UHS-II host. 1MB = 1,000,000 bytes. X=150 KB/s. 
7  Up to 90MB/s read; up to 40MB/s write. Based on internal testing; performance may be lower depending upon host device interface, usage conditions and other factors. 

1MB=1,000,000 bytes.

Product Name Capacity*
New Read  
Speed

New Write  
Speed

New Video  
Rating

SanDisk Extreme PRO® UHS-II  
microSDHC™/microSDXC™

64GB
Up to 275MB/s4 Up to 100MB/s4 U3

128GB

SanDisk Extreme PRO® UHS-I  
microSDHC™/microSDXC™

32GB
Up to 95MB/s5 Up to 90MB/s5 U3, V30

64GB

SanDisk Extreme® PLUS  
microSDHC™/microSDXC™

32GB

Up to 95MB/s5 Up to 90MB/s5 U3, V3064GB

128GB

SanDisk Extreme®  
microSDHC™/microSDXC™

32GB

Up to 90MB/s3 Up to 60MB/s3 U3, V3064GB

128GB

Product Name Capacity*
New Read  
Speed

New Write  
Speed

New Video  
Rating

SanDisk Extreme PRO® UHS-II 
SDHC™/SDXC™

32GB

Up to 300MB/s6 Up to 260MB/s6 U3, C1064GB

128GB

SanDisk Extreme PRO® UHS-I 
SDHC™/SDXC™

32GB

Up to 95MB/s5 Up to 90MB/s5 U3, C10, V30

64GB

128GB

256GB

512GB

SanDisk Extreme® PLUS SDHC™/ 
SDXC™

32GB
Up to 90MB/s3 Up to 60MB/s3 U3, C10, V30

64GB

SanDisk Extreme® SDHC™/SDXC™

32GB
Up to 90MB/s7 Up to 40MB/s7 U3, C10, V30

64GB

128GB
Up to 90MB/s3 Up to 60MB/s3 U3, C10, V30

256GB

Fast just got faster
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Iron Heart kit list

•   Canon EOS C100 Mark II DSLR with SanDisk
Extreme PRO® SDXC™ UHS-I cards

•  Canon EOS 7D Mark II DSLR with SanDisk Extreme PRO 
CompactFlash® cards and SanDisk Extreme PRO SDXC
UHS-I cards, plus Atomos Ninja Star and Atomos Ninja 2
external recorders with SanDisk Extreme PRO CFast™
2.0 cards and SanDisk Extreme PRO SSDs

•  Canon Powershot G7 X camera with SanDisk
Extreme PRO SDXC UHS-I cards

•  Canon XC10 with SanDisk Extreme PRO CFast 2.0 cards

•  GoPro® HERO4 Black Edition camera with 
SanDisk Extreme® microSDXC UHS-I cards

•  Canon EOS 5D Mark III DSLR with 
SanDisk Extreme PRO CompactFlash cards and
SanDisk Extreme PRO SDXC UHS-I cards

•  DJI™ Inspire drone with SanDisk Extreme microSDXC
UHS-I cards

Elmar Sprink
Iron Heart

On 11th July 2010, life changed dramatically for Elmar Sprink. 
During a long distance race, he suddenly felt nauseous and so 
reluctantly he pulled out. Returning home later that day, his  
wife Karin discovered Elmar on the floor, so she immediately  
called a neighbour and they waited for an ambulance.  
Elmar was diagnosed with suspected myocarditis, where  
the heart muscle is inflamed due to a virus, which can cause  
life-threatening heart failure.

Elmar was allowed home after just a few days, but he was 
required to return for monthly tests to find the cause of his 
cardiac arrest. However, his heart worsened and, in 
September 2011, for his safety he had a defibrillator 
implanted. This continued weakening of his heart affected 
his other organs, and, whilst having his gallbladder 
removed, surgeons discovered his heart was only pumping 
at 15% of normal function.

Elmar was consigned to bed rest until a heart transplant 
could be performed. In Cologne, there is an average 
500-day wait for a suitable heart donor and on 28th 
February 2012, Elmar’s health took a turn for the worse. 
Connected to an external heart and lung machine, Elmar 
could barely turn himself over let alone sit up by himself. 
Other than visits, his only way of keeping in touch with the 
world was via his smartphone and computer.

© Ralf Juergens

Finally, on 9th June 2012, Elmar and Karin received 
some outstanding news; a suitable heart donor had 
been found. After surgery, Elmar Sprink felt like a  
new person. One month later, he was allowed to  
leave the hospital bed that had been his home for  
over seven months.

Elmar subsequently decided to photograph the world 
he had previously taken for granted. However, life had 
changed for him and his driving-intensive job was no 
longer feasible. Elmar was put on long-term sick leave, 
whereby he had to take medicine daily to prevent his 
body from rejecting his new heart, as well as having  
to check and transmit his vital stats to doctors via an  
app. But he also set about regaining his strength  
and fitness, retraining his body to sit up, then to  
walk short distances. 

On 29th December, for the first time since 4th July 
2010, Elmar laced up his running shoes. He managed to 
jog a short distance and this spurred him on to more 
and more sporting achievements. In 2013, nine months 
after his transplant, Elmar successfully took part in his 
first 10K run. From there, Elmar took part in a triathlon, 
the 90K IRONMAN® and a half-marathon.

He didn’t stop there, and continues to take part in long-
distance running events around the world.

