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CRAFT COFFEE
WORKSHOPS
LIVE MUSIC

Guildhall Winchester

£15/ticket

inc. reusable Huskup
"whilst stocks last

www.hampshirecoffeefestival.co.uk

BOOK NOW _
Bow QU
@HantsCoffeeFest

Winchester Coffee Festival
Branding & Logo Design
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Wednesday 5th December 2018
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Utilita Arena
Branding & Logo Design
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WinACC
Annwal Report 2017/2018

Think globally, stant locally

Winchestas Actzon an Climate Changs
(WIRACT) = helpisg Winehester tecome

Think globally, EIEIERGIEENY
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WinACC

WinACC
Logo, Branding & Website Design



WinACC
Solar Farm Opposition Campaign Brochure

Animporian benelit of solar fanms

is that they give the land a rest from
intengive terming, This enables soil fo
Begome healthy once mare alang with
sigrificantly improved local biodiversity.

[P ———

In a recent survey from the
Government on attitudes
towards renewables and
energy generation, solar
came out top in popularity.
Asked about their views
on a solar Farm being built
in their lacal areas H1%

of respondents said they
would be very happy, fairly
happy or would not mind.

Running a gas plant costs almost
4x dmes as much as new solar

Gus

@ Onshara wird
Oftshore wind

& Nuclear

& solar

A simple example is the cultivation
of wildfikowers on a solar farm,
creating a bumblebee habaat which
=ssists farm crops in the wider
loral area through pallination In
most cases, solar farm leases last
up to 40 years. Atter this period, the
fand can b ratumed to farmng or
nther uses

The recent energy crisis has helped
us 1o understand that
!uca!ihcﬂiﬂl}l genaration  The UK has the potential
i umgently needed 1o to generate up to
reduce our dependence on

unreliable overseas sourges. 0/
Solar is the cheapest o
available tachnology dectrici -
sl solar fagms can be Gl o
constructed quickly. Jom e

The Sofar Trade Association reports that
the LK has the potential to generate up
to 40% of its electricity from solar power
by 2030. Running a gas plant in Feb 2022
cost almast FOUR tmee as much as
we'd pay for new solar or wind. They also
take cnly months, not years, toinstall and
connect to the grid.

Solar farms can
co-exist with other
farming practices B

on the same land '@% :

such asBeckeeping k 5 o k‘?‘*‘a. 4
and Sheep Grazing, E N




TIMSCO

Company  Contact Contact  FAQs

Compare bridging
and commercial mortgage
rates in seconds

Timsco Financial Services

Step 1 Step 2

COMPARE ELIGIBILITY

Qur comparison
fool lifts the lid on
the latest property
finonce rates

Bridging Finance

What exactly is it?
Is it just for auctions?

How fast can | get the money?

Get in touch

(01489 346788
helle@fimsco.co.uk

€ Timuca Speckaist Fnonos Solution 2020

Answer a few
simple questions to
check which rates

you're efigible for

Step 3 Step 4

Once you're happy
with the chosen
product we can get
the ball roliing quickly

APPLY TRACK

We'll update you
along the way and
chase the lender
on your behalf

with no face to face
meetings required

Commercial Mortgages

How much deposit do | need?
Can | get interest only?

How long can | take the loan
over?

Find out more

COOKIES NOTICE WEBSITE TERMS

PRIVACY NOTICE PLATFORM AGREEMENT

Website Design

TIMSCOQ




S48 (011962

hamden s Zurich
Amsterdam Paris
Copenhagen Lisbon

Dubai Singapore

+44(0)1962 28009}

| ; Milan Berlin
hamden:gsge | Zurich
Amsterdam Paris

Copenhagen Lisbon

Dubai-Singapore

Milan Berlin

Hamden has refined the search
process down to 6 clear steps.

Search Process

Executive search Direct search Talent Mapping

: Talk to an adviser

Hamden Executive Search i .
Branding & Website Design : ey

Asia Pacific

t's Business as Usual E HAMDEN 100 ndon's Calling

info@harmden-es.com J +44 (0)1962 28009




The Bramston
Bursary Foundation

The Bramston
Bursary Foundation

‘The Bramston
Bursary Foundation

The Bramston
Bursary Foundation

T

THE BRAMSTON
BURSARY FOUNDATION

The Bramston
Bursary Foundation

Ihl The Bramston
Bursary Foundation

Bramston
Bursary Found:

The Bramston
Bursary Foundation

[ The Bramston
Bursary Foundation

bramstgn

rv Foundation

Bramston

Bursary Foundation

Logo Options & Branding
Bramston Bursary Foundation



Jane Penty

Jane Penty

nesigning Sustainaniliy ®

About Bubfcations & Projacts

Designing Sustainability

Jane Penty is a designen, edu

and consultant f;
‘what and how
into enabéng

produce :
for sustainable living.

Contact

Jane Penty
Website & Logo Design
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@: Healtheare - oo o

Nature/has the-answer:
Chemistryis the key

lligue mo conserior molum

E @: Healthcare v R - oo

KiB*500 is a naturally-derived product

for boosting the immune system in
relation to infections.
KiB®500 is a naturally-derived

product for boosting the immune (" purchase )

svstem in relation to infections.

