Warren Frost

Graphic Designer/Creative Artworker

I'm a hands-on graphic designer and creative artworker with a passion for bringing ideas to life, from
concept to print and beyond. With experience across global brands, | combine strong technical
skills with a practical, collaborative approach to design. Whether it’s creating standout campaigns,
developing toolkits, or managing complex artwork rollouts, | take pride in making creativity work

beautifully in the real world.
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THE BRIEF

Client: Harbin Brewery

THEYEAROF g\ Create impactful out-of-home advertising to celebrate the
HAPQI@E Gune : Chinese New Year and introduce Harbin Beer to the UK market.
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. Solution:
LET THE 1 Artworked and adapted beautifully illustrated Chinese zodiac
CELEBRATION animals into a striking visual campaign. Designed and produced
BEGIN. 2 large-format billboards, 4-48 sheet posters, and escalator panels

for a Leicester Square Tube Station takeover, bringing a vibrant
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MAGNUM Client: Various Brands
little bites Develop visual identity toolkits and quidelines for new product
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1 THE ST launches and brand refreshes across multiple global brands.
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Solution:

Adapted agency-provided key visuals into flexible, modular
asset libraries for use across digital and print channels.
Deconstructed and rebuilt visual elements to ensure consistency
across printing methods, creating comprehensive style guides
including typography, colour palettes, logo variations, and online
examples. Each toolkit was designed to make brand application
clear, practical, and visually cohesive.

Search the Unlever Asset Bank
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THE BRIEF

WIN | RREEES -

THE ULTIMATE Promote the launch of the Wii console through an in-store
®e caME experiential campaign with Coca-Cola.

IlroO

Solution:

Using the established campaign style, | created pop-up
standees, posters, leaflets, and competition entry boxes for a
retailer roadshow. The designs highlighted the excitement and
interactivity of the new console, engaging families and gamers
alike in a high-energy retail experience.
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THE BRIEF

Client: Worthington/English Football Association

Worthington and the FA required a cohesive suite of promotional
materials for the Worthington Cup, including venue branding,
VIP packages, and a 5-A-Side parallel competition. The objective
was to promote the sponsor while ensuring a consistent and
recognisable look and feel across all assets, from programmes and
tickets to on-site signage and price lists.

Solution:

Using Worthington's brand logo and colour palette as a
foundation, | developed a visual identity that reflected the shared
heritage of both the sponsor and the event. To capture the spirit
of competition, | integrated the names of all participating football
clubs into the background graphics. This heritage-inspired theme
carried through every design element, creating a unified and
memorable brand experience.
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THE BRIEF
Client: Michelob Ultra

Create complete event branding for their major sponsorship event
the London Triathlon.

Solution:

| designed every touchpoint for their flagship sponsored event, the
Michelob London Triathlon including stadium and route branding,
and multi-tier VIP hospitality environments. The result was a
seamless, high-impact brand presence that elevated the event
atmosphere from entry to finish line.
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THE BRIEF

Client: Sainsbury’s Active Kids Scheme

Produce all print materials for their Active Kids initiative,
including the design of product catalogues, school packs
and vouchers used nationwide.

Solution:

Using the Active Kids photo library and product range imagery,

| designed a series of catalogues that showcased each item
clearly with its corresponding codes and prices. The layouts were
created to balance visual appeal with practicality, using engaging
imagery while keeping print costs efficient. The result was a clean,
consistent format that made it easy for readers to browse and
identify products at a glance.
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THE BRIEF

Client: Restore

Produce a brochure to be sent to potential and existing
clients which both inspires and informs while showcasing
their full range of services.

Solution:

Working with Restore’s in-house photo library and provided copy,
| designed a brochure that feels both engaging and accessible.
Clean infographics and dynamic layouts bring the content to

life, striking a balance between readability and visual interest.

The result is a piece that is as easy to scan as it is to read.

Benefits of Off-Site The Restore Group
Records Storage with Restore

a Restore Records Management i part of the
Reston lc group of companies, providing
Retention and Compliance a full range of office support services. 6
UK and European legislation outlines that certain records :
must be kept and appropriately cared for and, when the time
comes, disposed of correctly. Failure to comply with the
standards for records retention and management could result . @
in a data breach, which could land you with a £17 million fine Records
(or 4% of annual turnover — whichever is higher) and damage Storing in confidence L
the reputation of your organisation. Digital

Making our customers’

data work harder
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THE BRIEF

Client: Avios

Create a dynamic exhibition presence to promote their loyalty
scheme, including a flexible stand design, staff branding, and
branded giveaway items.