The story of Elmar’s health triumph has gained 
significant media attention, particularly in his home 
country, Germany. As a regular athlete and competitor 
in transplant patient events, he has sponsorship from a 
number of large brands, including SanDisk®. Interest in 
his amazing journey has now developed to the point 
where Phil Coates and David Newton, from the SanDisk 
Extreme® Team, are shooting a biopic, following Elmar 
all around European events. The documentary-style 
shoot was unique as Phil and David are using full 
sensor cameras, such as the Canon EOS C100 Mark II 
and Canon EOS 7D Mark II, rather than the traditional 
Canon XF205.

In the meantime, knowing the average life expectancy 
of a donor heart is ten to fifteen years, Elmar takes 
nothing for granted and aims to remain fit and healthy, 
whilst encouraging more organ donor sign-ups.

Organspende  
rettet Leben!

elmarsprink.de

Elmar Sprink
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Increase your  
online sales  
by 320%*
That’s right. Our range of digital and mobile 
assets are driving significant growth for our 
online partners. Including an amazing 320% 
increase for a Turkish e-tailer! They’re perfect 
for desktop, mobile and tablets – take a look 
at what’s available…

Static banners

Available for a wide range of SanDisk® products, 
just place these on your site to drive traffic to 
SanDisk product pages. They’re particularly good  
at prompting attached and impulse sales.

HTML5 banners

These animated banners not only attract attention 
but also provide more info on more complex 
products. They’re available for specific SanDisk 
products and are great at increasing basket spend.

Infographics 

A fun, informative and easy-to-digest way to get 
across product information and key benefits to 
help close the sale. 

eCRM templates

Our punchy email templates are a great way to keep
shoppers up-to-speed on the latest SanDisk products
and prompt attachment sales opportunities for previous
purchases (e.g. SanDisk mobile storage solutions for
iPhone or Android owners).

Microsites

Our ready-made mobile-responsive microsites, which
you can host or easily plug directly into your e-commerce
platform, provide a richer user experience. Bringing our
products’ features and benefits to life, they are tailored
to help your customers make a well-informed purchase.

PowerPages

Looking to improve product page conversions?
Our PowerPages are made up of rich SanDisk-
branded content your shoppers can trust. Designed
to enhance relevancy and accuracy, we can syndicate
the most up-to-date data directly into your product
pages. Alternatively, you can pick and choose what
content to download, as our PowerPages are modular
making them easy to integrate into your existing
e-commerce platform.

One-stop shop for all your marketing needs

Our Marketing Studio is your one-stop shop for all your
marketing needs. Download product information, images,
toolkits and PowerPages and you can begin driving upsell
of the latest flash memory products. Register today to
take advantage: https://studio.sandisk.com

For more information please contact your local SanDisk
representative.

* SanDisk EMEA retailer

Category Management

38 39
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Best-in-class Category 
Management solutions  
to increase your  
Return-on-Space
page 38

Mobile Storage Solutions –  
a new category developed  
to capture the mobile  
storage opportunity
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Staying on 
the cutting 
edge of
Extreme
Time moves quickly in the technology world. 
But once again SanDisk Extreme® is ahead 
of the game. Hot on the heels of our hugely 
successful ‘Upgrade to Extreme’ campaign 
comes our latest 4K suite of assets giving you 
the best tools to drive basket spend.

1  Full HD (1920x1080) and 4k Ultra HD (3840x2160) video support may vary based upon host device, file attributes and other factors. See www.sandisk.com/HD

From 4K hype to 4K demand

The hype around 4K over the past couple of years 
was marred with scepticism over high prices and 
available 4K content. Now the initial buzz has quelled, 
prices have begun to drop, more content is becoming 
available on TV and streaming services, and 
4K-enabled devices – such as cameras, smartphones 
and tablets – are starting to rise in popularity. 

The perfect opportunity to drive upsell

The rise of 4K-enabled devices has created an 
excellent retail opportunity to upsell to high speed, 
high capacity memory cards. Our latest suite of 
assets help your customers understand the benefits 
of high performance memory for high-end devices 
ensuring they get the product they need and you 
benefit from the increased basket spend. 

Upgrade to Extreme 

The refreshed ‘Upgrade to Extreme’ campaign shows 
you which cards are right for which 4K-enabled 
devices. For example, SanDisk Extreme mobile 
memory cards are a perfect fit for smartphones, 
tablets and action cameras, while the SanDisk 
Extreme imaging memory cards work best for 
high-end DSLR cameras. Both capture high quality, 
stutter-free 4K Ultra HD and Full HD video recording1, 
even in extreme conditions.

Upsell your Android™ customers 

SanDisk Extreme microSD™ cards have been 
developed for the latest Android smartphones, 
tablets and compact system cameras. Now, with 
UHS Speed Class 3 (U3) and Class 10 video recording 
ratings, SanDisk Extreme microSDHC™ and 
microSDXC™ UHS-I cards give your Android 
customers the speed and capacity to capture 
video that comes to life on Full HD and 4K Ultra HD 
video screens.

All the Point of Sale (POS) support  
you need to close the sale 

With our suite of Upgrade to Extreme POS assets  
you won’t miss out on a sale if you’re not at the 
fixture. Our POS comes in a variety of different 
formats to suit different locations, so you can  
upsell at the fixture or capture an impulse  
purchase opportunity at the check-out.

For more details on these and our online assets, 
please contact your local SanDisk® representative.

