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G o o g l e  G l o b a l  O n e  p a g e r s
In the efforts to make make their global services more accessible and easily downloadable, Google required 
assistance making each product’s webpage into downladable PDF’s. The project consisted of fifteen documents 
and included image sourcing, image creation and layout design. Each document was then translated into 
10 languages and distributed to the different markets. This project required co-ordination with local market 
leads from Google, copy writers and translators and produced 152 documents with in two months.





G o o g l e  D i g i ta l 
S p r i n t e r s
Google was looking to make their ‘Digital Sprinters’ 
white paper more appealing for an upcoming 
conference. This is a tightly regulated brand that follows 
the strictest guidelines, however it is always rewarding 
to get the information to fit in a visually appealing way. 
The project required constant communication with the 
account lead in Hawaii and ran on a one week deadline 
so as to be presented during a global tech summit.

google/outreach-initiatives/public-policy/
the-opportunity-for-digital-sprinters

google/The_Digital_Sprinters.pdf

https://blog.google/outreach-initiatives/public-policy/the-opportunity-for-digital-sprinters/
https://blog.google/outreach-initiatives/public-policy/the-opportunity-for-digital-sprinters/
https://www.blog.google/documents/94/The_Digital_Sprinters_FINAL.pdf




S a f e r  I n t e r n e t  D ay  i n f o g r a p h i c s
Working with Google and YouGov we collected comprehensive data representing the relationship 
between high ranking official (politicos and journalists) and thier internet security. The statistics 
have been pulled together to create infographics based on the results of each EMEA country.



K w i k f i t  b r o c h u r e
Did you know that not being able to fit everything into the boot and last minute packing due to lack 
of organisation are among the most common causes of holiday arguments? To try make the holidays a 
bit more relaxing, Kwikfit created ‘The Essential Car Boot Packing Guide To Your Summer Staycation’. 
The brochure was created within a week and was launched nationally. The images were carefully 
cropped to not show the talents face to future proof the document beyond the campaigns lifecycle.

 kwik-fit.com/blog/the-essential-car-boot-packing-guide-to-your-summer-staycation 

https://www.kwik-fit.com/blog/the-essential-car-boot-packing-guide-to-your-summer-staycation


D e s t i n at i o n  P ly m o u t h
Visit England asked us to create promotional material including; signboards, multiple travel tour itineraries, 
posters/flyers and how-to-guides to prepare for an upcoming exhibition - Destination Plymouth.





N u r t u r e  O u r  N u r s e s
After feeling a little hopeless and itching to help in anyway we 
could, some colleagues and I decided to create Nurture Our Nurses 
to support our front line workers as they work around the clock 
to deliver care to COVID patients, their families and loved ones.

gofund.me/nurtureournurses

https://l.instagram.com/?u=https%3A%2F%2Fgofund.me%2Fe7662280&e=ATPXEgtXUSgUBBJfWBrR0Q-2zLgAtfHAnvMkOZbP0byP6dh78te16GOyWG6iSYGOPyherwErFLVq00NuWyfelw&s=1


l e n o v o  E M E A  N e w s l e t t e r
After deciding that their internal communicatiosn needed a refresh, Lenovo approched us to create 
an editable template to roll out weekly, monthly and quaterly newletters throughout their EMEA 
network. We are currently working with Lenovo to not only ensure the emails are fully responsive 
but to also ensure that they have accessibility features making it as inclusive as possible.



l e n o v o 
N e w  R e a l i t i e s
New Realities uses Virtual Reality to step into 
the world of 10 extraordinary young women 
in 10 different countries. Supported by Ava 
DuVernay and a rare, unique partnership 
with UN Girl Up Foundation, this is a new 
generation, offering a new reality - an alternative 
view of the world and a different future. 

