Chris Wright [ Senior
Brand & Graphic Designer

Selected brand, campaign and digital
design work across fintech, technology
and financial services.

— EST202 — LOCATION

SHINY

Desigres

Bedfordshire, SGI15 6AH

10 Albone Avenue, Arelsey,

CONTACT

Mobile: +44 7545 640304
Email: chris.s.wright@icloud.com

ONLINE

www.shiny-designs.com
linkedin.com/in/chriswright8
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Senior Brand and Graphic Designer
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Discover the
5G advantage

With 56 we ore creating

Investin the
Power of 5G

Profile

Senior brand and graphic designer specialising in brand systems, campaign
design and marketing toolkits for financial services and technology
companies. Experienced in creating scalable design frameworks used by
internal teams and global partner agencies.

Key Skills

- Brand Identity

- Campaign Design

« Visual Systems

« lllustration & Icon Design

« Marketing & Digital Design
- Event Creative Direction



American Express

Fintech product marketing

Developing a scalable brand system
for a new Open Banking payment product.

Brand Identity & Marketing Toolkit
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Are you open to a new
world of payments?

With a seamless integration process, Pay with Bank transfer makes
it simple. Use a button on your website, take payment over the
phone, in store, or through in-app integration.

Open
up to
Savings -

Access to a cheaper method
of payment, no chargebacks
and reducing fraud.

Npen

41% of UK consumers say they have

past 6 months. Growing daily'

= Bank transfer

by AMERICAN EXPRESS

Opening education
to streamlined
student fee payments.

Initiatives like Open Banking are giving
consumers more control over their financial
information. In education, these changes are
bringing benefits for students by providing

a secure, speedy way to pay their education
fees online, directly from their bank account,
while finance teams at education providers
can leverage them to overcome the challenges
associated with financial reconciliation.
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used an Open Banking payment in the

Pay with

Bank transfer

Powered by AMERICAN EXPRESS

Simple, Speedy, Secure

Jpen to
Everyone

-

‘ Powered by AMERICAN EXPRESS

Consumer reach, brand built on trust,
reliability and security. 51% of consumers
said that concerns about an unknown
brand or provider might prevent them
from trying a new way to pay.?

Case Study
Education

’ Lancaster 25
University

Simple, Speedy, Secure

American Express
Pay with Bank

transfer

OVERVIEW

American Express launched
Pay with Bank transfer to
support the growing adoption
of Open Banking payments in
the UK.

| developed the visual identity
and marketing toolkit for the
product, creating a scalable
design system used across
product marketing, partner
communications and
campaign assets.

ROLE
Senior Brand Designer — MBA Group

DELIVERABLES

« Brand guidelines

« Colour palette

« lllustration and Iconography

« Campaign assets

« Marketing toolkits used by
internal teams and agencies.




CHALLENGE

The previous visual direction,
developed by another agency, felt
cold and inconsistent, lacking the
personality and clarity needed for
a fintech product launch.

Pay with

Bank
transfer
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Fepiell > P paypal '

PayPal

‘PayPal has now been around for nearly 20 years and y lgnificantly
BRAND fitst appeared in 1998 although it g since th ly days. The

Confinity and renamed PayPal In 1999. As of 2018 It developed to be much stronget and less rounded. The
RRAEYSES ‘had over 286 million active user made icon is now instantly i brand

9.9 billlan payments In aver I h more vibrant.

PINK @G

The colour pink is associated with femininity, and is

generally used in logos for brands targeted to women. It g g

B e e e A e «+ - -Mobile- g
for sweet foods like ice cream and donuts. Pink is also

seen as a “fun” colour, and can evoke a sense of

playfulness.

AMEX PWBT

Cashless made effortiess.

I :
.
g | (o=

An caskor way o pay
onthe web.

Finditallin

What a Pink Logo Says About Your Brand
I you have a pink logo, there's a good chance that
women are your target audience. You might embrace a
“girly" image and cater to consumers who o, too. If you

COSMOPOLITAN  donutiang”

PINK  uls

sell food products, they are likely very sweet. If you are
in any other industry, you are probaby trying to convey’

¢ o e o th d deu o the message that your company is lively and fun.
palred he
BRAND primrily using black, white and some shades of greyin  colour and ibrancy. Liberal use of white space and long
ANALYSIS ‘much of ts dy
shine, Sometimes quite (iterally when set against the of its imagery.
lack.
Area Graph ... Pie Chart
Example. S omie

o Example. @

Mint
Green

Pure Deep Rich
White Blue Black

#82D4BB #FFFFFF #00175A #000000

To suppore dthe brand in generel and modetn appeal to
BRAND e T BRAND ‘we recommend expanding the supporting colour them rather than belng so datk and heavy. These can
wse tints and shades in the data visualiation but would be good to get a wider sample of any data " ' or than. ‘ e
DIRECTION "having extra colours will give you a nge better to DIRECTION pelefte then use the pi e
cotous fo oxCmons sefen iy e Y0 ol - P colou owete, colours. Using these In conjunction with the existing stand out without being so overbearing.

shades of the AMEX brand biues wiil give the

e

KlarnaSense.