Imaging Tent Card

Action Cam 2 Cell CDU

Imaging Wobbler

Imaging MPU Web Banner

Upgrade to Extreme
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Boost your
action category

Powering  
the memory  
in drones

The worldwide action camera market is forecast to
increase by 22% year-on-year up to 20191 with GoPro® at the
forefront of this growth. This provides a huge opportunity 
for associated accessory sales but often shoppers worry 
about the compatibility of accessories. 

At SanDisk®, we’re proud to be one of the first memory 
companies to be verified as an approved GoPro accessory 
manufacturer and able to feature the ‘Works 
with GoPro’ logo on packaging and POS. 

Drones offer a completely new perspective on video 
capture, a perspective previously out of reach for the 
mass market. However, with drones becoming more 
affordable and with well-known consumer brands 
likely to be releasing drones in the near future, there’s 
no better time to ensure you’ve got the right memory, 
POS and fixtures in place.

What is ‘Works with GoPro’ verification?

GoPro launched the ‘Works with GoPro’ programme 
to give shoppers the reassurance on which 
accessories work best with GoPro cameras – similar  
to Apple’s ‘Made for iPhone/iPad’. The products that 
pass the ‘Works with GoPro’ verification have the 
option to feature a ‘Works with GoPro’ logo so 
shoppers can easily identify compatible products.

Bundling opportunities for retailers

SanDisk Extreme® cards can capture fast-action 
photos, shoot in continuous burst mode and record 
4K UHD video2 – making them ideal for GoPro 
cameras. What’s more, the cards have now been 
verified as ‘Works with GoPro’ and have been 
included in their official planogram, which gets 
sent out to GoPro’s stockists.  

These cards are recommended for the latest Hero 
GoPro cameras – the Hero4 Silver, the Hero4 Black, 
and the Hero Session™ – offering excellent bundling 
and upsell opportunities. And, with a 60% year-on-
year rise in sales of drones expected in 20163, 
alongside 4K Ultra HD video driving larger file sizes, 
there is yet another strong argument for you to range 
Extreme products next to action cameras and drones.

1  http://www.researchandmarkets.com/reports/2890963/global-action-camera-market-2015-2019. 
2  Compatible device required. Full HD (1920x1080) and 4K Ultra HD (3840 x 2160) video support 

may vary based upon host device, file attributes and other factors. See www.sandisk.com/HD
3  Source: Internet Trends 2015, KPCB estimates.

*  1GB=1,000,000,000 bytes. Actual user storage less. 
1  UHS Speed Class 3 designates a performance option designed to support 4K Ultra HD video recording 

with UHS-I enabled host devices. 
2  Compatible device required. Full HD (1920x1080) and 4K Ultra HD (3840 x 2160) video support may 

vary based upon host device, file attributes, and other factors. See: www.sandisk.com/HD.

Making drones more Extreme

Drones need memory. And to reach their full capabilities, they 
demand high levels of speed and performance. SanDisk Extreme 
PRO® microSDXC™ UHS-II cards deliver nearly 3x the speed of 
current cards, up to 64GB* of memory and Class 10 and UHS Speed 
Class 3 (U3)1 ratings to shoot stunning Full HD and 4K UHD videos2 
from up high.

What’s more, SanDisk Extreme PRO® microSD™ cards are built for 
extreme conditions and can withstand heavy impact – making them 
ideal for extreme photography, action cams and drones. What’s 
more, the in-pack card reader, when combined with the fastest 
transfer speeds available, makes it quick and convenient to offload 
4K UHD video quickly to laptops, TVs and computers.

It’s easy to bundle and upsell Extreme microSD cards

Seasonal events are a fantastic opportunity to bundle Extreme 
microSD cards with drones, action cameras, high-performance 
cameras and smartphones. SanDisk has already done the hard work 
by creating a range of consistent in-store materials to attach or 
position alongside relevant host categories.

Works with GoPro Drone memory solutions
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Hi-speed sharing,
all wrapped up

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Vivamus at dolor odio. Aliquam justo purus, 
hendrerit et malesuada sit amet, consectetur non quam. Ut sit amet consequat tellus. Nunc vitae eleifend 
quam. Sed malesuada, orci et ullamcorper laoreet, nisi est vehicula leo, a placerat lorem enim in tellus. In 
cursus auctor purus vitae viverra. Aenean quis lorem dictum, congue quam mollis, elementum orci. 
Pellentesque sed turpis at eros sagittis ultrices. Vivamus dapibus nibh ut ultricies fermentum. Phasellus 
tempor dui in justo commodo fermentum. Donec ac semper diam, gravida mollis leo. Phasellus imperdiet 
convallis metus, in varius nisi convallis eu. Aenean imperdiet nulla vel eleifend eleifend. Sed consectetur, 
orci ut consectetur efficitur, urna quam tempus enim, id blandit arcu quam a risus.

Earn Tesco Clubcard Points  
with every purchase of a high 
performance SanDisk product

Earn  
points

48 Charlotte Street, London W1T 2NS

+44 (0)203 178 39955

www.smp.uk.com

UKS1000484_Tesco_UpSell_Christmas_A5_B_VIS_v1

SanDisk

A5 - 148mm (w) x 210mm (h)

Kyle Mark A100%

Tesco Celtic Manor Christmas up-sell card A5 insert
1

spot 1 spot 2 spot 3 spot 4

The SanDisk Extreme PRO® USB 3.0 Flash Drive delivers high-speed  
file transfer, offering a generous 128GB* of storage. Its sleek  

and sophisticated design makes it the perfect gift for professionals  
who demand style and performance this holiday season.

* 1GB=1,000,000,000 bytes. Actual user storage less.

