Design and Art Direction portfolio
Murray Allan

JANUARY 2014



Akzo Nobel

DULUX DIGITAL PROPERTIES
Analoglolk, 2012/2013

Inthe summer of 2012, AnalogFkolk
pitched for and won the Akzo Nobel
digital account -andIset the creative
direction and led development of all of
AN's digital properties.

Dulux proved to be an exciting
proposition, as their brand line - Let’s
Colour’lendsitself so well to a digital
expression. By threading design
inspiration much deeper through

the siteat every level [wasableto
introduce theidea that Dulux could be
seenas a viable decorating partner -as
opposed to abrand who simply sold
paint. From there, it was easy to dial
specific elements up or down where
necessary in order to encourage the
audience to make a few more bold
choices through colour, thereby placing
Dulux themselves as an altogether more
excitingbrand.

This activity covered the Dulux.couk
site, social channels,ahubsite to
highlight their CSR activity - The Let’s
Colour Awards, and fed directly into
both the above and below theline
display advertising.

Dulux.couk

Find stockist | Register / Log in | Basket

Room Colours Products Advice

Colours e

(30mi) T&Cs apply

Overview Trends

The winter 12/13 trend palstte

Awe-inspiring soft teals such as Sea Urchin 2, go brilliantly with petrol like
blues and all type of natural greens whether yellow or blue toned.

Browse latest trends  »

Hand selected ranges

Colour trends for 2013 )

Looking for colour inspiration? Browse our carefully selected colour ranges,
carefully selected to go well together in a particular style

Natural hints Authentic origins Timeless classics Feature Walls

Is a range of sublle shades inspired Arange of beauliful authentic A sophisticated range designed to Arange of striking and intense

by nature. colours inspired by nature. create elegant colour combinations. colours perfectly suited to feature
walls.

View range > View range » View range »

View range »

The right colours for
your space

Find the closest Dulux colours to suit
your furnishing and visualise them in

Need help choosing  §
a scheme?

Our interior designers can help you

get your home looking exactly the

Dulux Design Service »

Choose Colour Find the right product
Try 3 testers for the price of 1 > Product selector

> PaintPod
Greate colour schemes with your > Brushes

existing furniture. > Store locator

Help & Advice About Dulux

> Video guides and FAQs > Paint and environment
> Feature Wallpaper > The Dulux dog
> Perfect Painting

Legal | Accessibllity statement | Privacy polloy
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BlackBerry

DIGITAL PROPERTIES
Razorfish, 2013/2014

BlackBerry are much more than

a handset manufacturer. With the
largest network of Enterprise serversin
operation around the globe, they also

manage mobility for all sizes of business,
as well as owning and innovating for one

of the worlds largest instant messaging
platforms, and back-end systems

that run all kinds of industry from
engineering to nuclear power.

As creative director at Razorfish, I
oversaw the development of the com
mobile and desktop sites during one of
their most testing times. As part of an
international and pan-agency team (B
I also provided strategic direction over
guidance and governance on social
strategy and campaign and product
release calendars.

BlackBerrycomislocalised in 28
languages across over 100 regions
worldwide. During my time onthe
accountIwaswon are-pitch for the
retained com agency role, with new
strategic and brand positioning helping
BlackBerry frame all of their digital
output going forward.

BlackBerrycom
DO
Al whvaio »
Specs & Features >
m Apps & Content %

“| love my Q10,

couldn't live
without it
Bob >
LIATEELI Explore device

Buy online >

was a little pager - just got

Review rating the new 1.1 love a big key
Fekk pad:)

20 hours ago

=z BlackBery

en @BEVI0

@BlackBerry I've had a

“| love my Q10,
couldn't live
without it

Bob

Who's watching the England v
Brazil game tonig

live in the break —
watch it here right
http://bbry.do/Xof ;

243 people liked this | 5

all my contacts etc from my old blackberry bold
he blackberry link. Not a fault of the phone G

ecessarily, but | could not use anything apart from
blackberry link to do so. *ohk
Pertormanc
o | Lo What did you love? ®
(} m | love my Q10, couldn't live without it
Fok ok
Value for
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BBM
FEATURES

WHAT'S NEW

BBM VOICE. FREE CALLING
BETWEEN BBM CONTACTS.