BRAND Klarna's brand photography Is obviously heautly to their core brand colours, Kiana Is portrayedas a
influenced by fashion and uses i inatedby ~fun, youngand k ith it history.

ANALYSIS smooth textures and vibrant colours. Using calour Little to no Tlustrations are used.

palettes dominated by pink and pastel shades to tie in

ly any imagery in to how to achleve this effect. we
BRAND have a dark blue colour wash applied to . This strips  would strongly recommend using full colour,full body
all the Imagery " shots. Thi feel
DIRECTION appesr cold and i Al i iendlier and more pen i ir
al5o seem to feature women whilst not showingany It easler for the user

faces, There also didn’t appeat o be instructions in.

Title Slide L Title Slide
ot Subtitie

BRAND As PWBT wants to steet away from using Imagery further to create a couple of unique patterns. These
i wanted to devels d evolve the displayed i ions but
DIRECTION graphical styles of the brand further. Using the lines could be further developed fof use In other marketing
from the PWBT thi i i

APPROACH

Extensive competitor research across fintech brands including
Apple Pay, Klarna and PayPal helped to shape the new
creative direction focused on clarity, warmth and accessibility.




IMPACT

Following presentation of the brand system to
senior stakeholders, the agency was appointed as
American Express’ sole UK marketing design partner

for the product.

Baﬁk transfer A new way to shop for

Powered by AMERICAN EXPRESS Brighton & Hove Albion kit

Speedy

Afast, hassle-free

payment experience

Secure

Payment credentials
stay between you
and your bank

Are you open
to a new world
of payments?

With a seamless integration

process, our Pay with Bank Bank
transfer makes payments simple. onsfer
Use a button on your website or
app take payments over the
phone, in store, or through a
digital invoice. ——0

o

Payment Received

ywith

Bank
transfer

Powered by AMERICAN EXPRESS
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|

So how does it work?

CHECKOUT

\ m
- Click
\ Bank transfer ' ~
Select

\ Your bank

Login

i@\
> 9

Confirm
It’s you Approve ’

The details

How Pay with
Bank transfer
works for you

Streamlined
experience;
instant
funds

Open Banking with American Express
empowers merchants with a streamlined,
secure payment experience. Receive funds
instantly, with no chargebacks and less
risk of fraud. Pay with Bank transfer is
fully SCA compliant, so there's no
additional work required by you. Simply
press the button, take payment and
receive the funds. It's that easy.

Chris Wright - Design Portfolio

Cost

savings TG
for your
business , _..

Discover a new way to pay that's
simple, secure and low in cost.

Sowered by

American

Express, open
- ‘toeveryone

Pay with Bank transfer is open to
everyone. Driven by our globally
trusted and recognised brand and
available at major UK banks; you
don’t have to be an American
Express cardmember to benefit.

Simple, Speedy, Secure

Ban
transfer

Powered by AMERICAN EXPRESS
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Brand Guidelines

Standard Edition

2.5 COLOUR PALETTE

LEAD COLOURS

Pantone 191C Pantone White C

COM84 Y34 K0 | comovoko

R231G43BIOS | W"'“/ R255 G255 B255
FFF

#E72869 \\ #FFF

SECONDARY COLOURS
Pantone 285C Pantone 2757C Pantone Black C
(APl CosMaavoko (NSNS CI00 MO YO K30 €100 MI00 Y100 K100
Blue MEGIGILEI (I o G23 890 RO GO BO
#006FCF #00I75A #000000
SUPPORTING COLOURS
arma.
Violet
Pantone 265C Pantone3375C  Cool Grey2 Cool Grey 6 Cool Grey 1l
C54M67YOKO  C41MOY31KO COMO YO KI7 COMO YO K52 COMO YO K94
RI30G958224  RI22G225BIO]  R208BG208B206  RI6/GI6BBI70  R83 GBE BIO
#825FEQ #TAEIBF #DODOCE HATABAA #53565A

2.7 LINE ICONS

‘Howourlconsoremude - [Iih @ @ |‘E’| &
@BOLOS
DO &Y

How our icons are used

Our icons should be easy to
interpret and understand and

should help guide users through =N Q
our communications at a glance. 4 &

They can be displayed in either

of our brand colours: pink on a
white background or vice-versa {j @ é O @

Secure

The end-user authenticates directly to
their bank, meaning bank-grade security
and no shared card details.