© 2016 Western Digital Corporation or its affiliates. All rights reserved. SanDisk, the SanDisk logo and SanDisk Extreme PRO are trademarks of Western Digital Corporation, registered 
in the U.S. and other countries. All other trademarks are the property of their respective owners.

48 Charlotte Street, London W1T 2NS

+44 (0)203 178 39955
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SAN1000480 Gifting Laptop A4 B VIS V1

Client

A4 - 210mm (w) x 297mm (h)

Jack Mark A100%

Gifting Laptop
1
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Pros Trust 
SanDisk® 
to deliver their  
content around  
the world

To perform at their peak day-in day-out, pro gaming 
content creators need technology that does the same. 
With pro-level speeds up to 550MB/s*, SanDisk SSDs 
deliver the enhanced performance that pros need to 
work hard and play faster. 

“ SanDisk allows me to work 
faster, which is critical 
when covering news.”

SÉBASTIEN “ALPHACAST” FEREZ 
PRO GAMING CONTENT  
CREATOR

*Based on internal testing; performance may be lower depending on drive capacity, host device, OS and application. 1MB=1,000,000 bytes.

© 2016 Western Digital Corporation or its affiliates. All rights reserved. SanDisk, SanDisk Ultra and SanDisk Extreme Pro are trademarks of Western Digital Corporation or its affiliates, registered in the 
United States and other countries. All other trademarks are used for identification purposes only and may be the property of their respective owners.

48 Charlotte Street, London W1T 2NS

+44 (0)203 178 39955

www.smp.uk.com

SAN1000424 Pros Trust SanDisk A4 Ads 210x29 UK AW V2

SanDisk

A4 - 210mm (w) x 297mm (h) 3mm bleed

James Pascal/Mark/Angelika/Ash100%

Pros Trust ads
2
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TIDAL is a global music and entertainment platform  
that brings artists and fans together through unique  
on-demand music and content experiences.

Subscribers to TIDAL can enjoy exclusively curated 
content from the world’s top musicians, athletes  
and entertainers, as well as providing fans with  
the opportunity to discover new, up-and-coming 
independent artists. 

Founded by Jay-Z, Kanye West, Madonna and Coldplay, 
the service offers an extensive catalog of 40 million  
high fidelity, lossless sound quality songs and 130,000 
high resolution videos, all expertly curated for  
seamless listening across Apple and Android™  
devices and computers.

WHAT IS TIDAL?

3-month 
FREE TIDAL 
membership 

worth $59.97*

48 Charlotte Street, London W1T 2NS

+44 (0)203 178 39955

www.smp.uk.com

CRP1000273_Tidal_SellIn_A4_C_VIS_v1

SanDisk

A4 - 210mm (w) x 297mm (h)

Tash Mark A100%

Tidal Sell-in sheet C
1
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Exhibition Digital product power page

Various campaign creatives



Andrex
For consecutive years, I’ve created the collateral for 
the annual Andrex campaign, including the most 
recent ‘Feel as clean as’ campaign. Along with the 
look and feel, I developed a series of icons, to work 
with the assets on printed and digital media.



As clean as icons
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Web banners

Leaflets

Posters POS assets

*vs. Andrex® Classic White 
‰Registered Trademark of Kimberly-Clark Worldwide Inc. ©KCWW

ANX16_016 Waitrose Puppy Promo A5 External Leaflet REP V1

Andrex

A5

Mark M Ash/MarkC100%

A5 External Leaflet AW
1

spot 1 spot 2 spot 3 spot 4

Registered Trademark of Kimberly-Clark Worldwide Inc. ©KCWW

Aisle fins, stripping and barkers



Kleenex
Kleenex has a annual campaign to help boost sales 
and stand out from competitors. I was responsible for 
creating the key visuals for the most recent one. The 
project includes posters, leaflets and web banners.



Campaign posters, key visuals and shippers

someone needs one

®Registered Trademark of Kimberly-Clark Worldwide Inc. ©KCWW
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Kleenex icon 6 sheet 
Christmas
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Fitbit
Projects for the fitness tracker brand include both printed 
and digital briefs. From creating printed assets for Mothers 
Day to creating Cinema4D conceptual ideas for point  
of purchase fixtures.

Give them the gift  
that keeps on giving

With Alta HR & Charge 2 Trackers  
and Smartwatches like Blaze and the NEW Ionic,  
Fitbit has a gift for everyone this Christmas

spot 4spot 3spot 2spot 1

1

purchased: no      yes

Image 1:
Image 2:

Image 5:
Image 6:

Image 3:
Image 4:

FIT000048_Christmas_StrutCard_A5_A_VIS_.v5Fitbit

Tasha MarkA/Bo

100%

Christmas A5 strut card
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######################################################## ############################
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Get your summer
off to a flying start 

Fitbit’s heart rate tracking and sleep stage analysis
helps you achieve the perfect balance this summer

48 Charlotte Street, London W1T 2NS

+44 (0)203 178 39955

www.smp.uk.com

FIT0000045_SummerMoments_A5Strut_VIS_D_v2

Fitbit

A5 - 148mm (w) x 210mm (h)

Tash Bo100%

Summer Strut Card
2
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Heart rate monitor

Sleep tracker

Introducing the new health & fitness  
smartwatch that’s also your personal trainer

Dynamic personal workouts

Built in GPS

Stores & plays music

Water resistant up to 50 metres

Continuous heart rate

Apps for weather, sports & more

Tracks light, deep & REM sleep

spot 4spot 3spot 2spot 1
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FIT000046_Higgs_StrutCard_A5_B_VIS_v7Fitbit

Emma/Tash MarkA
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Higgs A5 strut card
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Alzhiemer’s Society
The charity has a varied range of campaigns, of which 
I’ve been responsible for designing and artworking a wide 
range of creative, including fundraising guides, creating mini 
identities, various booklets, marketing materials and online 
digital banners.