Solution:

Working closely with the event team, | analysed the range of
trade shows and varying stand sizes to develop a flexible, modular
design that could adapt to each venue. The stand showcased

the refreshed Avios brand and its partners in a visually engaging
way, ensuring maximum impact in every setting. To complete the
experience, | designed custom staff polo shirts that reflected the
brand’s visual identity while staying practical for fabric production,
along with a coordinated range of promotional merchandise for
event giveaways.
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THE BRIEF
Client: Coca-Cola

Create a standout teaser piece of direct marketing for airline
executives to introduce the launch of Coke Zero.

Solution:

To ensure the piece literally stood out on recipients’ desks, |
reimagined a presentation box format, deconstructing and
redesigning it to house a miniature Coke Zero can. Having
previously worked on the new Coke Zero visual identity,

| adapted those graphics for packaging to create a bold,
premium first impression.

EVEWPH E'S faVD u rftf_—}
2veling companjioy,

great Coke’taste
- Zerosugar g
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THE BRIEF

Client: Havana Club Rum

Design an in-bar giveaway to celebrate Havana Clubs Cuban
heritage and encourage repeat engagement.

Solution:

Drawing inspiration from Cuba's rich colours and vintage car
culture, | designed a matchbox-style pack that unfolded into a
collectible diorama scene. Each variant featured a different 1950s
car and setting, creating a series that could expand year after year.
The design used smart double-sided printing to reduce cost,
weight, and waste, while retaining visual impact. This piece formed
part of a wider in-bar marketing campaign that | also designed and
artworked.
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THE BRIEF

Client: Danone

Promote new “WIN” on-pack campaigns while maintaining brand
integrity and complying with packaging regulations.

Solution:

Using existing artwork and cutter guides, | designed promotional
flashes and messaging that integrated seamlessly with the pack
design. Artworked multiple pack sizes and supported the rollout
with in-store promotional materials and sampling stands, ensuring
consistency across all touchpoints.
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THE BRIEF

Client: Various household name brands

Design attention-grabbing Free-Standing Display Units (FSDUs)
for UK FMCG retailers, positioned in aisles or at the front of store
to drive visibility and sales.

Solution:

Working hand-in-hand with account teams, brand managers,
and retailers, | created hundreds of display units across multiple
brands. Starting from printers’ template files, | combined each
brand’s key visual with retailer style guides to produce designs
that met both creative and commercial goals, with several
designs going on to win POPAI Awards for their effectiveness
and standout presence in-store.

Transforms
skin in 5 days

Take control
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THE BRIEF
' y il i ] Client: Nestle
. ™ oy g

Design and manage multilingual airport retail promotions for
o pur e sakn poer ! Nestlé's European-wide campaigns.

R DRIoLD T : Solution:

GLeCIBQC Produced consistent artwork in multiple languages for airports
' across Europe, ensuring brand unity while adapting for local
requirements. Personally carried out site surveys and managed
installations to guarantee each activation met both aesthetic
and logistical standards. Also supported the design of similar
promotional activations in Asia.
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= (Nestle

How far will it
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THE BRIEF

Client: Various in-aisle take-overs

Design attention-grabbing aisle takeovers for leading UK
FMCG retailers.

Solution:

Whether working to retailer templates or crafting bespoke cutters
from scratch, | designed cohesive takeovers that stopped shoppers
in their tracks. Each concept was buiilt to attract from a distance,
then educate and convert once at the fixture, blending creativity
with commercial impact.
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THE BRIEF

Client: Avios

Sleep better
with triple Avios

Develop a direct mail campaign offering personalised promotions
based on members’ purchase history, engagement, and loyalty tier.

1S0d3aNO

Solution:

Collaborated closely with the project and data teams to define
key offer variations and priority weighting. Designed a flexible
mailer layout that told a clear, logical story for every member,

MrAB Sample
Sample Company.
1 Sample Street
Sample Town
Sample county
ABL 20D

avios | anything can fly

Covers —

Variable covers to support
DM Region 3 messades

Paris

Grand sights
and boutique chic .

attractions,
small prices

Italian elegance,

canal-side charm

Boston

Bright lights,
eye-catching
prices

Vo i St 6t 1t o s 3¢ part o ourmembership,

Sleep better
with triple Avios

Colectuit B Lioyds TSH G @ sunsaanis = wERear

Spendon:  Flghs Hotel Halldaysand s CrHie Tovel Extras Experences and more

LEcLUEACCOR
fSTets

Want the secret to a
good night's sleep?