Maka f

REAL CONVERSATIONS
LIVEON BBM CHANNELS

Intreducing BBM Charnels. Jom conversations.
‘haping right now betweon peopie, brands and
communtes. ahare your
wan

BBM GROUPS

BBM UPDATES
Stay in (b keow with your

EMOTICONS GLORY

REAL CONVERSATIONS
LIVE ON BBM CHANNELS

WATCH YOUR
CHANNEL GROW
Abwi aard helps

CONTROL YOU
COUNT ON



E. Tautz

DIGITAL PRESENCE
Collective, 2010

This highly successful fashion brand is
theready-to-wear range of Savile Row
tailor Norton & Sons.

Thebrand was bought by Norton
&Sonsinthe 1930s, and it originally
supplied sporting and military goods to
the royalty, as well as Winston Churchill,
Cary Grant, David Niven and other
prominent figures of the time. Having
found some original paperwork ina
trunk of the Norton & Sons basement,
proprietor Patrick Grant decided to
resurrect thebrand, and tousedit tosell
high-quality mens clothing made from
locally sourced materials (within the
UK). He worked with Moving Brands to
setanew logo and colour direction, and
thenew line wasborm.

With little or no web presence and a very
tight budget and deadline (the British
Fashion Awards) - a stealthy approach
had to be taken toward spreading the
name digitally.

Continued...

Etautzcom

8086 Top Sites
[ «4 | > ] [+ |6hltp:f!www.elaulz,com,f X] _(0.' @

tz | House of Tautz

HOUSE OF TAUTZ BRITISH MAKERS COLLECTION POSTCARDS m

THE
ORIGINAL
HOUSE OF
TAUTZ

LoaMaren

dward Tautz founded E. Tautz in 1867 in

London's prosperous West End. Tautz

had been head cutter at the venerable

Hammond & Co where he had been tailor to

England’s finest sporting gentlemen,
including Edward VII and quickly established

a thriving business. On April 1, 1878 The

Times wrote ""The Tautz's" make is as easily

recognized by a connoisseur as the best brand %

of claret or the choicest Havanna'.

STOCKISTS CONTACT PRIVACY POLICY CUSTOMER SERVICE TERMS & CONDITIONS FOLLOW I

Curating the characters




E. Tautz

DIGITAL PRESENCE
Collective, 2010

We developed the site over five days

in an unused room at the Collective
offices, plundering thelocal art shop

for asmuch Tautz yellow paints as
possible, and by using a photographer to
shoot our environment. From there we
carefully curated photographs that had
been collected by Patrick over time to
create Peter Blake styled montages, each
tellinga part of the company story.

The Tautz Man ethosis to wear theright
clothing for the right occasion. Echoing
that sentiment, we placed brand assets
across appropriate digital locations (ie.
Flickr for the latest photo-shoots) in
order to keep the site lean and focussed,
and to work within the financial and
time constraints.

We liaised closely with Patrick to
define a swift, responsive social media
persona for him -now led through
Twitter -and the site, social channels
and shop all launched within weeks of
starting the project.

A full guide to etiquette according to
Tautz has also been wire-framed, ready
tobe developed for smart phones.

E-mail

E. Tautz have received a new postcard

N E. Tautz postmaster
To: 'Murray Allan' <murray.allan@collectivelondon.com >

FROM OUR CORRESPONDENT IN
THE UNITED STATES OF AMERICA

Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Praesent fringilla metus wvel
lectus facilisis adipiscing. Munc vitae ante non
nunc dignissim suscipit. Nullam pulvinar liberc
in mauris egestas blandit. Nam porttitor diam
sit amet ante bibendum lacreet ornare est

porttitor.