Web banners

Collateral - Donation form, 
sponsorship form, invite  
and donation pyramid

Alzheimer’s Society is a registered Charity No. 296645

Insurance United Against Dementia  
invite you to find out how one of the oldest 
industries in the world is joining forces with 
Alzheimer’s Society to tackle the leading cause 
of death in England and Wales: Dementia.

Thursday 21 September 2017

6pm – 8pm

Crawford & Company 
70 Mark Lane,  
London, EC3R 7NQ 

Drinks and canapés  
Business attire

RSVP to specialevents@alzheimers.org.uk 
or 0207 423 7376



Alzheimer’s Society operates in England, Wales  
and Northern Ireland. Registered charity no. 296645

Elf Advent

Bring together 24 office elves to take part in our festive Advent game.
1)  Get everyone to write their name against a date on this calendar  

and make a donation to Alzheimer’s Society (suggested £2).

2)  Write out the numbers 1-24 on separate bits of paper and put  
them in an elf hat.

3)  On each day of Advent, pick out a number. The person whose  
number is pulled out is out of the game.

4)  The lucky winner will be the person with the last number in the hat on  
the 24 December. Source a prize and spread some Christmas cheer!
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6
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8
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3
Name

16
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17
Name

21

1)    Write your name and your guess and make a donation to Alzheimer’s Society (suggested £2).
2)    Draw the winner at random and supply an elftastic prize!
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Guess the name of the Elf

Alzheimer’s Society operates in England, Wales and Northern Ireland. Registered charity no. 296645

Think Elf Day is just about  
fancy dress? Think again.
Why not put your baking skills to  
the test and enjoy some festive treats. 
Get practicing now with our  
delicious mince pie recipe.

alzheimers.org.uk/elfday

Alzheimer’s Society operates in England,  
Wales and Northern Ireland. 
Registered charity no. 296645

Alzheimer’s Society 
operates in England, 
Wales and Northern 
Ireland. Registered 
charity no. 296645

The sun might be out, but our elves  
don’t take a holiday...

Get ready to find your inner elf and raise vital  
funds to beat dementia. 

Friday 7 December 2018

Find out more and register your interest  
at alzheimers.org.uk/elfday

Save the date
Elf Day is coming

Join my Elf Day and get ready  
to unleash your inner Elf
What:

When:

Where:

Contact:

Can’t join me? You can still make a Christmas  
gift to Alzheimer’s Society by visiting  
secure.alzheimers.org.uk/elf-day

Calling  
all elves.

Alzheimer’s Society operates in England, 
Wales and Northern Ireland. Registered 
charity no. 296645

Alzheimer’s Society operates in England, Wales  
and Northern Ireland. Registered charity no. 296645

Subject: PSHE/Social Action in the community 

Topic: Dementia and the community

Lesson title: Memories with Grandma Elf

Level: Key Stage 1-2 Duration: 90-120 minutes

Activity pack: Available at alzheimers.org.uk/elfschools

Lesson Objective:

Activities in this Elf Day activity plan will help young people understand:

¡  How dementia affects someone’s ability to do day-to-day tasks

¡  The five key messages about Dementia Friends

Learning outcomes:

¡  Young elves will become Dementia Friends. Free badges will be available for each young person  
on completion of the lesson plan. 

¡  Young elves will commit to an ‘Elf-less act’ with their community

¡  Young elves will understand:

¡  The types of difficulties people with dementia may experience

¡  Ways in which they can support someone living with dementia

Summary of task/actions:

Activity 1: 15 minutes What do you already know about dementia?

This activity will introduce the word ‘dementia’ and the character of ‘Grandma Elf’. It will also establish  
a baseline of learning for the lesson.

Activity 2: 10 minutes Play the ‘Memories with Grandma’ animation

Play the animation video to the class/group. Showing the story of ‘Memories was Grandma’.  
This animation was voiced by Diane, a person living with dementia.

Elf Day activity plan

Stick a
photo of

your boss
here

Elf the boss
Donate to help reach the target 
and see the boss dress as an elf!

Colour the candy cane as you reach your target

JustGiving page

Alzheimer’s Society operates in England, Wales  
and Northern Ireland. Registered charity no. 296645

£

£

£

£

£

£

£

£

£

£

Target:

Alzheimer’s Society operates in 
England, Wales and Northern Ireland. 
Registered charity no. 296645

Bunting sheet Cut out the triangular shapes along the dotted lines. Use a hole-punch to cut out 
 two small circles at the top of each flag. Thread the shapes onto a piece of string.

Elf Day campaign



12 

¡  Start a volunteer fundraising group in your 
workplace and recruit 12 members – talk 
to your Community Fundraiser for more 
information.

¡  Ask your team to volunteer at 12 different 
Alzheimer’s Society fundraising events 
throughout the year.

¡  Get 12 colleagues to sign a petition or join a 
campaign against dementia – find out more 
at alzheimers.org.uk/campaigns

365 
¡  Encourage friends and family to 

follow your lead and start a Year to 
Remember for Alzheimer’s Society

¡  Carry out a personal Dementia 
Friends action each day, for 
example, be more patient when  
out in my community. Every  
action counts.