Key Features

Necatur sit illibus
deribus ciendae

Necatur sit illibus deribus ciendae

How to use

i rictiate et herue, coapom nbslita, L QU 1 G o GRERAT Cone mA
el baccme De mamimnct o e Quan tioles S ok moSigen
FARAYLALETCIN I RS 47 €0 £00 1ICANAR B OGRS T LAY U SCAUBANL

Vohaaledse G0RIBAa St mokinlie rshanclcle BabOFDoR re Nim eos dolumie

Find sul more

Are you a praclicioner?

VLN i rady e pochcttor Bosabg
1 e e st 1 B

< - KIB Healthcare

A Pharmaceutical Web Design

ot Db

@ Healthcare




A MANC )‘R‘ .

Literary lunches

On our bookshell

o _ <3

Contact us

A MANOR

www.pittleworthmanor. co,uk

v X

’;-“ES' =

i e

£ AMANOR OF READING 1

Plttleworth Manor
Webdesign, Brochure Design & Email
Design



THE PASTRY CORNER

s THE PASTRY CORNER

EEEEEEE

The Pastry Corner
Branding & Pattern Design
2023



Visual Communication Design



How impaortant is social Which platform should | be using? How much should linvestin What you need to know
media or your brand? S i it e e e e ' s i Social Media? to start posting
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thinkcreative
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When setting up your social media f
make sure you have this check list:

Remember. Our social media packages

Breakdown of a Facebook feed Maineatn Brst @ Supercharge
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Winchester BID Ballot Video
Awareness Animation
Click here to watch


https://www.youtube.com/watch?v=QhAQ6cf0Y5Q

ACCURATELY PREDICT WHEN, WHERE AMD HOW MAMNY?

The warkd has fundamentally changsd; never befare have
we lived inan age where 52 many have shared so much,

or has this information been so readily available..

Our innovation framework harmesses the
power of data & pecple to seamlesshy

merge data science and co-creation.

WHERE ARE WE NOW?

Focus groups
& Surveys

Ethnoaphy
& Gorzo

Communitties
Ca-Creation
& Workshaps

Big Data &
Connectsd Dats

VO DENT HEED
TOREYON
CLAIMED BEHAVIDUR

YOI DOWT HEED
To FORCE
ANACENDA

VO DT HEED
TOASKQUESTIONS
OF BREAK CONTEXT

OUR FRAMEWORK

OPPORTUNTIES IDEAS

A MIXED-METHODOLOGY
APPROACH

w BUILDING & CATA UNME RSEMADE UF OF
CONSUMER CONVERSATIONS AND SPECIALET
DATA

¥ SCAMMINE THE DATA LN WERSE AT SCALE

w# UHEARTHING MATURSLLY DOCURRING C LUSTERS,
THEMES & IDEAS

+# SEMSE CHECKING ACROSS SOCIAL MEDIA

CONCEFTS

oTLTIN
FRITAMATION

" UNDERSTAMDING SHARE OF VOICE

o CO-CREATINGWITH INFLUENKERS & INNOVATORS
" TESTING FHDINGS THROUC H QUANTUTE

" DELWERINE BEMCHWARKED COMCEPTS

o BUILDING & BLUEPRINTFOR INNCWATION

THE CHALLENGE

ASSESS & ANALYSE THE ONGOING UK AUTO REPAIR
COMVERSATION TO IDEMTIFY EMERGING TREMDS,
THEMES & OPPORTUMNITIES

Use dats and sacial listening to uncaver key insights
and ideas for Belron to capitalize on in 2017 and beyond.

KEY QUESTIONS TO CONSIDER:
What angers and delights consumers?

What are the key themes B trends smerging within the space?

Han do Belrort's core competiters perform within this categary?

Hew do Belron's key att ributes core values stack up against the
canversation?

THE PROGRAMME

e
'1—
‘ ATSCALE
|5 J
L= ol
hey

[INS[E\\(’JTANAL\'S! e}

INTRODUCTION TO THE WORLD OF DATA

DERHE THE GUESTIGN ACREE OH DATA SOURCES,
ATAMACROLEVEL MARKETS AND TIME FERIOD:
s i il Dot scurces. - Secindian ascil
g ey - Markata
i e el g
- Tora P
K (@),
s g Rk

BREAK THE QUESTIOHN DO/
INTO ITS COd PONENT A RTS

defringour arto e urkvarss, thiosugh 1 e of
iw.am&.a.ﬁ'ﬁ:,r.mﬁ.
- Samviems- “ex maintanres’, “brabn chackad”,
“purFarmarce et “al shangs”
. R L ————

| . Brnds- NG Bocmerks, Mlstiormida Azt Fupai,
ClickMacharic om

New Business Poster
Black Swan
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FROM BLACK SWAN

EST PLAFORM

MAINTENANCE

Miarsh & Farson'siatess advert companng " people 1
" crmted

and drove buz=

S PROPERTIES™ Rumcuncing, the brand in March 2017.