The campaign was a success: 

•	360+ media placements

•	5.1% increase in QoQ SOV

•	1,737 pieces of global coverage 
across television, radio & online

•	97.2% increase in total YoY positive  
article count  

lenovo.com/us/en/newrealities/ 

https://www.lenovo.com/us/en/newrealities/


S h o r t l i s t s 
a n d  a w a r d s

PRCA shortlisted

•	Digital and Social Media Award
•	Purpose Award

Creative Moments awards

•	Creative Film of the Year
•	Digital/Mobile Campaign of the Year

PR Week Awards

•	Best International Campaign

PR Week Global Award

•	Global Content
•	Gloabl Creative

https://www.instagram.com/p/CUF8r6xoqJO/
https://www.instagram.com/p/CSq6xgNobca/
https://www.instagram.com/p/CSEKvyqoNGC/
https://www.instagram.com/p/CM2fUs5lRg8/


M ay o r  o f  P l ay
To ensure families could make the most of all that London has to offer, the 
Mayor of London recruited 5 young Londoners to become his Mayors of Play.

During their time in office, Mayors of Play worked alongside Sadiq to 
curate some of the most family-friendly and accessible activities in 
London. These recommendations were carefully considered and were 
used to help reimagine London’s iconic Tube map for their peers. 

Elements of the map had to be approved by all the locations, London 
and Partners, Mayor of London and Transport for London.

londonblog.tfl.gov.uk/2021/08/10/family-activities-tube-map

https://londonblog.tfl.gov.uk/2021/08/10/family-activities-tube-map/




L o n d o n  W i n t e r  L i g h t s
As part of the Mayor of London’s ‘Let’s Do London‘ campaign, which has been aiming to entice 
tourists and Londoners alike to explore the city once more, buses and Tube stations have been 
wrapped in new Christmassy designs that’ll have you believing you’re en route to the North Pole.

secretldn.com/tfl-festive-makeover

https://secretldn.com/tfl-festive-makeover/


l e n o v o  W o r k  f o r  H u m a n k i n d
Work for Humankind is a bold initiative in partnership with Island Conservation and the Robinson 
Crusoe Island community that calls on volunteers from around the world to take part in a once-in-a-
lifetime opportunity: to experience first-hand how to make a long-lasting difference with a remote 
island community, while working from one of the most remote offices in the world enabled by tech.

lenovowfh.com

https://lenovowfh.com/


P o w e r p o i n t
PR companies are dependant on new 
business proposals! 

To ensure we are putting our best foot 
forward with all out pitches and current 
clients I have actively created design systems 
centering on the new business process.

I have set-up internal training workshops to 
set a standard for the pitch decks, including 
how to use branded up templates, where to 
collect resources and ‘must-know’ formatting 
tips and tricks.

Why not have a look at my resource guide to 
brush up your skills!

3MZ resource guide

https://www.dropbox.com/s/sm3bxkja60dbkm8/Resource%20guide.pdf?dl=0
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The Wray Residency series sees live music events 
across London, heroing music with Jamaican roots

Working with these headline musicians we take to their 
local communities and streets –commandeering empty 
retail spaces and unusual community spots to host 
one-off nights to remember, targeted at the local 
community and heroes. 

100% of tickets sales all go to local charities or 
causes, and we work with local eateries to provide 
food for our attendees and a boost for the takeaway.
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A SENSE OF HUMOUR
brands that have…

60% of audience said they most identify with others 
who share their sense of humour (index 127)

Humour and the environment important for two 
reasons. 

1. Humour is a coping mechanism

2. Laughter has a strong social function in bonding 
groups together and also helps make the 
message more relatable.

Key Takeout: A sense of humour is critical both as a coping 
mechanism but as important as a bonding mechanism

2021 RESULTS TO DATE

PPiieecceess  ooff  ccoovveerraaggee

iinncclluuddeedd  mmoorree  tthhaann  ttwwoo  iimmppaacctt  
mmeeaassuurreess  

RReeaacchh  
iinncclluuddeedd oonnee  oorr  mmoorree  kkeeyy  

mmeessssaaggeess

ooff  ccoovveerraaggee  wwaass  aallll  aabboouutt  tthhee  
bbrraanndd,,  wwiitthh  aa  ffuurrtthheerr  4422%%  

hhaavviinngg  aa  ssiiggnniiffiiccaanntt  mmeennttiioonn

Digested your 
brand and brief

Spoken to 
your audience

Looked at the 
cultural context

Profiled your 
audience

Examined what 
influences them

Reviewed our ideas 
against our Creative 

Bravery scale

The we’ve been on…

55

In a tough market Rachel’s Organic is slipping. 

Yeo valley are cheaper, also organic, and can 
promote down to £1. 

The big pot category continues to grow in value 
and volume, especially in active health segment.  