Accor Hotels Lloyds TSB Duo

Sleep better
with triple Avios:

w\

boarding card’s
inside

Lloyds TSB Duo Premium

boarding card’s
inside

© +44 7941138 701

Address Carrier and logo wall

- with tailored copy that reflected their individual profile. Personally

signed off all possible print combinations at the printers to ensure
colour and quality consistency across all variants.

Catch your up-to-date
balance online. See how at
www.avios.com/myaccount

Welcome to your
Avios update

O on holiday
it summaer?

===

DM Redion 3 — four variables triggered by current collection partner/next

best collection partner actions

Lloyds TSB Duo Westfield

P Double Avios Double Avios .
Veni anything can fly Gfamringcnty at Westfied Offer ends at Westfield Offer ends
'enice

5 June 2012

Lloyds TSB Premier Duo Westfield

5 June 2012

L

DM Region 2
Accor Hotels

UK Breaks Family

UK Breaks Generic

gt here n the UK

&) warren@warrenfrost.co.uk

.

eStore Depth

Deck out with
double Avios

Lloyds TSB Duo

Vour boarding card

eStore Acq

Deck out with
double Avios

)

warren-frost

~—{ DMRegion1— | DM Redion 1—
Personalised
introduction with
multiple variations
driven by logic.

sy

Avis Generic Avis Canada

0ff on holiday
this summer?

Avis

Deck out with

double Avios Avis France

Avis Italy

Avis USA
Off to America?

%
cartire i
the Ush

Avis Greece

Avis Spain
Off to Spain?
Fly off thig Summer

DM Region 3/4 Travel specific —
Travel offers tailored by balance

T0 Offers

T0 Offers T0 Collect

warrenfrost.co.uk




Warren Frost

Graphic Designer/Creative Artworker

’ . .
You’re invited .

avios
to fly anywhere in Europe with a friend

to celebrate our 1st birthday

See how to RSVP inside BRITISH AIRWAYS = co 10031

ONEPOST

Inside: Our biggest ever Avios bonus

Mr Avios
Sample Street
Sample Town
Sample City
ABC 123

®&) warren@warrenfrost.co.uk

) +44 7941138 701

You're invited

) h . avios
to fly anywhere in Europe with a friend Q

to celebrate our 1st birthday

50,000 Bonus AVios - for viPs only

<Sophie Sayers>
You've made our VIP list.

We're inviting a select few to get the
biggest reward we’ve ever diven away
with Lloyds TSB.

So you'll fly further than the 1.1 million
people that already have a Lloyds TSB
Duo Avios Credit Card Account.

How to RSVP and det a
50,000 Avios voucher

1 Successfully apply in November

2 Spend £500 a month for the first three months
on your Duo Avios American Express Card

3 Choose where to fly and book a night in an Avios
hotel (you can put your Avios towards it)

ly by 30 November at www.avios.com/biggestbonus

ns — call 0844 XX XXX XX

warren-frost

warrenfrost.co.uk

THE BRIEF

Client: Avios

Support the launch of a new credit card partnership through a
targeted direct mail campaign aimed at selected VIP members.

Solution:

| designed a premium direct mail piece that reflected the
exclusivity of the offering and elevated the overall brand
experience for VIP members. Using a combination of metallic
graphics and selective spot satin finishes on a high-quality stock,
the piece delivered a tactile, luxurious feel intended to stand out
immediately on the doormat.

Personalisation was integrated throughout the design,
incorporating tailored fields to create a more individual and
engaging experience for each recipient. The result was a highly
distinctive, premium communication that reinforced the value of
the partnership and resonated with a high-value audience.
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THE BRIEF

Client: Avios

Who's
flying with
Educate British Airways Executive Club call centre staff on the
launch of the new Avios currency and loyalty scheme.