Bus howe

MARSH
PARSONS

WHOSE ROAR

IS LOUDEST? .

: {Ejror).fsutherlané}

E |

wers wctualty talking sbowt it?

ey il
Bl whiat efiect did i hree 20 e bvanad?

Sentiment
OVERALL SENTIMENT

Mot ol of the conversation was negative:
Thess comerations had &
TSN PR -

e T clioncied so dar't ghver ™
Goowaum Lerws e

{71 “Abemps ey whair ach. One of few

vt sgans with the balls 10 wep
out of che box and whake nup 8 b

Sorn Roaoms

LEYERAGE NEW DATA SOURCES

T CoaLL TG

el I R S N A —

EDUCATION

YARIETY

THOUGHT

Marketing Collaterol
Black Swan




BRANDHNG IN ACTION

Brand Guidelines
Black Swan

ACCENT

N MTES I KK
R b B0

3 actiid

MAIN HEADING STYLE IN
BRANDON GROTESQUE BLACK

AVENIR BOOK
AVENIR MEDIUN
BRANDON GROTESQUE
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Internal Coms
Black Swan
Company Party

ONE MORE DAY
OF FUN & MUSIC

* BE PREPARED FOR AN <EPIC NIGHT ¢ OF FUN e
THAT WILL LAST LONG AFTER THE ®
*SUN HAS GONE DOWN*

WEST SUSSEX FESTIVAL ATIRE
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STUDENT
ACCOMMODATION

BORNE DEVELOPMENTS

ELM GROVE HALLS
UNIVERSITY OF ROEHAMPTON
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Osborne Developments
Various Brochures



{2 PULSAR

(o) PULSAR e

' Audante geece loal for =arbulig asd sdvertbing ineghl, hepig
trands analpse audiences, meassre campaigne and
crasts mars ralevant consent

Bt this & not ol 7 ocan do, Bocial madie s mot just
a maans bo undenband how peacpies inbarsct with

HERE: Understanding gender i b o g erec i et bt

1he worka arowund Them boo, It canbe 8 posseriul ool

differences to build better location for indersasing ol kst peogie ik, but
& navigation tools

In Shis papar, we demonehrale how we used ool
dats o inform new domane of inretion and
raduel deviepranl = el propo s behadoer =
tis model, which works with prechologic blases
i tarcd Eahrvicur and atit ba e lver
A cose study In social dats to drive product development and Innevation b T AT A e s

‘Wi hepe you aney readicg

Anjs Nishof

2.2 Focus groups 3. Considerations in research design

Wa carried cut eight two-hour focus groups in tha US

d Germany, split by genser (36 participants n ttail, - g 3.1 Creating mass scale exploratory research

Paychology research has identified traits in bshawour,

hich wa uncovered cognition ard Intarsctian that clustar intoc ‘masculing”

anding users” own

and ‘femining’ typms - but huge variations within
genders exist a5 wall, Consequently. the ressarch had
nding of the sacial findings to be conducted at Social data was 3 sclution allowing us 1o take
we orarcises and testing, The : aeale [+ overcome . a relstively cpen scope for the research,
muMiple map applic ations prar indladual stfeets - which  “Social data was a usng brosd cesrch terms to gather divarse
1o ghva E " iate would  typically  require a . pehevicural and attitudmal data. Content
auantitative methods, solution allowmg US  wisusksstions 1ot uc  (dentify  naturally-
= e oecurring topics rather than imposing &
ender differences, in order to derive : T Howavar,  seripting & to taka a relatwely preuetergmhez eoding structure — mprls,awe
mercial implications. =it . ~ - survey regquires a prior could work from the conversation 'up’ rather
: ' - definitionofthacategaries open scope 'Dr the than from hypothases “dewn’. This allowed us
we ars  ressarching. research”™ to find behavicurs and wser prioritias that we
Corwentionally, small would ctherwise not have known to search far
seale qualitative - making It truly exploratary research.
i - 3 = e - - A exploratory work would Identify attributes for the survey
3 T il - : 5 : to investigate. But hare. in order to indicate whether
$EPlE e, . : — the identified differerices in behavicur were actually
= : : : gender-based phenomena al all, we needed large scale
enguiry.

: , White paper design
Market research paper
Pulsar Platform

() puLsar

3.2 Identifying gender
in big data

In arder to use social data in this way, we needed to w H H

consider how wa identify gendar. 'We were sbla to Wh”e gender is not

use social data in this analysis bocause the Twitter a perfe{:t or com plete

search APL lavailable through Gnip, and built into o = &

Fulsar) offers 'gender” as an analytical field. This information ﬁeld, it

gender data is inferred rather than user-declared. enabled us to |dent|fy

Twitter does not disclose its methods, but it is

likely to include Bayesian inferance on probabilities pﬂ t‘_:e rns at a macro

generated by analyzing names, word choice, topies million=-me ssage sca le

of discutsion, and accounts fellawed. Other i

computer scientists have reported an accuracy no other method =
of §2% for gender detection on Twitter data using
these data points (Burger et al, 2011 Within social
media searches on Pultar, we oursehes found
sirnilar rates of accuracy when comparing Twitter's
gander sttribution against users” photos and profile
information.

offered.”

