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Profile

Chris Wright

About Me

Key Skills

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.

Senior Brand and Graphic Designer

•	 Brand Identity
•	 Campaign Design
•	 Visual Systems
•	 Illustration & Icon Design
•	 Marketing & Digital Design
•	 Event Creative Direction



American Express
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Brand Identity & Marketing Toolkit

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



American Express
Pay with Bank 
transfer

Opening education  
to streamlined
student fee payments.

Case Study
Education

Simple, Speedy, Secure

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. 

ROLE
Senior Brand Designer – MBA Group

DELIVERABLES
•	 Brand guidelines
•	 Colour palette
•	 Illustration and Iconography
•	 Campaign assets 
•	 Marketing toolkits used by 

internal teams and agencies.

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

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

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

Open 
up to 
Savings

Are you open to a new 
world of payments?

Simple, Speedy, Secure

Open to   
Everyone

41% of UK consumers say they have 
used an Open Banking payment in the 
past 6 months. Growing daily1 

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

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.2 

Open  
Banking 
Momentum
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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.
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Pay with Bank Transfer
Identity Guidelines

Marketing
Examples of use

06.2.1

Please note: all design, copy and  
imagery shown in marketing imagery is  

created for referenceonly, demonstrating our
logo usage and position, and is not to

be used or recreated.
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Pay with Bank Transfer
Identity Guidelines

Marketing
Examples of use

06.2.2

Please note: all design, copy and  
imagery shown in marketing imagery is  

created for referenceonly, demonstrating our
logo usage and position, and is not to

be used or recreated.

AMEX PWBT
B R A N D  D E V E L O P M E N T  P R O J E C T  R E S E A R C H

BRAND 
DIRECTION 
IMAGERY

CCuurrrreennttllyy  aannyy  iimmaaggeerryy  uusseedd  iinn  tthhee  bbrraanndd  sseeeemmss  ttoo  
hhaavvee  aa  ddaarrkk  bblluuee  ccoolloouurr  wwaasshh  aapppplliieedd  ttoo  iitt..  TThhiiss  ssttrriippss  
aallll  tthhee  iimmaaggeerryy  ooff  iittss  wwaarrmmtthh  aanndd  cchhaarraacctteerr  mmaakkiinngg  iitt  
aappppeeaarr  ccoolldd  aanndd  iimmppeerrssoonnaabbllee..  AAllll  tthhee  ccuurrrreenntt  iimmaaggeess  
aallssoo  sseeeemm  ttoo  ffeeaattuurree  wwoommeenn  wwhhiillsstt  nnoott  sshhoowwiinngg  aannyy  
ffaacceess..  TThheerree  aallssoo  ddiiddnn’’tt  aappppeeaarr  ttoo  bbee  iinnssttrruuccttiioonnss  iinn  

tthhee  bbrraanndd  gguuiiddeelliinneess  ooff  hhooww  ttoo  aacchhiieevvee  tthhiiss  eeffffeecctt..  WWee  
wwoouulldd  ssttrroonnggllyy  rreeccoommmmeenndd  uussiinngg  ffuullll  ccoolloouurr,,  ffuullll  bbooddyy  
sshhoottss..  TThhiiss  iinnssttaannttllyy  hheellppss  tthhee  ccoommmmuunniiccaattiioonnss  ffeeeell  
wwaarrmmeerr,,  ffrriieennddlliieerr  aanndd  mmoorree  ppeerrssoonnaabbllee  wwhhiillsstt  mmaakkiinngg  
iitt  eeaassiieerr  ffoorr  tthhee  uusseerr..

The colour pink is associated with femininity, and is 
generally used in logos for brands targeted to women. It 
is also associated with sweetness, and is seen in logos 
for sweet foods like ice cream and donuts. Pink is also 
seen as a “fun” colour, and can evoke a sense of 
playfulness.

What a Pink Logo Says About Your Brand
If 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 do, too. If you 
sell food products, they are likely very sweet. If you are 
in any other industry, you are probably trying to convey 
the message that your company is lively and fun.