Solution:

| designed an educational resource tailored specifically for call
centre staff, clearly communicating the benefits of the new
scheme while proactively addressing common customer questions
and FAQs. The piece focused on clarity and ease of use, ensuring
complex information could be quickly understood and confidently

Your customers might have questions ’
about Avios like: W h [0 3

British Airways Executive Club

and Avios

The facts:

(they'll collect a minimumn of 500 Avios each way)

« It's free to join. Members can start collecting Avios straight away

- Members et 1 Avios for every mile they fly to any one of
600 destinations with British Airways and oneworld® alliance

« They det 25% more Avios flying World Traveller Plus, 50% more
with Club Europe and Club World, and 100% more with First

- Members upgrade their membership by collecting ‘Tier Points’

every time they fly with British Airways and oneworld® alliance

airlines. Bronze, Silver and Gold members det bonus Avios

Q. Why did Avios replace BA Miles?
International Ailines Group (IAG) is growing and
we wanted a reward currency that could grow too.
By using a shared currency across all IAG reward
programmes, we can reduce costs and offer our
members more ways to collect and spend Avios.

Q. How many Avios do | need for a reward flight?
It depends where you want to . We've spit the
world nto nine Zones, each with its own Avios
fare. For example, you'll need 9,000 Avios for an
economy flight to Zone 1, 15,000 Avios for Zone 2
and 20,000 for Zone 3.

Q.Do I pay airline taxes, fees and surchardes when
1book a reward flight with my Avios?
Ves. However, we pay them for you if you're a
Regular Collector fiying to Zone 1-3 - all you pay
is the Avios fare plus £27 pp. That's what we call
our Reward Flight Saver, and you get it if you've

Q.Can I collect Avios with more than
one reward programme?
Ves. You can be a member of all IAG reward
programmes and collect Avios with each. You can
transfer Avios between British Airways Executive
Club, Iberia Plus and Avios UK accounts if they're
registered under the same name.

Q.7'm a member of British Airways Executive
Club and Avios UK, which programme
should I use to collect Avios on a flight?
If you're a frequent flyer, o flying in any cabin other
than economy, we suggest you use British Airways.
Executive Club — S0 you add to your ‘Tier Points. If
you're not a frequent flyer, it's best to use Avios UK.

Q.Can |l collect Avios on a flight I've already taken?
Ves. A Briish Airways Executive Club member can
claim their Avios o1l i1 up to si months after
taking an eligile British Airways flight. And Avios

flying with
Avios?

avios

relayed to customers.

The design adopted a simple, clean visual approach, supported

by infographic-style elements to highlight and reinforce key

facts. This helped improve information recall, supported training
objectives, and ensured consistency of messaging across customer
service teamsts.

Q. How do | book a reward flight with my Avios?
You can book online at wwiw.ba.com/redeem. You'll
need your membership number and password to
log in to you online account.

2 MILLION

INT!

Good for passengers,
good for business

You may be surprised. More than a million seats have been booked
sing the Avios reward currency since its launch in November last year,
and it's actively collected by 5.5 million people worldwide.

By givin s flights and other travel rewards, Avios has
become for Britis ys to build customer loyalty.

collected at least 1 Avios in the past 12 months. members can call us on }0¢ XX 00X within six

months of their inbound fligh.

Things you should know
about Avios:

+ It's the shared currency for all International Airlines Group (IAG)
reward programmes — that's British Airways Executive Club, Iberia
Plus and the Avios UK frequent buyer programme

« It was launched in November 2011 — that’s when it replaced
BA Miles as the reward currency for British Airways Executive Club

« The name ‘Avios’ was chosen because it evokes the spirit of flight
and travel in many languagdes.

« It's always just ‘Avios’, never say ‘Avios Points’ or 'Avios Miles’

Members can collect Avios
on things like:

flights, hotels, credit cards, groceries, fuel, car hire,
holidays, foreign currency and airport parking

And they can spend Avios
on travel rewards like:
flights and upgrades with British Airways,
Iberia and oneworld® alliance, hotels,

car hire, holidays, days out,

activities and eating out

SINCE LAUNCH EACH MONTH YOU COULD FILL y
§0 BILLION 565 BOEING 747s

WITH SEATS BOOKED BY PEOPLE USING T

5.5 MILLION

&) warren@warrenfrost.co.uk warren-frost warrenfrost.co.uk
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Mr Aimiles
‘Sample Foad
‘Sample Town
Samplestire
Samplevile
Country
ABGC 123 4
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Hotel and Park ti’c‘ﬁ';sy -
and Kids Under 7 Stay and =<
&
ime’ ning out . | =
But time's run eal ends 26 April 201 e =

Our exclusive de

Want ‘The Whole Package’?
We can organise your hotel, park tickets
and transport to Disneylancl® Payis.