5o, while gender is not a perfect or complete
infarmation field, it enabled us to identify patterns
8t 8 macro million-message scale no other method
offered. Quelitative social media analysis, followed
by facus groups, then anabled us to identify nuances
that algarithmic analysis may have missed.




FACE

Mapping women for HERE:
Understanding gender differences
to build better location

& navigation tools

Cvwens
Associate Direciorn. FAGE

1. Infroducing the business problem

HERE am & piobal mangi~p anc looofion daia
oeRpaty, pplpng mapd and ook dala as
hott B DAnem-THmness pmooadon, and
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2 oy = ypelhuei 15486 CGhetn inze= gnvdar. s
warion N ravigelioral and spalal pieleneods
[cimarnsd morn Sy Inber], i mesmed Doy o e
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= & procuct Bse
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developer ! FALT wnicidentdywheoh oororm nees
oferad he geeeies! poiemial strowgic advonmage
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demeh dsualisamion O Lse-peaes, dehEACURS. and
-, wi wiukd giee HERE'S dislgndis thi
colyiers thery nesded 1o design T leaies and
LG Fodpi o S

Wl = e i Pt SRl B vy P s LUK
nmversh was'dl deor wem that wiz suw e potestil b
wsing sockal media data. This vy seam an uruseal
rhease e 8 iy AR hehavnor: den T Sncl s
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We are FACE
a Market Research company that helps you

answer questions

How can we find new growth areas within a developed market?
What is the right language for this audience on social media?
Is this new product really ready for launch?

Why are my customers leaving my product for another brand?

2. Our research approach Focus groups

What is it that we don't understand about our audience?

Vo used § fwophose melhod oosddes TR
ahcdicnga:

F. ookl madko Iering

dsng Puss e Socisl Mmoo ool se deeelopes
Frhouse al FACE we mn hee Englith language
lesymoicHieseC seaches:
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mach 25 T leal” and ooAing 10 get "
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Research paper & Email Design

FaceGroup

00

How do we do this?

We combine qualitative, quantitative,
& social data research to create projects
that provide fresh perspectives.

We understand that the world has changed,
with people more inferconnected than ever belore,
we use socially infelligent research
to think not just about your user,

but to see your audience as a part of your brand.

So far, we've helped Microsoft....

Creale needs, pain peints and delight frameworks,

to support and guide innovation

Test over 100 ideas in the space of a year,
ying the and | ing lessons
along the way

Understand why users give up on technology;
identitying strategic and tactical opportunities
to increase retention

Aleng with many mere projects.

We'd love to help you answer your questions and make befter decisions.

Get in touch today:

in acegroup.com
www.facegroup.com




Viral

TRACKING THE SPREAD OF FLU ON SOCIAL MEDIA

datn con facilitate & duy-by-doy rospanse 19 8
Tast changing vitus, aad mportantly, datects the
warly signs while people are sl o1 home.

Bul whad about the poaple who do not speak
up anlined Wenn are mone sctive than min
on seclal medin platforms, creating a pendered
s in conversation. Only 35% of owe-g5s -
o group particulaly wineralsle ta - own o
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The nature of big data meoes thal we eee nat
mesnitarieg far v dual caes of iliness, Rather,

Social data can
facilitate a day-by-
day response to a fast
changing virus, and
importantly, detects
the early signs while
people are still at
home.
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The instantaneous
nature of social data
brings with it a new
pace of planning and
action.

s time te fill that socisl blind spot. For
enhanced prediction. For sockal insieht
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Who's talking?

This repart Socises on the fiu snd flu-lie sicknesa, something that effects us all, and I lamented
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How far will people let their flu
go, before turning to the drugs
cabinet?
NOT VERY FAR...

WRR aeception of Tamifu, the top 10 mentioned
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TOP 10 BRANDS BY SOCIAL INTERACTION
UK, 5CPT - DEC 2015

From the kitchen cupboard

THESE PRODUCTS INTEGRATE SEAMLESSLY INTO A
PLETHORA OF HOME REMEDIES. WARM, SOOTHING,
DRINKABLE, RUBBABLE, HOMEY...

2 1o what o oo, fes and tashe when they arne

SOMETNING SENSONaL

TOP HOME-REMEDIES BY SOCIAL INTERACTION
UR, SEPT - DEC 2018
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HOW CAN WE MAKE THE MOST OF BIG DATA TO KEEP
PEOPLE WELL?

Attitudes to the flu Vaccination
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Audience Intelligence

Case Study
Rubicon British Asian Millennials

BRAND CHALLENGE

Identifying a fuller picture of
Brisitsh Asian Millenials

As a brand whose heartland has always
been British Asians, Rubicon identified

a need to better understand the British
Asian millennial sudience. The goal was.

te find cut how they could continue to
have a connection with British Asians,
even as the identity and aspirations of the
younger generation continue to change.