¡  Join Dementia Research to be 
matched to studies taking place 
in your area. Research can help 
people living with the condition 
now, as well as helping to prevent 
people from developing dementia 
in the future. People with and 
without a diagnosis of dementia 
are able to register. Sign up at 
joindementiaresearch.nihr.ac.uk

52
¡  Volunteer 52 hours of your time with our new  

side by side service, helping someone with 
dementia in your local area to get out and about 
and do the things they love. Encourage your 
colleagues to volunteer too. Find out more  
at alzheimers.org.uk/sidebyside

¡  Become a Dementia Friends Champion and 
train up 52 colleagues or contacts to become 
Dementia Friends – dementiafriends.org.uk

Take actionBuild awareness 

12 

¡  Make your company more dementia-friendly 
and get 12 other local businesses on board 
too. Download our guide at alzheimers.org.
uk/get-support/publications-factsheets/
creating-dementia-friendly-workplace 

¡  Organise 12 talks about dementia and 
the work of Alzheimer’s Society in your 
workplace or community, so that people  
can learn more about the condition.

¡  Tell 12 business contacts, friends  
or family about the 5 things you need  
to know about dementia. 

5 things you need to know about dementia
1. Dementia is not a natural part of ageing

2. Dementia is caused by diseases of the brain

3. It’s not just about losing your memory

4. People can still live well with dementia

5. Alzheimer’s Society is here for anyone 
affected by dementia

365 
¡  Purchase and pledge to wear  

a forgot-me-not pin for  
365 days and use it as  
a conversation starter.  
shop.alzheimers.org.uk

¡  Set up an awareness stall or table 
at work. This doesn’t need to be 
manned, just keep it stocked with 
leaflets and have the contacts 
details for Alzheimer’s Society 
available so that people can  
get in touch. 

52
¡  Commit to sharing Alzheimer’s 

Society’s social media posts and/
or pages once a week to raise 
awareness – and ask colleagues 
to do the same.

¡  Volunteer 52 hours throughout 
the year to run a local Alzheimer’s 
Society information desk.

76

Centres of Excellence:  
transforming lives today

People have told us time and again that dementia care in the UK is inadequate 
and fragmented. Too often it’s left to the 670,000+ family carers to pick up the 
pieces – many of whom are forced to give up work to look after their loved ones. 
We urgently need to find solutions.

Underfunding is part of the problem. 
But we also need to be clearer about 
what good dementia care looks like. 
And we must do more to ensure this 
understanding is applied by those 
designing and delivering care – 
reducing the burden on family carers, 
and enabling more people to live well 
with dementia.

Alzheimer’s Society is the only UK 
charity investing in research to improve 
care for people living with dementia 

today, as well as finding a cure for 
tomorrow. By supporting our three 
Centres of Excellence as an IUAD 
Partner you’ll be part of our biggest 
investment in care research to date. 
Thanks to you, our researchers will  
build knowledge of good practice, 
alongside people living with dementia 
and local stakeholders, in order to 
vastly improve the wellbeing and 
independence of everyone affected  
by this terrible condition.

‘  It’s vitally important that people with 
dementia are able to live as well as possible.’

  Professor Linda Clare 
Alzheimer’s Society Centre of Excellence 
University of Exeter

‘  It took five years for my husband Antony to get a 
diagnosis. The whole process was appalling. I knew 
for years that something was wrong but no-one would 
listen to me.

  At one point someone even told me that all we needed 
was marriage counselling. When we finally got the 
diagnosis I felt vindicated, but also devastated. 
Dementia really is the most challenging condition. 
It’s so tiring and isolating. With loneliness and friends 
turning their back it’s unimaginably tough. Above all, 
watching him deteriorate, the man I absolutely adore, 
has been completely heart-breaking.’

  Liz’s husband Antony was diagnosed with 
frontotemporal dementia in 2012. Antony now lives in 
a care home.

1110

Alzheimer’s Society:
Our story so far 

Thanks to this collective effort, people now have help and hope,  
and we have belief:

 ■ that it is possible for everyone to live well with dementia 
 ■ that a fairer deal for people affected by dementia is on its way 
 ■ that by uniting, we will find a cure

In the years to come, we will be working harder than ever to make 
these beliefs a reality. 

But today, as we look forward to our 40th anniversary in 2019, we’d 
like to extend our thanks to everyone who has supported us over the 
last four decades.

Thank you for uniting with us – and thank you for bringing us  
closer to a world without dementia.

In 1979, Alzheimer’s Society was formed by a small group of 
passionate volunteers. They were united by their experience of 
caring for people living with dementia – driven by the shared 
realisation that there was no help and no hope for those affected.

Since then, the Society has been 
instrumental in bringing dementia 
out of the shadows. True to the 
spirit of our founders, this has 
only been possible through the 
determination of those whose 
lives have been touched by the 
condition – including many tens 
of thousands of volunteers, 
campaigners and fundraisers. 
Thanks to them, plus our millions 
of Dementia Friends, we’re now 
supporting more people than 
ever, and making real strides 
towards a genuinely dementia-
friendly society. 

The wisdom of people affected 
by dementia – in the form of our 
Research Network Volunteers –  
has also pushed dementia up 
the research agenda. Alzheimer’s 
Society attracts brilliant 
scientists to our cause, investing 
in pioneering studies to defeat 
dementia sooner and insisting 
that research is also used to 
improve the lives of people living 
with dementia today.  