PINK

BRAND 
DIRECTION 
GRAPHS

EExxppaannddiinngg  tthhee  ccoolloouurr  ppaalleettttee  wwiillll  aallllooww  uuss  ttoo  nnoott  oonnllyy  
uussee  ttiinnttss  aanndd  sshhaaddeess  iinn  tthhee  ddaattaa  vviissuuaalliissaattiioonn  bbuutt  
hhaavviinngg  eexxttrraa  ccoolloouurrss  wwiillll  ggiivvee  yyoouu  aa  wwiiddeerr  rraannggee  ooff  
ccoolloouurrss  ffoorr  ooccccaassiioonnss  wwhheerree  yyoouu  mmaayy  nneeeedd  ttoo  ddiissppllaayy  

llaarrggeerr  ddaattaa  sseettss..  DDuurriinngg  tthhee  bbrraanndd  ddeevveellooppmmeenntt  iitt  
wwoouulldd  bbee  ggoooodd  ttoo  ggeett  aa  wwiiddeerr  ssaammppllee  ooff  aannyy  ddaattaa  
vviissuuaalliissaattiioonn  ssoo  wwee  ccaann  bbeetttteerr  aannttiicciippaattee  hhooww  bbeesstt  ttoo  
uussee  tthhee  ccoolloouurr  ppaalleettttee..

BRAND 
ANALYSIS 
PAYPAL

PPaayyPPaall  hhaass  nnooww  bbeeeenn  aarroouunndd  ffoorr  nneeaarrllyy  2200  yyeeaarrss  aanndd  
ffiirrsstt  aappppeeaarreedd  iinn  11999988  aalltthhoouugghh  iitt  wwaass  oorriiggiinnaallllyy  ccaalllleedd  
CCoonnffiinniittyy  aanndd  rreennaammeedd  PPaayyPPaall  iinn  11999999..  AAss  ooff  22001188  iitt  
hhaadd  oovveerr  228866  mmiilllliioonn  aaccttiivvee  uusseerr  aaccccoouunnttss  aanndd  mmaaddee  
99..99  bbiilllliioonn  ppaayymmeennttss  iinn  oovveerr  220000  ccoouunnttrriieess  wwoorrllddwwiiddee..  

AAss  yyoouu  ccaann  sseeee,,  iittss  bbrraannddiinngg  hhaass  eevvoollvveedd  ssiiggnniiffiiccaannttllyy  
ssiinnccee  tthheessee  eeaarrllyy  ddaayyss..  TThhee  wwoorrddmmaarrkk  hhaass  bbeeeenn  
ddeevveellooppeedd  ttoo  bbee  mmuucchh  ssttrroonnggeerr  aanndd  lleessss  rroouunnddeedd..  TThhee  
iiccoonn  iiss  nnooww  iinnssttaannttllyy  rreeccooggnniissaabbllee  aanndd  tthhee  ccoorree  bbrraanndd  
ccoolloouurrss  mmuucchh  mmoorree  vviibbrraanntt..

1999 2007 2014

BRAND 
ANALYSIS 
KLARNA

KKllaarrnnaa’’ss  bbrraanndd  pphhoottooggrraapphhyy  iiss  oobbvviioouussllyy  hheeaavviillyy  
iinnfflluueenncceedd  bbyy  ffaasshhiioonn  aanndd  uusseess  iimmaaggeess  ddoommiinnaatteedd  bbyy  
ssmmooootthh  tteexxttuurreess  aanndd  vviibbrraanntt  ccoolloouurrss..  UUssiinngg  ccoolloouurr  
ppaalleetttteess  ddoommiinnaatteedd  bbyy  ppiinnkk  aanndd  ppaasstteell  sshhaaddeess  ttoo  ttiiee  iinn  

ttoo  tthheeiirr  ccoorree  bbrraanndd  ccoolloouurrss,,  KKllaarrnnaa  iiss  ppoorrttrraayyeedd  aass  aa  
ffuunn,,  yyoouunngg  aanndd  lleessss  ccoorrppoorraattee  bbrraanndd  wwiitthh  lliittttllee  hhiissttoorryy..  
LLiittttllee  ttoo  nnoo  iilllluussttrraattiioonnss  aarree  uusseedd..

BRAND 
ANALYSIS 
APPLE PAY

AApppplleess  ccoolloouurr  ppaalleettttee  iiss  iinntteennttiioonnaallllyy  ppaaiirreedd  bbaacckk  ttoo  
pprriimmaarriillyy  uussiinngg  bbllaacckk,,  wwhhiittee  aanndd  ssoommee  sshhaaddeess  ooff  ggrreeyy  iinn  
mmuucchh  ooff  iittss  ccoorree  aaddvveerrttiissiinngg  -- aalllloowwiinngg  iittss  ddeevviicceess  ttoo  
sshhiinnee..  SSoommeettiimmeess  qquuiittee  lliitteerraallllyy  wwhheenn  sseett  aaggaaiinnsstt  tthhee  
bbllaacckk..  