Simple

An intuitive user experience completed in
a few quick clicks, with no account set

up needed.

Contactless payments online or in store

without needing to enter card details.
Perfect for on the go.

3] CHARACTERS

4 - -

Peggy Brandon

Lead character

Peggy is our lead character
and is used to demonstrate
how to use PWBT. She can
either be shown using an
oversized mobile device or is
placed everyday scenarios
with a device in hand,

Isha

Supporting characters

Brandon and Isha can be used in
addition to Peggy to add variety,
diversity, and colour through our
supporting colour palette. They
should always be used where
more than one person is displayed
within slide or scene

24

3.3 DATA VISUALISATION - PIE CHARTS

DataSet! 30%
DataSetz 25%
Data Set3 20%
Data Set4 15%
Data Set5 5%

@ Datasets 5%

&

80 60+

First Option Second Option Third Option
Namus reptissinum Namus reptissinum N ssinum
aturiam harit aturiam haritendi

2.1 TYPOGRAPHY

Aa

Buenos Aries Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ

Primary Typeface

Our Primary Typeface
is called Buenos Aries. It

abcdefghijklmnopqgrstuvwxyz is based on two of the

0123456789 most popular fonts of the
20th Century - Avenir and
Futura.

Aa Due to subtle, playful
moments, the font looks
. . friendly whilst also being
Buenos Aries Semi Bold distinctive and easy to
ABCDEFGHIJKLMNOPQRSTUVWXYZ read. It works equally as
abcdefghijklmnopgrstuvwxyz :"CLL as both a display
ont and a consistent,

0123456789 easy to read body font.

Aa

Buenos Aries Thin
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
0123456789

3.2 COMPONENTS

Supporting elements
The backgrounds in our illustrations should support the
audience and sectors we are talking to, whether that's
B2B or B2C.

CHECKOUT

These can be set against pink or white backgrounds or
one of our cool grey colours. As a general rule against
darker backgrounds the llustrations should be white
and against lighter backgrounds they should be pink
When a device features, its screen should be pink, unless
it's displaying a merchant webpage. When there is no
device, or the screen is not pink, the characters clothes
should be pink to ensure it's the most prominent colour.

3.5 DATA VISUALISATION - INFOGRAPHICS

Data Set 2 Data et 3
olupta upta :
s tibearum quo te tibedrum quo t
ad quate et auta ad quate et autaf
Data set 6 @ Dataset?




YOOBIC

Retail technology platform

Creating a unified visual system
for a global retail technology platform.

Brand Refresh & Design System




YOOBIC

OVERVIEW

As YOOBIC scaled globally,
the brand lacked a consistent
visual system across
marketing, product and
internal communications.

| led a visual rebrand, creating
a scalable design system used
across the website, marketing
campaigns and internal
communications.

Chris Wright - Design Portfolio

ROLE
Lead Designer —YOOBIC

DELIVERABLES

« Brand identity refresh

« lllustration set

« Icon library

« Website redesign

« Google Slides templates

« Company enablement

« Online brand guidelines and
repository on confluence




CHALLENGE

The brand lacked consistency, with multiple
illustration and icon styles used across the
website and marketing materials, resulting
in a fragmented visual identity.

Chris Wright - Design Portfolio

YOOBIC

The only retail store
operations platform
YOU CAN'T C

plat

Restaurants

w._ CET PRODUCT TOUR

Deliver the perfect

guest experience Truszed by 350+ top global enterprises

¢ = o 7 St Wichaels & BURGERFI MOSCHINO

A dedicated partner for
every challenge, every
goal

Eéfnntivin and

VIOOB_IC modernizeg g
simplifies compliance
operations at Fogs

DAVID JONES

*

Our Values

Global by Design

APPROACH

The rebrand introduced a vibrant
colour palette, a unified icon system
and a scalable illustration library
used across marketing, product and
internal communications.




RETAIL'S _ y | Store execution doesn't fail Execution, without the gaps. at scale.