Fusce ullamcorper metus id guam blandit tempus.
Pellentesgue volutpat orci guis mauris dapibus
feugiat. Quisgue at tortor lacus, eget lacoreet
nisl. Donec risus mauris, click here to read

what Marcus has tc say!

E. TAUTZ SAVILE ROW
LONDON Wi

(0) 200 7730 1234

wunyetautz. com

FOLLOW S

TWITTER FLICKR FACEBOOK

Styleguide

THE GRID

COLOURS

TYPOGRAPHY

HEADLINES GILL SANS, 28PT
34PT LEADING
300 TRACKING

PATRONS GILL SANS, 21IPT
25PT LEADING
300 TRACKING

Production
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Citi Prestige
SITE DESIGN
Critical Mass, 2011

The new Citi Prestige card is Citi Groups
affluent card. Itis solely targeted at
account holders with over $250000 of
assets under management (AUM) by
Citi, and it provides a wide-ranging array
of benefits including concierge service,
five-star travel services and premium
brand affiliations including Gucci, Bally
and Aquascutum.

The card also provides Progressive
Points, which are calculated against your
AUM,, and length of tenure with the bank.

Knowing that our affluent users are
early adopters to tablets and other high-
end mobile devices, we proposed to
create a Prestige Club with editorial-style
features that showcase the offers and
services available. The users willbe able
tomanage their points asthey accrue,
and be shown how those points apply to
offers contextually.

Thebranding for this pieceis settolead
the ATL communication going forward.

Design vernacular exploration

The Citi
Prestige
Card online
experience

Version 2.0: Travel page
ey 7,012

Vi crana s ol pge o s Prige
Gars a1 g s ot o st

Rusutu Resort

SKI THE MOUNTAINS OF
MAJESTIC JAPAN

6. Typography

st ot Googa 5 3838

n e wth o e

The Travel Hub

CITI.COM | ESPAROL OPEN AN ACCOUNT ¥ RATES | v LOCATIONS ¥ CONTACTUS HELF {8 Search ... [ReisR SECURITY

Cltl | Prestige

Home Travel Boutique My Prestige Contact Us & Sign Onto..

Inspiration

LUXURY ESCAPES
IN THE MIDDLE EAST

Lorem ipsum dolor sit amet, consectetur adipisicing elit,
sed do eiusmod tempor incididunt ut labore et dolore
magna aliqua. Ut enim ad minim veniam.

DUBAI - THE VENICE OF THE GULF

40f5

Lorem ipsum dolor sit amet,
consectetur adiing elit, sed do.
Dolor sit amet, consectetur
adiing elit, sed do.

Dubai is
= the absolute
2 pinnacle of

L ii..-"-".
S .-., < — modern luxury
p— m 4‘1 getaways

- LUXE
DUBAI CREEK

— The Entertainment —

AL MAHARA

rem ipsum dolor sit amet,
CONS: tur adiing elit, sed do.
Dolor sit amet, consectetur
adiing elit, sed do

Airport

CITLCOM TERMS & CONDITIONS PRIVACY SECURITY CAREERS ABOUT US CONTACT US SITE MAP
EDIC I rtant Discl R ding D« it I Noninterest-bearing T ction A ts

= Impol n iIsclosure Regardin eposit Insurance on Noninterest-bearin ransaction Accoun | [

FDIC P g 9 P 9 Follow us on: U ﬁ h:‘h




Citi Mortgage

STRATEGY AND SITE DESIGN
Critical Mass, 2011

The Citi Mortgage programmeisan
18-month engagement that began with
a detailed re-appraisal of how the home
buying process worksin the US.

Following the subprime crisis, Citi found
thatmany US citizens didn't trust them
and felt that the bank represented an old
guard of financial institutions that were
core to theloss of many peoples savings.

This site initiative isbased upon the
foundation that Citi should feel more
responsive and relational, much like
many of their European counterpatrts.
Their intention is to become the first
bank that helps you track your mortgage
or loans aseasy as youmay track a pizza
delivery. Four rounds of consumer
research fed into a master strategy,
which generated guiding principles for
user experience and design.