Manchester Cathedral, Manchester      54     Carols at Christmas

Year to 
Remember
Your fundraising  
and activity pack

years
201940

years
201940

Carols at  
Christmas
Manchester Cathedral, 

Manchester 
Saturday 1 December 2018

IUAD Partners
Defeating dementia 
sooner

1

Alzheimer’s Society operates in England, Wales 
and Northern Ireland. Registered charity no. 296645

Flashback donation form

Thank you
Please send your completed form to: Alzheimer’s Society, Customer Care, Scott Lodge,  
Scott Road, Plymouth, Devon, PL2 3DU

Please ensure cheques are made payable to Alzheimer’s Society or call 0330 333 0804  
if you would like to pay by debit or credit card.

Title  First name

Address

Contact number

Email address

 
Donation amount

Surname

Postcode

 

Date

Thank you for choosing to support us. Did you know 
there’s another way you can fight dementia?

By supporting us, you’re doing something incredible  
to help thousands of families affected by dementia. 
We’d love to keep in touch, and update you on the  
latest news, including the amazing work we do with  
our services and research, and how you can do more  
to help with fundraising, campaigning, or volunteering. 

It’s totally up to you – you can update what you get at 
any time and we’ll never sell your details to third parties. 
If we can’t reach out to you for help when we need it 
most, our work can’t continue – so please, choose  
to stay in touch using the boxes below and help  
us beat dementia.

  Yes, I’d like to receive updates by email

 Yes, I’d like to receive updates via SMS

 Yes, I’d like to speak to someone on the phone

 Yes, I’d like to receive updates through social media

 Please do NOT send me any mail through the post

If you’d like to change what you receive from us, 
please call customer care on 0330 333 0804

If you are making a personal, individual donation and would like  
to boost it by an amazing 25p for every £1 by signing up to the  
Gift Aid scheme, please tick the box below:

  Yes, I am happy for all gifts of money that I have made  
to Alzheimer’s Society in the past 4 years and all future  
gifts of money that I make to be Gift Aid donations.  
Alzheimer’s Society will reclaim 25p of tax on every £1 I give.

I am a UK taxpayer and understand that if I pay less Income Tax 
& Capital Gains Tax in the current tax year than the amount of 
Gift Aid claimed on all of my donations across all Charities, it is 
my responsibility to pay any difference. Gift Aid is reclaimed by 
Alzheimer’s Society from the tax I pay for the current tax year.

Flashback
Have a blast  
with the past

Flashback
alzheimers.org.uk/flashback

Have a blast 
with the past

Alzheimer’s Society operates in 
England, Wales and Northern Ireland. 
Registered charity no. 296645

Flashback
Have a blast  

with the past

Bring your favourite decade  
to life this February.

Sign up to Flashback today  
and help make dementia history.

Sign up at  
alzheimers.org.uk/flashback

Flashback
Have a blast  
with the past

Your fundraising 
guide

Carols at Christmas campaign (17 booklets and tickets) Flashback campaign (selected assets)

IUAD campaign (selected assets)

Year to Remember campaign (selected assets)

Adult
Please note seats are unallocated

Adult
Please note seats are unallocated

Carols at Christmas Carols at Christmas

For enquiries please contact 
0330 333 0804

years
201940 years

201940

Shrewsbury Abbey
7 December 2018
Concert starts at 7.00 pm
Doors open 6.30pm

Shrewsbury Abbey
7 December 2018
Concert starts at 7.00 pm
Doors open 6.30pm

Stop what you’re doing! Your Year to Remember fundraising pack is here.
Thank you for choosing to unite with us over the next twelve months by organising your own Year to Remember. 
Year to Remember is your chance to join the Society’s celebrations as it turns 40. With every penny you raise, we 
will make even greater progress towards our vision of a world without dementia.

Are you ready to have the best fundraising fun over the coming year?

You can embrace your year of fundraising in any way you want. From the 40 themed ideas in the pack to the all 
year round challenges.  

The fundraising guide in this pack is full of fun ideas to make sure you make the most of your Year to Remember. 

How you’re making a difference

Behind the fun, there is a very serious reason we’re asking you to get involved in a Year to Remember.

Let’s not forget that we wouldn’t be where we are today without our amazing supporters, volunteers, fundraisers 
and employees. Our people are the lifeblood of the Society, uniting together standing side by side with people 
affected by dementia to spark a movement for change and working tirelessly to challenge perceptions, fund 
research and improve and provide care and support. From 3 volunteers in 1979 to 20,000 our vision is simple:  
a world without dementia.

If you need any support, please don’t hesitate to get in touch with our Year to Remember team by emailing 
yeartoremember@alzheimers.org.uk.

Thank you for your support.

Best wishes,

Rebecca and Year to Remember Team 

PVKEY / CODE / segment code 
Mr. A. Sample 
Housename 
1 Any Street 
Anytown 
Anyshire 
A12 B34

Alzheimer’s Society, 
43-44 Crutched Friars, 
London EC3N 2AE

alzheimers.org.uk 

Alzheimer’s Society 
operates in England, 
Wales and Northern 
Ireland. Registered 
charity no. 296645

years
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Year to  
Remember

Alzheimer’s Society is a registered Charity No. 296645

The beginning of the 
end of dementia
An evening lecture, hosted by JLT Specialty Ltd 

Explore how Alzheimer’s Society’s cutting-edge research is 
closing in on new drugs to treat dementia and hear how the 
Insurance United Against Dementia campaign is dedicated to 
accelerating vital drug discovery

Presentations by: 
Dr Tim Shakespeare, Alzheimer’s Society  
Sian Fisher, CEO, CII and IUAD board member

JLT, The St. Botolph Building, 138 
Houndsditch London EC3A 7AW 

Tuesday 20 November 2018  
5.30pm Welcome drinks 
6pm Lecture with Q&A 
7.20pm Networking



Breast Cancer Now
A new client, whos projects cover campaign assets.