TThhee  ssccrreeeennss  ooff  tthhee  aappppss  aanndd  ddeevviicceess  ccoonnttaaiinniinngg  aallll  tthhee  
ccoolloouurr  aanndd  vviibbrraannccyy..  LLiibbeerraall  uussee  ooff  wwhhiittee  ssppaaccee  aanndd  lloonngg  
sshhaaddoowwss  aallssoo  hheellpp  eennhhaannccee  tthhee  cclleeaannnneessss  aanndd  ccrriissppnneessss  
ooff  iittss  iimmaaggeerryy..

BRAND 
DIRECTION 
COLOURS

TToo  ssuuppppoorrtt  tthhee  iilllluussttrraattiioonnss  aanndd  tthhee  bbrraanndd  iinn  ggeenneerraall  
wwee  rreeccoommmmeenndd  eexxppaannddiinngg  tthhee  ssuuppppoorrttiinngg  ccoolloouurr  
ppaalleettttee  ttoo  iinncclluuddee  ssoommee  ccoonnttrraassttiinngg  aanndd  ssuuppppoorrttiinngg  
ccoolloouurrss..  UUssiinngg  tthheessee  iinn  ccoonnjjuunnccttiioonn  wwiitthh  tthhee  eexxiissttiinngg  
sshhaaddeess  ooff  tthhee  AAMMEEXX  bbrraanndd  bblluueess  wwiillll  ggiivvee  tthhee  

iilllluussttrraattiioonnss  aa  mmuucchh  ffrriieennddlliieerr  aanndd  mmooddeerrnn  aappppeeaall  ttoo  
tthheemm  rraatthheerr  tthhaann  bbeeiinngg  ssoo  ddaarrkk  aanndd  hheeaavvyy..  TThheessee  ccaann  
tthheenn  uussee  tthhee  ppiinnkk  mmoorree  ssttrraatteeggiiccaallllyy  aalllloowwiinngg  iitt  ttoo  
ssttaanndd  oouutt  wwiitthhoouutt  bbeeiinngg  ssoo  oovveerrbbeeaarriinngg..

Electric 
Pink

#E72B69

Mint 
Green

#82D4BB

Bright 
Blue

#006FCF

Pure 
White

#FFFFFF

Parma 
Violet

#825FE0

Deep 
Blue

#00175A

Rich
Black

#000000

BRAND 
DIRECTION 
PATTERNS

AAss  PPWWBBTT  wwaannttss  ttoo  sstteeeerr  aawwaayy  ffrroomm  uussiinngg  iimmaaggeerryy  
wwhheerree  ppoossssiibbllee  wwee  wwaanntteedd  ttoo  ddeevveelloopp  aanndd  eevvoollvvee  tthhee  
ggrraapphhiiccaall  ssttyylleess  ooff  tthhee  bbrraanndd  ffuurrtthheerr..  UUssiinngg  tthhee  lliinneess  
ffrroomm  tthhee  PPWWBBTT  llooggoommaarrkk  wwee  hhaavvee  ddeevveellooppeedd  tthhiiss  

ffuurrtthheerr  ttoo  ccrreeaattee  aa  ccoouuppllee  ooff  uunniiqquuee  ppaatttteerrnnss..  TThheessee  
aarree  ddiissppllaayyeedd  hheerree  aass  ttiittllee  sslliiddeess  ffoorr  pprreesseennttaattiioonnss  bbuutt  
ccoouulldd  bbee  ffuurrtthheerr  ddeevveellooppeedd  ffoorr  uussee  iinn  ootthheerr  mmaarrkkeettiinngg  
mmaatteerriiaallss  aanndd  iinn  ddiiffffeerriinngg  ccoolloouurrss..
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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.
.  

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

Chris Wright - Design Portfolio
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Brand Guidelines
Standard Edition

5

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

Speedy
Contactless payments online or in store 
without needing to enter card details. 
Perfect for on the go.

Simple
An intuitive user experience completed in 
a few quick clicks, with no account set  
up needed.