With deep tones and evocative imagery,
thisresponsive site is built for a tablet-
forward audience, and aimstoseta
standard in America for clarity, warmth
and ease of use.

Citi Mortgage Homepage (secondary navigation)

0606 Citi Mortgages

_ @  www.citimortgage.com ~(Q- Google

~ ~ | wrom | crepircarps  HomeownersHe | Rewaros | oLomaLsoLurions |

Cltl ba n k homeownership

H

I'm looking
to buy a home

o well help Let’s set Our easy-going Find a property
you save some goals guide to with Citi
mortgages Homehunter

by

CONTACT US ANYTIME HELPFUL LINKS HOMEOWNERSHIP CITIBANK
Send a Message Today's Rates Thank You Mortgage Credit Cards

Live Chat Free Pre-approval Citi Loans

Citi Locations Open a Mortgage Savings Account Citi Investing

Customer Service Calculator CITIGROUP

1-800-248-4638 Morgage Talk Home Value Finder Corporate Citizenship
Glossary of Terms Home Hunter Investor Relations

Submitted an application? Careers

Check your stalus

E= Change Counlry FDIC Insured Terms & Conditions Security Privacy Follow us o a ﬁﬂ

N AL

Detail pages

566
E @  www.citimortgage.com

#~ | MYCITI CREDIT CARDS HOMEOWNERSHIP | REWARDS | GLOBAL SOLUTIONS | '.. 7 a ‘ ESPAROL l' SIGN ON
\ I [ x

citibank

Home Save

Start with a free consultation

Fillin your details and let one of our Home Lending

% Specialists contact you.

966 Citi Mortgages

[c] @ www.citimortgage.com

My savings

Track your savings progress against your targets My
::::: s
take on challenges and celebrate milestones < v

Your savings history

Points of interest
Q [E MsHenderson & SIGNOFF v |

A Your entertainment spend
d last month

increase

age process

| save Apply
What's next ¢ Congratulations! You've Learn about our
eached a milestone. guided application
Save time now with a free process
re-approval

Pay down
We'll help you

track your monthly
repayments

Refinance Support
We'll check your If you find yourself in difficulty,
~ mortgage health and we'll be here to help

