Christopher Page

Graphic Designer




Profile

A Graphic Designer with over

11 years experience working In
agencies and freelancing. From
print to digital, jobs large and small,
my focus Is to create simple design
solutions that engage and excite.

I’'ve worked with Polaroid, Odeon, EE, St John Ambulance,
Blu, Barratt Homes, Henkel, Nestlé, EndometrosisUK,
Purina, Juniorjones and Bosch.

hello@christopherpage.design



What I do

Graphic design

Branding & identity design
Digital & website design
Content creation for social media
Layout & editorial design
Advertising

Shopper Marketing
Illustration

Packaging

Animation

hello@christopherpage.design




BRANDING

& IDENTITY




JUNIORJONES

A brand built from scratch.
The market’s first all-
carbon-fibre stroller. After
analysing the market we saw
a space for a luxury stroller
brand. For those who feel
that their baby is just that

bit more discerning and
therefore deserves the best.

I worked on all aspects of
the brand from naming to
the tread on the tyres.

Deliverables

Identity Design
Packaging

Print material

Digital + print advertising
Point of sale




JUNIORJONES
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The baby market was targeted with print & digital advertising

JUNIORJONES

FOR BABIES GOING SOMEWHERE
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EncdometriosisUK

The task was to create a
brand that better represented
the 1.5million who suffer
from Endometriosis.

The idea came from their
mission; to end I1t. End the
pain, end the ignorance,
end the isolation.

The ‘End-mark’ has taken
them from being quiet and
passive to a charity demanding
to be seen and heard.

Deliverables

Art Direction + Identity Design
Brand Guidelines
Advertising
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We are the UK's largest charity supporting those affected by endometriosis
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Tower 42, London
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The Stoop
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The Stoop

West London's most
colourful stadium.

See TICKETS

ticketmaster:
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Chairman

Chie! Executive

Chiet! Operations OMiCer
Commercisl Director
Chiel! Marketing Officer
People Director

Head of Rugby

General Manager Rugby:
Head of Rugby Operations
Head of Foundation
Strategy Initiatives Lead
Group Finance Director

Brand Development Lead

Melrose Sevens
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KIDS CLUB

Ocdeon Kids Club

A dedicated club for
Odeon’s youngest
customers. I created
the ‘Odeos’, characters
that only come to life

when kids are watching.

Deliverables

Identity
BTL Toolkit
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Barratt Homes

Brand identity for SMRT by
Barratt. Compact urban living
that targets middle earners.
The ‘corner-mark’ is inspired
by plan drawings and the
typography plays into how
compact the spaces are.

Deliverables

Identity Design

o , ,. Brand Guidelines
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Selected logos & names from the development process
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St John Ambulance
Ask Me Campaign

SJA has thousands of volunteers
across the country, trained

Ask me how I brought in the first aid skills that save

someone back to life | Z | people’s lives. But it’s an
32 prsTAD [ T it organisation that is built on quiet

SAVES LIVES |

humility and doesn’t tend to

talk about the work it does. The
campaign encourages the public
to ask SJA volunteers to tell
their amazing life saving stories.

Deliverables
Advertising (OOH + paid social)
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Ask me why life mea
S0 much more now

:;i:'lt’ FIRST AID
58 SAVES [Ives

Ask me why life
so much more now

BHE FIRST AID
BT SAVES LIVES

Ambulance




Ask me how | saved a

man who'd been stabbed

FIRST AID SAVES LIVES FIND OUT MORE

Phases 2 & 3 of the
campaign used banners,
sponsored content and
paid social to tell new
stories of how first aid
saves lives.

Ask me why | teach people
how to treat knife wounds

Ask me how I stopped
a boy bleeding to death

SEE THE WHOLE STORY

St John
FIRST AID SAVES LIVES Ambulance
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(f] Ask me how | saved
. astabbed man's life

St John
FIRST AID SAVES LIVES FIND OUT MORE Ambulance

" r AR y______4 |

4 | 4 A A

St John

Ambulance

&

SEE THE WHOLE STORY

Stiohn €8

FIRST AID SAVES LIVES
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e. Ask me how |

\
B saved a man'’s life /

SEE THE WHOLE STORY |

St John
FIRST AID SAVES LIVES Ambulance
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Blu

UK-wide advertising campaign
positioning Blu as the cooler

choice. I
models t
deliverec

Illustrated the
nen designed and
the campaign. It’s

success lead to this becoming

the perm
for Blu, a

anent brand-world
platform for all

future launches.

Deliverables

Print + di

gital advertising

Suite of illustrations
Artworking
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Polaroid

Relaunch an iconic film
camera to a new generation.
Everyone’s heard of Polaroid
but they’d been out of the
game. To tease the upcoming
launch their archive was used
to create social posts that may
tell a story, trigger nostalgia

or be outright strange.

A countdown on their site and
print ads went live arounc
NYC. The original was well and
truly back, selling out multiple
times whilst the campaign ran.

Deliverables

Advertising (OOH + paid social)
Design for digital
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POLAROID
Posts

q polaroid &

Want to know more?

Your Email

Privacy Policy =

thank-sgiving

02:11:32:15

days hours minutes seconds
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6,626 likes

polaroid Back for Thanksgiving #TheQriginalisBack
Coming September 13

The most complex set of man-made
chemical reactions ever. Coming

View all 63 comments

September 13.

davefromny | know | say this every time, but: If
you're never seen the Eames film about the

SX-70, go to YouTube right now and watch it. It's &
a must!
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Want to know more?

Your Email
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London Marathon
Expo 2022 Mural for
St John Ambulance.

A 3m square isometric
Illustration showing the

marathon route with some fun
facts and info along the way.
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Thank you
for your time.

hello@christopherpage.design
+44 (0) 7837 211 290