The brand came to Pulsar to help them
gain a mare fully fleshed-out picture of
the British Asian Millennial audience, not

only in their offline lives, but also wil
their digital lives.

THE RESULT

d approach enabled us to get to
ing of British Asian Millennials.

target solely in terms of their
appears increasingly anachronistic:
h!li!&s&, but this one

Engaging the targat

learnings into future comms planning, i terms
] hannels that feal most fertBe
to engage British Asian Millennials.

THE APPROACH

Methodology

In order to achigve this, we used a mised methodology approach, utilising the
bast of digital and face-to-face research methods. This mix enabled us to get
to mare in-depth insights about the target audience by leveraging:

WhatsApp to understand consumption: getting participants

to capture their drinks and media consumplion vis WhatsApp
resulted in a more intuitive and simple research process,
leading to greater engagement with the research process. This
approach enabled us to quickly bulld patterns in response, from
uncovering the extent to which a lot of the target were really
digging Big Bang Thoory, to the growing significance of mocktalls

Starytelling mechanics to uncover emational resonance: by
getting participants to describe their background and future
through a family story, we were able to diminish discomfort
around reveslng intimate aspects of family ite. and get to the
amoticnal welght [positive and negativel that made up thair
wider familial and socio-cultural relationships, Understanding
these relationships was key bo being able b identify the
changing ideas of identity around

Face-to-face friendship interviews to build on response in real-
time: by the time of the frisndship interviews. we had already
established a relationship with our participants via WhatsApp;
as aresult, the face-to-face sessions became much mare:
open and intimate, leveraging the bonds of friendship between
participants to get to deeper understanding of the target

Case Study Design
Pulsar Platform



HOW TO PR
NOROVIRUS

EDICT

The Food Standards Agency Used Social Media Data to Predict Noravirus

PULSAR

Audience Intelligence

July 2016

Case study Design
Pulsar Platform 2016

THE CHALLENGE

How Twitter & Lab reports give a different view

Monitaring this manually at first. the team decided to start using
Pulsar as one of the tools to keep track of activity around the
disease online due to its fexibility when it came to the range of
needs expressed by the F3A and the platform’s fundamentally
real-time approach.

“The problem with lab reports is that they only give you the
*hindsight’ view. They are useful, but you are working with old
information which obviously doesn’t help much in terms of
predicting to a certain level outbreaks of the Norovirus. Plus, it's
often elderly people whe go to the GP with these types of diseases.
Younger people are more likely to deal with it on their own terms
and might not even visit the GP. 5o in that sense, the lab reports
give a skewed view. It's just very hard to say how skewed.”™

Sian Themas,
Head of Information Management at the FSA

THE SOLUTION

Using Pulsar’s word cluster visualisation (below), we see which words
are mentioned together with the flu. In this case, it becomes visible
that paople mention natural remedies like garlic soup and cloves &
red onion rather than names of pharmaceutical cures. This could
have to do with the fact that pharmaceutical solutions might not

be well known, not readily available, or perhaps even that people
accept this particular flu is one to "sit out’, and there is no quick fix,

Looking at what is sald, rather than how often things are said, a
clear picture is painted of what people say in relation to the virus.

THE SOLUTION

The agency’s analysts created an algorithm by using historical data
frem Twitter, and started comparing the velume of mantions to
Norovirus lab reports, reporting confirmed cases of the disease in
the UK. Cumhhing the data sets of the lab reports and Twitter could
give them a more complete picture on the topic,

Plus, the fact that there is a
l. correlation between the two

indicates that Norovirus cases
are likely spread fairly evenly
Across age groups, meaning
unrepresentativenessof the
F ) ot

THE RESULT

How data science can help health care

Using Tweets to communicate early warnings to the general public
about the Norcvirus is now something the F5A can do, thanks to
their approach to different types of data. (Sociall data science can
definitely make a difference in health care, as Sian Thomas and the
team can attest to:

"More people turn to the internet than ever to find information
about disease areas, and they are open about sharing infarmation
too. Mining thiz information in the right way can help us raise
awaraness with the general public - which in turn can result in
disease prevention. There is huge scope for using social data this
way, we've only scratched the surface. I'm excited about the
opportunities it offers for researchers, health care professionals,
and ultimately, the wider public.”

[ o)
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HELPING MAZDA GAIN
VALUE FROM ITS SOCIAL

MEDIA ACTIVITY

o) PULSAR

Audience Intelligence

June 2015

Case study Design
Pulsar Platform

THE BRAND CHALLENGE

Becoming a social brand

Mazda Motor Europe wanted to introduce social media listening as
a new way to gather customer feedback and inform its first brand-
led marketing campalgn In Europe

Mazda came to us in the position of being a global brand
who wanted to push the visibility of social media across the
organisation.

In this context it was also clear that their social presence
throughout Europe had considerable scope of Improvement.
The role of our continuous research: to identify opportunities to
improve and to provide additional value to users via sacial.