wistieyland® Paris Breaks
Our exclusive Airmiles deals include your

park tickets and hotel. Train?
/ Entry to both parks included Upgrade and save ]
/ Breakfast included Get 25% off Standard Premier En—l-.._..r-'
v/ Choose any Disneyland Paris hotel ~now from 1,950 miles pp T EUROSTAR
V/ Kids Under 7 Stay and Play Free Plane?
— " ——
2 nights’ stay 3 nights’ stay BRITISH AIRWAYS ~* ﬂype'

3 days’ tickets
from 400 miles + £140 pp

4 days’ tickets
from 500 miles + £190 pp

That’s 30% off| | That's 40% off

Or Automobile? (and ferry of course)

(POOWs Ferries _ rittaryFerries

1234567850125

12%55577&/9080958095/209&25508

- NA¥e
S

Stay for two nights or more at Disneyl_
and get 40% off your hotel and park tickets.

and® Paris before 26 February 2011

How to get to
Disneyland® Paris

From 350 miles + £70 per person Whetheryouvart oy, s o
oS oy ol Aoy gt o, | | Wyt s

& R s e || B
« Accommodation at a o Free et Sinky Dog Zig e
Disneyland Paris hotel

« Tickets for the two Disney Parks
« Breakfast in your Disney hotel

Your package includes

ey
BRITISH AIRWAYS —

warren-frost
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THE BRIEF

Client: Airmiles & Disney

Create a direct mail campaign to promote the new partnership
between Air Miles and Disneyland Paris.

Solution:

| developed a high-impact direct mail piece that successfully
balanced two distinct brand identities—Air Miles and Disney—
within a single, cohesive design. Working across both brand style
quides, | blended core Air Miles branding with Disney character
assets to create a simple yet visually striking piece designed to
stand out on the doormat.

This project required close collaboration with multiple
stakeholders, including Disney’s legal and brand teams, to ensure
all character assets were used in strict accordance with licensing
guidelines and that all terms and conditions were legally compliant.
Careful attention was paid to layout, hierarchy, and tone to
maintain brand integrity for both clients while delivering a clear
and compelling message.
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Anything can fly

Offers to inspirgy(r)ru inside

= |

Get 2,000 Avios
when you collect
IN a new place

We want to welcome you to Avios
with a little surprise.
A way to get flights and rewards quicker.

See how to get 2,000 Avios every time you collect in a new place
n the next year.

And a 3,000 Avios voucher when you spend £500 on your

Uloyds TSB Duo Avios Credit Card Account.

Do the maths and surprise, you're well an your way.

‘See wihere you could fly at wwiw.avios.com /X000

How to get a 3,000 Avios voucher

You don't have to do anything differently. Just use your Lloyds TSB
Duo Avios American Express® Card for all your everyday shopping.

@ Spend £500 on your Lioyds TSB American Express® Card
by 16 February 2012

© We'll add a 3,000 Avios voucher to your account
@ You'll get 1 Avios for every £1 spent

Read more at www.avios.com/xxoo00c

Want more bonus Avios?

To get our latest news and offers by email:

@ Go to www.avios.com/myaccount

@  Click ‘Set up online’

© Fillin the form and sign up for our emails

=
==l

Mr Sample
Sample Street
Sample Town
sample Distriot
sample City
Sample Country
Posteode

1l

Pick up a

3,000 Avios

vVoucher with

Lloyds TSB

How to get 8,000 bonus Avios

It's all by collecting Avios in more than one place. It's the smartest
way to do it. And the fastest way to flights and rewards.

@ Choose a new way to collect
©  Get 2,000 Avios every time you coll

@ We'll add them to your Avios accou
15 November 2012

lect somewhere new

nt every quarter until

See all ways to collect at www.avios.Com/xxxxxxx

b
¥ Lloyds TSB  ELLECARE @

—_—
BRITISH AIRWAYS ~

© +44 7941138 701
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e Sample
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Sampe Town
Sampe Distrit
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Sample Country
Postcode

Anything can fly

Offers to inspire you inside

<

Get 2,000 Avios
when you collect
in a new place

Collect
400 bonus Avios
with Tesco

# Lloyds TSB Pt e -
@ BRITISH AIRWAYS ~_ m%[: @ want to welcome

ta Avios with a
.- 3Urprise

Step this way
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THE BRIEF

Client: Avios

Develop a direct mail campaign designed to promote exclusive
offers to new members.