17

2.5 COLOUR PALETTE

SUPPORTING COLOURS

Pantone 265C
C54 M67 Y0 K0 
R130 G95 B224
#825FE0

Parma 
Violet

Pantone 3375C
C41 M0 Y31 K0 
R122 G225 B191
#7AE1BF

Mint 
Green

Cool Grey 2
C0 M0 Y0 K17
R208 G208 B206
#D0D0CE

Cool 
Grey 2

Cool Grey 11
C0 M0 Y0 K94 
R83 G86 B90
#53565A

Cool Grey 6
C0 M0 Y0 K52 
R167 G168 B170
#A7A8AA

Cool 
Grey 6

Cool 
Grey 11

SECONDARY COLOURS

Pantone 285C
C98 M44 Y0 K0 
R0 G111 B207
#006FCF

Bright 
Blue

Electric 
Pink White

Deep 
Blue Black

Pantone 2757C
C100 M90 Y0 K30 
R0 G23 B90
#00175A

Pantone Black C
C100 M100 Y100 K100 
R0 G0 B0
#000000

LEAD COLOURS

Pantone 191C
C0 M84 Y34 K0 
R231 G43 B105
#E72B69

Pantone White C
C0 M0 Y0 K0 
R255 G255 B255
#FFFFFF
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2.7  LINE ICONS

How our icons are made
We use simple, stroke based icons 
in our brand. They should have 
rounded corners where possible 
and they should use a straight on 
perspective to cut down on any 
complexity and keep them simple.

How our icons are used
Our icons should be easy to 
interpret and understand and 
should help guide users through 
our communications at a glance. 
They can be displayed in either 
of our brand colours: pink on a 
white background or vice-versa

24

Peggy Brandon Isha

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. 

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

3.1 CHARACTERS
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Supporting elements
The backgrounds in our illustrations should support the 
audience and sectors we are talking to, whether that’s 
B2B or B2C. 
These can be set against pink or white backgrounds or 
one of our cool grey colours. As a general rule against 
darker backgrounds the illustrations 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.

3.2 COMPONENTS

CHECKOUT
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3.3 DATA VISUALISATION - PIE CHARTS

80% 60% 40%

First Option Second Option Third Option
Namus reptissinum 
aturiam haritendis 
aruptio reicillenis

Namus reptissinum 
aturiam haritendis 
aruptio reicillenis

Namus reptissinum 
aturiam haritendis 
aruptio reicillenis

Key

Data Set 3 20%
Data Set 2 25%
Data Set 1 30%

Data Set 4 15%
Data Set 5 5%
Data Set 6 5%

26 29

3.5 DATA VISUALISATION - INFOGRAPHICS

Cest, volupta 
tibearum quo te nis 
ad quate et autate

Data Set 1

Ur. Uspicat. 
Nictatime tilnes? 
Iptis peroporum

Data Set 5

Cest, volupta 
tibearum quo te nis 
ad quate et autate

Data Set 2

Ur. Uspicat. 
Nictatime tilnes? 
Iptis peroporum

Data Set 6

Cest, volupta 
tibearum quo te nis 
ad quate et autate

Data Set 3

Ur. Uspicat. 
Nictatime tilnes? 
Iptis peroporum

Data Set 7

Cest, volupta 
tibearum quo te nis 
ad quate et autate

Data Set 4

29
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Buenos Aries Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

Aa

Buenos Aries Semi Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

Aa

Buenos Aries Thin
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789

Aa

2.1 TYPOGRAPHY

Primary Typeface
Our Primary Typeface 
is called Buenos Aries. It 
is based on two of the 
most popular fonts of the 
20th Century - Avenir and 
Futura. 

Due to subtle, playful 
moments, the font looks 
friendly whilst also being 
distinctive and easy to 
read. It works equally as 
well as both a display 
font and a consistent, 
easy to read body font.

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.

Are you open
to a new world
of payments? 

Payment ReceivedBe open to Simple,
Speedy & Secure
payments.  

How Pay with 
Bank transfer 
works for you 

Cost 
savings 
for your 
business
Discover a new way to pay that’s 
simple, secure and low in cost.

Simple,  Speedy, Secure 

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

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.

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.