match it to your goals

ROTE network »

~~~~~

E= Change C

Follow uson: 3 3 &



Akzo Nobel

CUPRINOLCOUK
Analoglolk, 2012/2013

The Cuprinolcouk site design and
development ran concurrently to

that of Dulux.couk -as it was a client
requirement to have both properties
ready for the Spring bank holidays - the
pivotal time of the year when the public
are inspired to freshen up their homes,

In thisinstance, abase set of brand
guidelines had been developed by
Springetts, which focused very much on
deep greens, pack-shots and the master
logotypeitself.

My role at Analogholk was to create
afull extended digital expression of
these, and to bring to life their core brand
premise of Brighter Outsides on-screen.

By making the pages playful using
diorama-like scenes, and immersive
with careful use of parallax and
animation we surprised both ourselves
and the client by making an online
presence that was packed full of the
brandss core character,and with it -
intrinsically inspirational,. This branding
extension has since fed back into their
above the line activity.

Cuprinol.couk

1006 ) Cuprinol

Garden Buildings Products
Furniture 2 2 ¥ Q

Do you need
help selecting
the right
product?
Discover shed products

Product Colours

Etiam rhoncus, ri sus sed
lacreet etiam rhoncus.

Discover more >

Use our product
selector >

Browse inspiration Find the right product

1. What are 2. Type of 3. Type of
you treating? finish?

Find a store

Submit your project »

< = Q 3

08444 817 817 Email us Store finder Cuprinol Professional
Lorem ipsum dolor sit amet, Lorem ipsum dolor sit amet, > Lorem ipsum dolor sit amet,
consectetur adipiscing elit consecietur adipiscing elit consectetur adipiscing elit

Help and advice Cuprinol Environment n
um
How to protect About us Forest stewardship
otices
Safety info i
hat |




Sebastian
Professional

SOCIAL MEDIA STRATEGY
Critical Mass, 2011

This premium fashion hair styling
range was bornin the1970s, and has
been synonymous with quality and
results backstage at catwalk shows and
photo-shoots ever since.

Having been bought by P&G in 2004,
the brand has been through some
tricky patches, but weathered the
storm to become respected by a new
generation of fashion and beauty fans.

With sebastianprofessional.com as
the only existing digital presence,
P&G asked us to create a social media
strategy that was accessible to all,

yet retained an authentic exclusivity.
They wanted the Sebastian
Professional to start conversations,
but also to validate and answer direct
questions from their audience.

Continued...
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Sebastian
Professional

SOCIAL MEDIA STRATEGY
Critical Mass, 2011

We first defined a ‘sphere of influence’
giving Sebastian an authentic voice with
which to address their audience.

This created an opportunity for P&G
to engage stylists and beauty bloggers
toactas ‘spotters of exciting, relevant
stories for Sebastian channels. These
posts were moderated through a
CMS, andreleased over atime-tabled
schedule that mapped to Sebastians
above the line campaign calendar.

In tandem, we worked closely with
LA-based agency SelectNY, to plan the
Infinite Possibilities campaign shoot
featuring Sebastians design team.

The shoot was tailored to feed intoall
ongoing social media placement, and
provided a wealth of immersive
behind-the-scenes footage to inspire
stylists and consumetrs.

Social Media Hub

CHANNELS ano SEBASTIAN
[ L] | ] [ == |Rh|tp:,Hwww.sebastianprcfessione\.ccmﬁen_US.f E 1 \.’_CL' Google
oo

Apple Yahoo! Google Maps Popular v

untitled folderv News (285)v YouTube Wikipedia

FACEBOOK TWITTER
SPECIALIST FIELDS

ACSESSORIES Fation SEBASTIAN.
WHAT'S NEXT.

PRODUCTS
; THE LOOKS
FEREome L WHO'S NEXT
DESIGN TEAM
W ON THE SET .. .= =&
FLAGSHIP SALONS }
ABOUT US

MAKEUP

PHOTOGRAPHY EDITOR

EDITOR

o
o

THE SEBASTIAN HUB

THE ART OF
MIXOLOGY

bwitterd [Seach

SEBAS

Fallow Ev || 3w

SebastianPro
@SebastianPro uk
http:/Awww.sebastianprofessional.com

Tweets Favorites  Following Followers Lists

SebastianPro
BELE  super stylist (@ janinejarman at it again. check out her recipe for

summer curl power this link: hitp:/bit.ly/kLXJ50

Like
SebastianPro
] refinery29 suggests sebastian col~= 7 7