OUTPUTS CONTINUOQUS, REAL-
TIME, ACTIONABLE, SOCIAL
MEDIA INTELLIGENCE

Highly rasponsive social media reporting. able to turn around
perating se

y deployable training program has been
tin 12 markets

Established relationshi rith regional stakeholders and deep
understanding of challenge needs in each mark:

Mazda with ongoing
and clear

THE APPROACH

Continuous social media reporting

To meet Mazda’s needs we created our on-demand social media
reporting model: a bitesize, cost-effective way of delivering social
medla insights that can be easlly shared across business units, going
beyond just research or digital teams into marketing, brand and PR.

We recognised that many clients do not have the time nor
desire to trawl through |engthy reports with deep strategic
recommendations, but instead need an cutput that gets to the
point and measures purely what is necessary.

[ Srp—— O AL, L ABSPTN AL DA TR A AT

CREATD AwENESS APLLMNTA G Tty -

THE IMPACT

Helping Mazda become a social brand

"We chose Pulsar as our preferred social media listening partner
because of its advanced analytics capabilities and world-class
research team. The Pulsar team has worked clossly with the local
‘markets to ensure they undaerstand the benefits and limitations
of social media research and are prepared to take on quick
turnarcund research (i.e. product recalls).

The fact that Pulsar also offers a social customer engagemant
system - in addition to the social media listening platform - was
another reason we decided to work together, as we could use just a
sole platform and set of KPI's across all our social teams.™

Christian Ohm Manager
Head of Consumer & Market Intelligence
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in 2016
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Newsletter Campaign redesign
Pulsar Platform & Face Group

THE JOURNEY OF AN IMAGE
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| = Vuelio

LISTENING - THE ART OF
SOCIAL MEDIA SUCCESS b OUR NEW MEDIA DATABASE

IS WAITING FOR YOU! -~
GET FREE DEMO NOW

[FREE GUIDE]

. _*Vuelio

Hello Imogen,

‘. ¥ - .
5% Velio = VYuelio
Soclal media‘'s matured. How about your approach to it? o .

Qur latest whitepaper tells you how soclal media listening can help your organisation GET MORE
achleve Its goals. from VU EL'O

You'll learn: ‘
¢ who in the organssation should be Estening to .T:- GET POLITICAL é .
social media, and how they should go about it
¢ how to tum customer complaints into
testimonials, mfluencers into advocates, and
opportunities into revenues LISTENING - THE ART OF
¢ when to lead, when to engage, and when to SOCIAL MEDIA SUCCESS
walk away from the conversation -

..« Yuelo

W,)m - GETSOCIAL - mii'y

POLITICAL
SERVICES

GET COMMUNICATING
E ’ FIND OUT MORE HEREp

With social media growth showing no sign of
slowing, it's more important than ever to understand
how the right kind of Estening can bring benefits
right across your organisation. Download our
whitepaper and make listening to social media
count.

Get the free guide!

All the best,

Marketing Collaterol
Vuelio
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Think Creative Process Infographic
thinkcreative New Business Campaign

Our door is always
open. Our dedicated
team will be ready
to meet you with a
cup of coffee, or
even some cake...

It's all about youuu!

We want to get to know you.
By having an indepth
discovery session we will
find out more about your
business and what your
objectives are

Once we know your
customer inside out
our experienced
marketing & design
team will produce
some initial
concepts

Time for more coffee!
We will present some
carefully planned
concepts to you and
see what you think

With your feedback Time to finalise

we will work our the details of our
magic and bring designs & plan
your ideas to life with you

[

All completed
under one roof
in the beautiful

city of
We will then launch Winchester
your sparkly new digital
campaign that boosts
your enquiries and We are always here
expands your sales - to help market and
while taking care of all support the growth
hosting and technical of your business, as
aspects little or as much as
you desire

Creativity with purpose
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Social Panels 1
e ]
Listen 1o a custom s
audience such as i

mums, docters or any
i 1
Media Dashboard g Gy :
The top Enks and audience. |
Images your

Granular Maps sudnce it Lha 1
i = [
Map social posts by 238 s g
1

country, city and now
at street lovel

Pulsar API

Integrate Pulsar
analytics in your
products and third
party apps

Measure patentia
and actusl reach for
bath organic and
owned channels

Tracking your data
allowance made
simple

Instagram
Integration
Explore visual
social media

Centent
dashboard
Shared Images,
Links, Domains,
Posts: all the "best
bits™ in one place

Audience
Dashboard
Your audience
demographics at a

Blance
¥ Historic
' Previews by Day
1 Instant sneak
] & Int
Interactive i pee“:a:e':'uur
Graph Visualisation W

in the browser

Easy network
analysis for all

Facebook
Content Tracking

Map how content
spreads on
Facebook

Modular Al ek
Switch on smart
algorithms for
custom data
analysis

See how top stories
drive awdience
Engagement

MNetwork
Analysis
in the browser
Look at soclal data
9% a graph, not a5 3
spreadsheet

2014

Visibility
Algorithm 2.0
Our new propristary
algorithm tells you
which conversations
yeru shauld pay
attention to

Mecia
Gueries

Focus your data
with imnge -only and =

link-only Pulsar Core
trackers
Qwn channel
T analytics done
right
Full Facebook
Archive Search