Solution:

| designed a data-driven direct mail piece that delivered
targeted offers and promotions based on each members
account balance and preferred methods of points collection.
The format was built on a modular grid system, allowing multiple
offer and information panels to be interchanged seamlessly.

This ensured a high level of personalisation while maintaining

a clear narrative as the piece unfolded.

Flexible, dynamic copy was created to respond to relative account
balances and individual collection goals, enhancing relevance and
engagement. | worked closely with the print team throughout
pre-press, carefully proofing and validating all data combinations
to ensure accuracy and consistency across every personalised
version of the mailer.

Awayto get flights and rewards quicker. Away 10 get fights and rewards quicker.
Se how to get 2,000 Avios every time you
collectn a new place in the next year.

We want to welcome
you to Avios with a 13500 Ao s o s
little surprise £t o s T O s e

See how to get 2,000 Avios every time you
collectin @ new place in the next year.

And 33,000 Avios voucher when you spend
500 on your Lioyds TSB Duo Avios Credit
Carg Account.

00 the maths and surprise, you'e well

on your way.

See where you could fy at

W avl05.COmI K000

00 the maths and surprise, you'e well
onyour way.

See where you could fiy at
S —"

How to get 8,000 bonus Avios

© Exchange Clubcar vouchrs for Ao

We’'ll save you
a seat

forevery £250 Clubcard voucher
© et 400 bones s

Want more bonus Avios?

M To get our latest news and offers by email

1 Go to wwwavios com/myaccount

2 Click"Set up online’

3 Fill in the form and sign up for our emails




Warren Frost

Graphic Designer/Creative Artworker

= =

AREN'T YOU WE COULD FILL AND FILL THE RITZ FOR YOU COULDIFIEE . TH E BRI EF
onsoaroverr ||| 1oopoenerars  Ggll wavonts G fleeaues | G

WITH SEATS BOOKED WITH AVIOS WITH THE HOTEL NIGHTS BOOKED

Client: Avios

TURN YOUR EVERYDAY SHOPPING Design a series of animated web banners for placement across

T TR both Avios and partner websites.
www.avios.com/join

Solution:

Working within the Avios brand style quide, | created a suite of

animated banner designs that communicated key messages

ey through an infographic-led approach. The animations followed

AREN'T YOU 200 a narrative inspired by a plane journey, guiding users through the

ON BOARD YET? _ ! - experience while also highlighting alternative ways to collect Avios.
: . This storytelling approach ensured clarity, consistency, and strong

N LD L g o visual engagement across all placements.

190 BOEING 747s

WITH SEATS BOOKED WITH AVIOS k85,000 MEMBERS
orvio NEW YORK

AND FILL THE RITZ FOR

4%/> MONTHS

WITH THE HOTEL NIGHTS BOOKED

YOU COULD FILL

297 BATHTUBS

WITH WINE BROUGHT WITH AVIOS =
A |1 oo 115
e | BOEING 747s
TURN YOUR EVERYDAY SHOPPING

INTO TRAVEL REWARDS < 25‘5"@'33525opms

www.avios.com/join
www.avios.com/join

menTvou | 48,000 - T ‘ : AREN'T YOU
ONBOARDERS MEMBERS BOEING 7475 ESZL‘VE‘ZS‘;EDPP.NG ) ':.': ON BOARD YET?

JOIN THEM AND FLY
www.avios.com/join

o ; b o wor | .
. ) |} 85,000 MEMBERS oy o
ON BOARD VET? ooNEWYORK ‘ ]

b |

‘? == 1 JOIN THEM AND FLY

www.avios.com/join M | JOIN THEM AND FLY
8 | \www.avios.com/join
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B R Support the launch of a new credit card partnership through online
Representative 21.9% APR variable s e

banner concepts for animated and carousel formats.

= e Solution:
- . Using airport and travel motifs, | developed a visual concept based
B ) on information boards and conveyor belts, tying the theme of

movement to the campaign’s message. Created multiple banner
variations, including leaderboards, skyscrapers, and MPUs, which

Gory B Reclail Gor) B Reclail Ges) B Reclait .. . .

& BossageRectoim &) Bagdage Reclaim € Bagage Reclaim were then passed to the digital team for animation and rollout.
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21.9% APR
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This is just a small selection of the projects I've created over the years.
If you'd like to see more or chat about any of the work in this portfolio,
I'd love to hear from you, please feel free to get in touch.

® +44 7941138 701 &) warren@warrenfrost.co.uk warren-frost warrenfrost.co.uk