dyed locks. will you dare to go dar
http://bit.ly/mdV56n

SebastianPro
L) We're loving this weather, but don
UV rays. Try Sebastian Halo Mist

SebastianPro
Lall Our Visionary & fave jewelry desi
with a little grunge" style in the N’

Soaren

SebastianPro
Sebastian lead stylist Thomas Dui
'The Romantic Twist' hairstyle fror

SebastianPro

We are honored to present the Sel
the First Ever P&G Salon Profess
hitp:/ffo.melllJWXYRg

-

SebastianPro

SebastianPro
Ll Our Visionary & fave jewelry desi
with a little grunge” style in the NY'
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H d CR-Z 8 00 Model grades | Honda CR-Z Hybrid | Book Test Drive | Specification, Finance & Information '
on a | 4| B ] | + | €A http:/ jwww.honda.co.uk/cars Jer-z ¢ | [Qr Coogle [2

e [I] i YouTube 9Pinlt Clip to Evernote Bookmark on Delicious
IMMERSIVE 360 ° Model grades | Honda CR:—Z Hybr... . . .
Collective, 2010

Honda Europe were launching their
latest hybrid engine car, the CR-Z.

The CR-Z has three modes, Econ, Normal
and Sport, each playing on a different

CONGESTION I

CHARGE EXEMPT

balance of the electric and petrol motors.

]
Taking the three streams as a basis, we : - ,,, .
created three 360 ° panoramas using a y ' = _""‘* '

motion control rig in different locations
around London. These were then
pieced together,and a 3D model of the
car was composited into the scene.

(8] Model grades | Honda CR-Z Hybrid | Book Test Drive | Specification, Finance & Information e
- ‘ 3 |4 > ||+ @ nhttp://www.honda.co.uk/cars/cr-z/ ¢ | [Q- Google {EJ
From there we added specific graphic _ il uu.*ln Y e ;i
and typographic call-outs based upon . - . _ @ . o
) EXPERIENCE CR-Z IN 360° - CHOOSE MODE =2 H . %
the modes and other technical aspects ¥ ECON | NORMAL | MINIMISE 3
v g 0 62MPH I 7

of the car to create an immersive and

]

5]

.

Model grades | Honda CR-Z Hybrid | Book Test Drive | Specification, Finance & Information ")
] + | @ nttp:/ jwww.honda.co.uk/cars fcr-z/ ¢ [(Qr Google [2

\—9.8secs

i . : : . bl + ~ TOP SPEED 124mpH | »
lnformatlona]_ 1nte]_’actlve plece ME? T e T e T el Roola el on Do

el grades | Honda CR-Z Hybr... g g g \

Thiswas used as the home page

SLEEK
N - ENCY |

throughout the initial six-month phase e E——
of the car launch.
| |||||.|||u-

EXPERIENCE CR-Z IN 360° - CHOOSE MODE
¥ ECON NORMAL |

EXPERIENCE CR-Z IN 360° - CHOOSE MODE

¥ ECON | ORMAL |



BBC News Tnform’ concept

BBC Online

2016 VISION STRATEGY
Cl’ltlc al MaSS, 2011 EE Signout | Preferences Home | News | Sport  Weather IPlayer TV  Radio = More ~

YOUR GENOME % 22,231,438 n
EPISODE |:SHAPING PHYSIOLOGY

BBC Cross-channel Educate’ concept NEWS oo oo

I3 Destruction in Napoli: Mount Vesuvius erupts with six blasts

people synchronised with Ep. 1 > Mass evacuation

BBC came tousin 2011 and asked a

reach full

height by 19 > il ¥ BAC nows

Swishiolialan  Grioco: “The millary are currenily widening fhe svacuation o™

difficult question:

“What will the state of BBC online be in HO\/\/ OU R G EN ES
five years time?” MAKE US G ROW

In order to answer it, we had to think

Your timeline 2068 |tems

deeply about the rapid development adls /[ |

Genetics and nutrition

of technology, and the exponential

Average UK
female height

-ALEX iR
upon those developments. What will How tall will you be? 6.7m 5 6

connected

changes in user behaviour based

Determined by the HGMA2 gene

seem natural to the 2l-year-olds of

J ) J J)
2016 ? What will people demand of a 5116 O 2 ’

unique global content provider? How ool s
We also needed tobear inmind the | — | YOUR FAMILY |

structural and financial changes that i

BEM signout  Preferences

Your Face Your Eye Color

the Corporatlon WaS gO]'ng through' Determined by the TNFRSF1B gene Determined by the EYCL1-3 genes ! & The same as: e
¥ g ¥ g 30 1x Minke Whale MENS 4X400METRES RELAY FINAL
\fﬂ . ?'2 e What else?
We broke our response down to the B 5 ® — K w0

three core Reithian principles that

the BBC was founded on. To inform,

You have an 82% You are 1% above In 1911 you would have You are taller thz

educate, and entertain. Each Of these chance of being over 6’ average height for a boy been 3” above the the other boys it