Powered by
American 
Express, open 
to everyone

A new way to shop for 
Brighton & Hove Albion kit 

Simple

shop.brightonandhovealbion.com

9:41

BHAFC

CLUB

SIZE GUIDEIn Stock

Adult 20/21 Home Shirt

TICKETS SHOP

s m xl

2xl 3xl

l

No account 
set up needed

Secure
Payment credentials 
stay between you 
and your bank

Speedy
A fast, hassle-free 
payment experience

shop.brightonandhovealbion.com

9:41

CLUB TICKETS

Thanks for your payment

SHOP

Log in

CHECKOUT

Select your
bank 

Click
Bank transfer

Confirm
It’s you

Approve
The details

Your bank
Select

So how does it work?

www.americanexpress.com/pwbt
Find out more: 

American Express Payment Services Limited (Pay with Bank transfer), Registered Office: Belgrave House, 76 Buckingham Palace Road, London 
SW1W 9AX. Registered in England and Wales with Number 06301718. American Express Payment Services Limited is authorised in the United 
Kingdom by the Financial Conduct Authority under the Payment Services Regulations 2017 (reference number 484347) for the provision of 
payment services.

Simple, Speedy & Secure

Chris Wright - Design Portfolio
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Brand Refresh & Design System

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

ROLE
Lead Designer –YOOBIC

DELIVERABLES
•	 Brand identity refresh
•	 Illustration set
•	 Icon library
•	 Website redesign
•	 Google Slides templates
•	 Company enablement
•	 Online brand guidelines and 

repository on confluence

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

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

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

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

Chris Wright - Design Portfolio
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CAMPAIGN: NRF NEW YORK
YOOBIC exhibited at NRF in New York, the 
largest retail technology event globally.

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

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

Chris Wright - Design Portfolio
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Direct Mail & Marketing Campaign

Callsign
Digital identity and authentication technology
Shaping the visual direction of marketing and thought-leadership 
content for a global cybersecurity brand.



Callsign

ROLE
Design Lead - Callsign

DELIVERABLES
•	 Brand guideline materials
•	 Infographics and data 

visualisation
•	 Marketing graphics
•	 Thought-leadership reports
•	 Digital campaign assets
•	 Event branding

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

As Lead Designer, I shaped the 
visual direction of marketing 
and thought-leadership content, 
creating clear and engaging visual 
communications across reports, 
campaigns and pitch materials.

Chris Wright - Design Portfolio Page 12
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BRAND GUIDELINES

66

BRAND GUIDELINES BRAND GUIDELINES

Our whitepapers and industry-
leading thought leadership 
papers help us to explore topics 
in much more depth and come 
in both printed and digital form. 

WHITEPAPERS

57

BRAND GUIDELINES BRAND GUIDELINES

Here you can see the image 
treatments with the particle 
effects from the tail end of our 
Particle C across the users hands 
and devices - demonstrating 
how our technology helps users 
get on with their digital lives. 

PARTICLE C

Another key element in our photography 
is the use of the supporting palette to 
add even more visual interest to the 
photography. You can see on the image 
above and in the following examples 
where we have used yellows and reds as 
contrasting colors. These really help to bring 
balance to the image color space, whilst 
keeping all of our imagery in line with our 
brand color palette. 

CHALLENGE
Cybersecurity products can be 
complex and technical, making 
it difficult to communicate their 
value clearly through marketing 
materials.

APPROACH 
I 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.
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BRAND GUIDELINES BRAND GUIDELINES

Its also crucial that our branding is reflected in the 
things we wear and the marketing that is present at 
the many industry events we attend around the globe, 
which is why we always use premium materials and 
suppliers to produce the highest quality merchandise, 
event stands and equipment. 

MERCHANDISE AND  
INDUSTRY EVENT COLLATERAL

APPROACH 
Led the visual direction for 
Identity First, Callsign’s global 
digital trust event, developing 
the event identity and 
promotional graphics.

Pitch materials I designed also 
supported global business 
development conversations 
with leading financial 
institutions, helping position 
Callsign as a leader in digital 
identity and authentication.
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Direct Mail & Marketing Campaign

OneFamily
Direct Mail Campaign
Engaging teenagers with their Child Trust Fund
through an interactive direct mail concept.



ONE FAMILY DM MAILERONE FAMILY DM MAILER
Birthday  card  concept  sent  out  very close  to the 
teens  birthday with  call  to action to go online 
and register with  OAM.

OneFamily

ROLE
Senior Brand Designer – MBA Group

DELIVERABLES
•	 Campaign concept
•	 Direct mail design
•	 Marketing campaign assets
•	 Print and digital communications

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

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

LOCATION

10 Albone Avenue, Arelsey, 
Bedfordshire, SG15 6AH

CONTACT

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

ONLINE

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

EMAIL > 

CALL > 

LINKEDIN > 

mailto:chris.s.wright%40icloud.com?subject=
tel:+447545640304
https://www.linkedin.com/in/chriswright8/