Hadrian’s Wall Challenge 
Walk 23 miles over 2 days for 
Breast Cancer Now
7-9 June 2019 
Registration £50, minimum sponsorship £250

To find out more email edfenergy@breastcancernow.org

breastcancernow.org Registered charity nos 1160558 (Engalnd and Wales), SC045584 (Scotland) and 1200 (Isle of Man).

Pedal for Scotland
Cycle 45 miles from Glasgow to 
Edinburgh for Breast Cancer Now
8 September 2019 
Free Registration – EDF Energy will pay your fee
For more information email  
edfenergy@breastcancernow.org

breastcancernow.org Registered charity nos 1160558 (Engalnd and Wales), SC045584 (Scotland) and 1200 (Isle of Man).

EDF Energy  
Silent Auction 
Win a signed 
boxing glove by 
Anthony Joshua
Silent auction

Place your bids from 10 December 2018  
– 25 January 2019

Read all details and T&Cs on Pulse > 
Sustainability > Charity Fundraising

Bids over £150



O2
I worked on a wide range of projects for O2 including  
a ‘How to’ video about the brand for agencies to use.  
Work included several guideline documents, as well  
as adding to their vast icon library.

I was solely responsible for creative an O2 cook book.  
To help raise funds for their own charity Think Big, O2,  
their brand team and Jean-Christophe Novelli supplied  
some recipes for a charity cookbook. Fun playful illustrations 
was used to engage people, and get them into the kitchen.



O2 cook book



Guidelines and icons

O2 Quickfire movie



NHS
Projects range from animated screens to posters 
and booklets.

www.kentcht.nhs.uk 00
75
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Conclusion:
Patients who have lived with wounds for months have healed 
in weeks and those who have had wounds for years have 
healed in months due to consistent delivery of best practice  
by skilled and competent nurses and therapists.

Results:
•  as they are co-located with other 

community resources there is an almost 
non-existent DNA (did not attend) rate.

•  Wmc hub acts as a resource for 
education, competencies, research 
and innovations in practice, including 
telemedicine which supports clinical 
decision-making at the point of contact.

• standardisation of clinical care.
• improved use of dressings.
•  improved trajectory of healing rates  

and potential for significant cost 
savings. 

•  improved use of resources via remote 
access through teleconferencing with  
a specialist nurse.

•  electronic system linked straight  
to clinical record and wound  
assessment form.

•  improved patient experience  
and satisfaction. 

•  high levels of engagement  
and staff satisfaction. 

•  to ensure holistic and complete care 
packages for patients, the nursing  
team works in partnership with  
other healthcare professionals,  
for example, dieticians.

•  the centre fast-tracks patients for 
appointments with vascular and 
dermatology specialist practitioners.

Method:
A new model of working was identified: 
Wound Medicine Centres (Wmc),  
centres of excellence in community 
hospitals to reduce the burden on 
community nursing teams managing  
long-term complex wounds and  
improve healing rates. 

Wmcs key information:
•  they are nurse-led, staffed from existing 

resources and overseen by a tissue 
viability specialist practitioner (TVN).

•  TVNs use advanced technology to 
support and accelerate healing.

•  centres in: Ashford, Herne Bay,  
Deal, Sevenoaks and a satellite clinic  
in Folkestone.

•  cover both ambulatory and caseload 
patients with chronic, complex and  
non-healing wounds.

•  associate practitioners opted in to 
support a ‘one-stop shop’ approach,  
for example podiatrists and 
lymphoedema specialists.

•  patients are referred to the centres 
from existing community caseloads and 
GP practices via a single point of access. 

•  patients are triaged and seen as soon 
as possible. The centres are running 
without a waiting list. 

•  Wmcs are used as an educational 
resource for students, preceptees,  
new and existing staff.

•  Wmcs are used to support research in 
wound care, piloting of new technology 
to support improved healing rates 
(WoundMatrix app) and trialling of  
new dressing products. 

Background and aims: 
Living with a wound reduces quality of life, increases the risk  
of infection, increases antibiotic resistance for those on long-term 
medication and can be extremely painful and distressing. 

Specialist wound 
medicine centres: 

Innovation in 
wound care

Author:  
Sherrie Ryder, Head of Tissue Viability/ Clinical Project Lead 
Sherrie.ryder@nhs.net  01622 211913.

With the growing demographic of 
patients with long-term conditions who 
develop complex wounds, KCHFT set out  
to review current wound management 
pathways. After an organisation-wide 
audit of wound care practices, it was 
identified a radical approach was  
required to standardise practice and 

advance the quality of wound care we 
were able to provide. A dedicated  
project team was tasked to:
•  explore ways of delivering care more 

efficiently to manage complex wounds
•  increase quality and effectiveness, 

patient experience and satisfaction.

‘We Care’ campaign poster

Various campaign booklets



Giovanna Fletcher
The best selling author and vlogger needed  
a logo to help her online presence.



Social media banners



Mark Attree - 07882 740260 - mark@markattree.co.uk

Thank 
you