Instant access to
every single tweet
over croated

Clusters 2.0
The most ver
custom charting Pulsar
salution in the social Vision

listening space Beyond simple logo
detectien, Pulsar
now understands
the cantent of an

image

2016

Advanced
Fliter Panel

Newt level data
smgmantation

Roadmap Infographic
Pulsar Platform



PULSAR

FACEBOOK TOPIC DATA
What is it?
TRACKING
Facebook topic data allows you to get
unprecendented insight into events, .
o e

brands, topics & activities, without

compromising consumer trust. t‘l ) g
Al
J

BRAND
PERCEPTION
N

Insights from Facebook topic data ¥
will help you improve the relevance s
and effectiveness of your digital
marketing activity.

How iis it different
from other social network
data?

More people and
mo gage t
How does this play out in practice?

We used Facebook topic data te find
insights in dentistry & oral care

W

& Toothache

50 Million o
businesses with

active Facebook
Pages'

® Bad breath

® Gum disease

W Sensitivity
10x more "
data points than any Decay
=

1.0% billion
daily active users
spending 46 minutes

adayon "
i Fasiook other soclal date ancerns around oral health
P eopic asta e appears to dictated by gender
by I.‘I!;SH!
1 Facabonk - hipe-urm fcabost. . rerpare
Get in touch!?

2 Facebock G 2014 Earsings Rapart & Faceback G2 2016 Emmings Report

info@pulsarplatform.com
+44 (0] 207 874 &5 77

Facebook Topic Data Infographic
Social Media Event
Pulsar Platform



Oral Health

PULSAR SOCIAL INSIGHTS
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Understand what drives consumer interactions
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dentistry
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Continuous insight inta consumer n
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Data gatherad drom May 30¢h - Friday June 3rd 2018]

0% 20% 0%  s0% 20%

Onlnu

People interect the most

2 about the French host team,
Wales' return to international
tournaments atso Eenerates
buzz!

By understanding who makes up your
audience,and the topics they are
engaging with, you can easily build up
Your creative strategy to reach the right
People with the right content, at the
right time. Use Pulsar for these in-depth
audience insights so Your creative &
advertising planning becomes not just
easier, but better,

PULSAR o) PULSAR

Sports & Dental Infographics

100%

Younger women exprass
1 the least interest in Euro
2016, but as age goes up,
s0 does the amount of
interaction for famales.

Top 10
Individuals

Managers take the top spot
3 when it comes to engagement
around Indlvld‘uals, as do those
Missing out. Absence might
make the heart Egrow fonder!



Did you know?

Pulsar
understands over

175
languages!

Pulsar recognises

positive and

negative sentiment
in these languages...

PORTUGUESE ITALIAN

SPANISH FRENCH

ENGLISH TURKISH

ARABIC GERMAN

Pulsar makes sense of
topics written in the following
languages:

German Portuguese

. Russian
Evanich English
Italian

Turkish (Facebook only) Spanish

Dutch (Facebook only)
Swedish

Polish (Facebook only)

LEVCRadliglobal coverage (ol
Market Research using Pulsar

I don’t understand engagement rate,
what does it really mean?

LIKES

a combination of COMMENTS
! SHARES

\ on'a given day, week or month

total number of posts published at this time

X100

total number of people reache
by the posts in the same time interval

Engagemant
rate is important
bocause it means you can
instantly see how well your
content is performing,
therefore making it possible
to benchmark and
streamline your marketing
strategy

In TRAC what are the differences between
Volume, Visibility & Reach?

VOLUME

the total 2 int of posts ¢
by posts a

VISIBILITY

B3 LCOre We
measure

sualised in & timeling.

Reach
is impartant
because it
mesns you can
see how far your
content has
traveled

‘How to’ Infographics
Retention campaign design



Brand Application
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ALL PEDDUCTS DRGEHIC VEEAN BECIPES BLOE CONTAET

WHY WE'LL NEVER

USE PALM OIL GO NUTS FOR

COCONUT BUTTERS!

any palm oil to create delicious nut butters, Introducing s AMAZING. GELICHAIS,
INCREDIBILE Cosonut Dutter range, our latest
additions 12 the Meridian family,

So we don't, ever.

MORE INFO MORE INFD

Crunchy Almond Butter Crunehy Cashew Butter WHAT'S GOING ON
SHOP HOW — SHOP HOW —

Wh,‘w‘: shauld be eating mare Almand Uﬂﬂl"llc.hlolitl‘wd Butter Chocolate Nn\‘ri(h!‘ﬂ-l“ peanst butier for net butter
Butter! Maasse Tart CORANILEUTS
Crunchy Almond Butter Crunchy Cashew Crunchy Almand Butter Crunchy Cashew e e e e
SHOP WOW ~ SHOP WOW - SHOP MOW ~ SHOP MOW ~ s
Crunchvy Almend Butter Crunchy Cashew Butter
SHOP NOW = SHOP NOW =

MERIDIAN ORGANIC
COLLECTION

~ CHOCOLATE &
BANANA PANCAKES .