RIDEpE

in big moments. It fails in a

YOOBIC | thousand small ones.
Small misses are 1 e rmec o Pt sty
retails biggest leak, & "

N 104 hows wasted
10 every week

Execution you can measure. |
Results you can trust. |
YOOBIC is the Al-powered retail operations

platform built to close the store execution
gap and drive business impact at scale. |

CELINE  Fub

loved by users.

o o o G .
Festurea
e
i
=
Stop.

NRF booth #5265 for a live demo.

Turn to the back page to see how leading retailers
e choing e hacinion gup i voome T DIDD

CAMPAIGN: NRF NEW YORK

YOOBIC exhibited at NRF in New York, the
largest retail technology event globally.

| designed the campaign identity used across
social mediqg, event graphics, booth materials
and marketing communications.

RETAIL'S

RIDE
or ﬂ! g
Y voosic

IMPACT

The event became the most
attended in the company’s history,
generating a significant increase in
qualified sales leads.

Chris Wright - Design Portfolio




Callsign

Digital identity and authentication technology

Shaping the visual direction of marketing and thought-leadership
content for a global cybersecurity brand.

Direct Mail & Marketing Campaign
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Callsign

OVERVIEW

Callsign is a cybersecurity
company specialising in digital
identity and authentication
technology used by banks and
financial institutions worldwide.

As Lead Designer, | shaped the
visual direction of marketing

and thought-leadership content,
creating clear and engaging visual
communications across reports,
campaigns and pitch materials.

ROLE
Design Lead - Callsign

DELIVERABLES

« Brand guideline materials

+ Infographics and data
visualisation

+ Marketing graphics

« Thought-leadership reports

 Digital campaign assets

« Event branding




CHALLENGE

Cybersecurity products can be

complex and technical, making
it difficult to communicate their
value clearly through marketing
materials.

APPROACH

| developed a series of infographics
and visual assets to simplify complex
security concepts and support
Callsign’s thought-leadership content
and marketing campaigns.

These visuals were designed to align
with the evolving brand guidelines
while maintaining clarity and
accessibility.

Chris Wright - Design Portfolio

DIGITAL TRANSFORMATICN
Your Maturity
Pathway
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J DIGITAL LEADER:
BASIC WEBSTORE MO P CRTRCTCH SRRl

r
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n with digital life.

callsign

# Covs patene * Tresarseny
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IDENTITY
I RS T H¥YH

PRESENTED BY C(]“Slgn

The future of
identity starts here

callsign
ubig|ipd

callsign

APPROACH : 8 P
Led the visual direction for ¥ %
Identity First, Callsign’s global

digital trust event, developing

the event identity and

promotional graphics.

Pitch materials | designed also
supported global business
development conversations
with leading financial
institutions, helping position
Callsign as a leader in digital
identity and authentication.

Chris Wright - Design Portfolio Page 14



OneFamily

Direct Mail Campaign

Engaging teenagers with their Child Trust Fund
through an interactive direct mail concepit.

Direct Mail & Marketing Campaign



OneFamily

OVERVIEW

Many teenagers approaching age
16 were unaware of their Child
Trust Fund or its potential value.

| developed a campaign concept
designed to engage teenagers
and their parents around these
accounts, encouraging them to
explore their savings and consider
investment decisions.

Chris Wright - Design Portfolio

ROLE
Senior Brand Designer — MBA Group

DELIVERABLES

Campaign concept

Direct mail design

Marketing campaign assets

Print and digital commmunications

ONE FAMILY DM MAILER

3&%&0) cardd, come;/fﬁ seul’ oul very close o The
Teens WW with call o aclion 1o 9o buline
andl register with 0AM.

onefamily

modern family finance

Happy Birthday
<Names




onefamily

SOLUTION & OUTCOMES

| developed a pop-up birthday card concept sent to account holders
approaching their 16th birthday, featuring miniature paper cheques
illustrating the potential future value of their savings.

The campaign led to MBA Group being appointed as OneFamily’s external
design partner, resulting in ongoing campaign and marketing design work.

Chris Wright - Design Portfolio



Chris Wright [ Senior
Brand & Graphic Designer

If you'd like to discuss a role,
collaboration or project, I'd
be happy to hear from you.

LINKEDIN >

LOCATION

10 Albone Avenue, Arelsey,
Bedfordshire, SGI15 6AH

CONTACT

Mobile: +44 7545 640304
Email: chris.s.wright@icloud.com

ONLINE

www.shiny-designs.com
linkedin.com/in/chriswright8
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