. tall at the age of 21 of your age average height for a boy Coventry area.
pillars was explored to show how

the user WOUId be n fu]_fthe]_f COHthl Thank you Alex, you have joined the GenomR § team

Do you need t rinformation?  Alexander Inamoto 12/01/2007 Genome linked

Contestants

\.;"'.(\

of their content in 2016, and in many

Related

ways explained how those users
would help to create their own BBC
digital experiences.




Master logotype

. Wordmark (custom kerning)
BBC Audlences o - Gotham Rounded Book 31pt
BRANDING AND SITE . .
Tui Interactive Media, 2007 audiences audiiences Report headline

Gotham Bold 23pt

Report title

Gotham Rounded Bold 17pt
audiences audiences Author/descriptor

Gotham Rounded Book 17pt

Channel and report headers Channel identifiers

BBC Audiencesis a division of the
BBC internal network that analyses
viewer, listener and subscriber

statistics in order to accurately assess
their popularity and effect. One of its
main functions is to collect data that
feeds into a central system so that
programine comimissioners can move
forward in providing a diverse range of audiences

B wee | RADIO @

content for the public to enjoy. A Mighty Gamble

Moving comedy
from radio to TV

The department’s work is very
wide-reaching, and reaches nearly

every office of the BBC.I created the

logomark based on their strength, the audiences 7 — Gy SRR —T
good that internal conversation can Super Heroes : - —

Season finale hits
Create, and was able to colour code the 6 million homes

different channels that they worked

Related Research

across so that people could instantly

Last episcde

' ' 9. Imill
recognise what applied to them. audiences Mobile content guidelines milien

22.6%

Research paper Moving into 2008/2009

Itisused across all internal by Alistair Bumett

communications now, and formed the
basis of the styleguide that [ used for
their live statistics website.

| think the writers I’m really worried

have had a sense for Tanya with that
of humour bypass... swine Max around!!

audiences

Pop on trial: 1960s
The Beatles - still
the people’s choice?




Lloyds TSB

2014 DISCOVERY STRATEGY

Personas and moodboarding

1=k LT Tonally Sowv Bonking

LBi1, 2009 S
Back in 2009 my team at LBi were asked Koy thoughts
to provide their recommendations = ©

on how we envisaged digital banking
would beinfive years time.

Over an intensive four-week period, we
developed personas with extended

life journeys, and built several different
types of future-facing banking tools that
would suit business and personal users

| customise
Whistles clothes and
sell them on eBay
- | make good
money this way!
Jenni, member since

across arange of age groups.

Our insight and findings were so well

received that they directly launched
the Lloyds Money Manager programine,

taking the envisioned functionality
Multi-channel: Business advisor

through to development and launch

in 2011 .
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Marks & Spencer BT Business

i e | BT , ey
- - —— — e — T R R
SITE DESIGN : L e ey 3 Take your business arywhene
[.Bi, 2009/10 ST e E *, 5_-::_ —"
Marks & Spencer | -

Astherecession kicked in, M&S were

falling behind in online sales, at a time

when other e-tailers were succeeding -

This project kicked off along R

engagement with M&S, overhauling { J@’ o® B qp

the entire sales area. It placed them as o

one of the most successful UK online - o s — e
retailers - and won awards for UX. = = | : : ; e
BT Business - j—
This site was developed over 8 weeks -
at LBi. With over 1000 products, many = e T N - =
of them being abstract services, BT Lloyds TSB & Halifax T e i s

Business needed an engaging new

website with an ownable brand to

distinguish it from their retail arm. The

Our new mobile

new look was so successful that it now = = e S| S iE=
leads BT Business' ATL activity. b 4 e g
i 1 s
Lloyds TSB Online Banking L —
The Lloyds banking experience was - m ““““ .
re-designed fully during my time at LBi, h s anas e
using 410 templates over 18 monthsto el

re-define their digital presence. That
is-tothisday -a great success,and has

become a powerful digital extension to

the For The Journey’ value proposition.



'Thank you.
Any Questions?