GET THE RECIPE —»

e
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 EEEN
ALMOND SATAY DIP WITH
FLAT BREADS AND VEG

GET THE RECIPE —

FAQSE  FOOTER MIWQ 1  FROTER MEWY 2

W T NSt R D 1ge O O/BANSE S0ed ML At 00 1e
bruttern are pached baf of nabury's srargy bo beal b whele amily.

Meridian Website

Shopify Website & Email Design
Constructed in alignment with the client’s
brand guidelines and instructions

GADO GADO SALAD BOWL
B GET THE RECIPE —
- LY - wiono
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Edyn Handbook
Brochure & Marketing Collaterol design
Constructed in alignment with the client’s brand guidelines and instructions



Art & Creative Work



DANIEL
SERVANTE

THE BURN

e

SMALL THINGS .

Album Artwork
Music



In support of electronica home studio creations

WHO ARE WE?

SATURDAY 10th
SEPTEMBER

Music

eaim to

At QTPLL we believe in supporting new home studio music and musical ex;

create a community for electronic artists - a gateway for getting new home made electronic music heard

by eager ears.

@Quiet _ Pill S e
L ven

For some heavy bass electronica get the Quiet Pill Djs down to your event, email us to book

QUIET PILL DJs
present
an evening of electronic beats Ok PR Rt

fyol ify with creative support from Quiet PFill and join the

fyou want to release your music on ltunes & Spot

205A Lower Clapton Rd
Clapton

London
E5 8EG WP

LATEST NEWS..
6pm - 12am

The first home grown tunc produced by QTPLL studlos Is out now,
Quiet Pill Music Platform Cutnomonitines spoty
Brandlng & WebS|te Dip (Singles Club #3) - Single by Qulet PIll
Click on the artwork to listen now.

To find out more about how to get your heme studio creations released with QTPLL emall us at quietpl




Garudio Youth (Art Collective)
The Secret Club Zine
Denmark




Screen door designs  §

Private commission piece for Terracine House — F57" SN =

Quatra Bornes , Mauritius
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Product Design = =
Wall Chart

PHYSCAL L.|-1u'.'-.l |_| { e
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Abstract insitu design
3Ds Max Animation




Band Music Posters
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Carbon Culture
Fine Art

Screen Print Series
University of the Arts



Pattern Design

Experimental style



Urban Decay Installation
& Transitional Prints
Exhibition, University of the Arts




MRF
Giclee Prints
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Photography Series
Paris
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Artwork
Creative Experimentation




Photography Series
London Looking Up







Social Media Campaign Examples



Consumer conerns vary by gender Understand what drives consumer interactions

Consumer vision of ‘ideal’ teeth goals

(N e o
Whiter

Straighter  Brighter

Engagement around oral health is vast,
female & American

e

246K o
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P 2SS 14% Floss |#ﬂ

Products driving the most engagement

Social Campaign showcasing Facebook Topic Data for Pulsar Platform - this particular campaign was based around the Dental Industry.



WINCHESTER WINCHESTER ¥
FASHION: FASHION:

4th - 9th April 2022 : WORKING IN PARTNERSHIP WITH

#WFW22

www.winchesterfashionweek.co.uk

@winfashionwk

.

Instagram posts created for the Winchester Fashion Week awareness Social Media Campaign.



& winchesterbid s & Posts < winchesterbid -

winchesterbid

496 1'237 505 Winchester, Hampshire
Posts Followers Following

‘Winchester BID

Supporting businesses in #WinchesterUK. Sign up to ENEWS -
fortnightly local business news, events & opportunities:
enquirdes@winchesterbid.co.uk

www.winchesterbid.co.uk/

10 Parchment Street, Winchester, Hampshire

Followed by madeinthejar, 418agency and 9 others

LOVE
#INDIEWINCH FROM

Message Contact v

@ G V N - @ Llate night
- . % "k M shopping
&- Liked by jakesandersrhodes and 8 others

tonight!

LOVE
FROM

n QaQ & O

Instagram style for the Love From campaign Winchester BID.
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I CRAFT COFFEE

£15/ticket -/ 7 \ WORKSHOPS
BOOK NOW [F, ¢ LIVE MUSIC

Guildhall Winchester

hampshirecoffeefestival.co.uk

WWW.HAMPSHIRECOFFEEFESTIVAL.CO.UK

Instagram posts created for the Winchester Coffee Festival Social Media Campaign



Make your
website go off
with a bang

See your
conversion
rates rocket

Happy
Halloween!

...and watch
your search
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rankings go

X /' sky high!

01962 841 757

Think Creative Bonfire Night Instagram story campaign.



Happy
Halloween!

...want to
get more
bite from
your

website?

Think Creative Halloween Instagram story campaign.

Try having a
call to action
on every page

Tap to read more

..and try using video

to create more
engaging content testimonials.”
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“...and always include

L |
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Don’t be
scared to get
in touch

01962 841 757

thinkcreative




Imogen Barton
www.studio-b.co.uk
imibarton@gmail.com
| 07815528525