Rachel’s was organic before anyone knew what 
it meant. A radical decision in post war Britain. 

Rachels all about natural ingredients –
milk, cream, honey, love.

Context

5

We don’t need a 
radically new creative 
strategy. 
We do need a refined 
media strategy.

2021 Lenovo Internal. All  rights reserved.

Gen Disrupted Has 
High Expectations:
Gen Z and younger millennials 
choose brands based on a new 
'innovation equation'

64% think companies have a 
responsibility to innovate.4 62% think companies 

must innovate to 
stay relevant.

86% support companies that stay true to their message.4 They want companies to take risks 
by expanding offerings, redesigning products to solve real challenges, or growing 
beyond their basic products/services (78%).5

Their criteria for brand innovation 
includes:1

• Continuously evolving

• Adoption of 'tangible tech'

• Focus on making products more accessible

• Make people’s lives easier

• Make people happierSource: Snapchat x CASSANDRA

8 2323

A D V E R T S

EDUCATE The 
to be done

12

- i m p r o v e

12

Get, those serious about the personal impact 
of quality content 

To see Curio as an evolutionary step to 
what's needed in an over informed world

By showing how it uniquely fulfils any desire 
to understand, be inspired or self-improve

33

Target three phases

Create understanding of T2D and 

importance of e�ciently lowering blood 

sugar and weight from the very beginning

Create understanding of the treatment 

landscape and the options open to a person 

living with T2D

Empowering people with T2D to advocate 

for themselves and their preferred 

treatment with their HCP

To work alongside existing GLP -1 narrative, 

creative assets and January GLP focused SoMe

campaign and reach people living with T2D 

(PLWD), their families and advocates 

(HCPs/KOLs, PAGs)

Your 

Comms Objective: raise awareness of the 

importance of lowering blood glucose and 

body weight early and of the GLP-1 RA 

treatment class and ultimately encourage 

patients to initiate a conversation with 

their doctor by developing a strategically 

led creative platform to engage and 

empower people living with Type 2 diabetes 

(T2D) to raise awareness of the GLP -1 RA 

class through SoMe campaigns that drive 

target audiences to DiabetesWhatsNext.com

Continue to create a space for our 
audience to come together while 
illuminating the spaces, faces and 
voices of our community. Recruit 
new drinkers to the brand, without 
alienating our core audience.

2021 Lenovo Internal. All  rights reserved. 14

Generation Disrupted Views Technology Innovation As Essential To 
Addressing The World’s Challenges
In your opinion, how important do you think technology innovation is when it comes to addressing the issues facing 
the world today?

Top 3 Box 90% 91% 90% 99%

Extremely important 22% 20% 25% 49%

Very important 43% 39% 44% 38%

Somewhat important 26% 32% 21% 12%

Not so important 6% 7% 7% ~0%

Not at all important 4% 2% 3% 1%

Tips and Tricks:
Where to go and what to do

RESOURCE 
GUIDE



A N I M A L 
P H O T O G R A P H Y
A collection of wild and domestic animals 
from Australia, Malaysia and South Africa.





R i c h m o n d  S a u s a g e s
To help, Richmond Meat-Free, the makers of the 
nations favourite Meat-free Sausage introduced the 
Richmond Emergency Veggie BBQ Kit – the ultimate 
emergency kit filled with everything needed to 
create the best vegetarian or vegan BBQ yet.

Richmond tasked us with creating the ultimate veggie 
emergency kits. I was involved from concept to creation in 
creating a unit to store the sausages in an impactful way. 
A two week turn aroundwas given for the unit and a week 
to storyboard and create the video for the campaign.

The campaign was success: 

•	80M ​earned media reach

•	18 (consumer) /​ 152 (regional)​ pieces of  
consumer coverage

•	100%​ of coverage included a key message

•	16​ organic media and influencer social posts

•	118 ​competition entries

instagram.com/p/CRoU9w_K7yS/

™

https://www.instagram.com/p/CRoU9w_K7yS/


l e n o v o  K i n d  C i t y
A vision to change urban environments forever and create future cities built on kindness.  

By championing empathy in society, the project strives to encourage stronger, more inclusive communities made 
possible through smarter technology, and restore kindness in places where citizens feel increasingly disconnected.

I created the look and feel of all the social assets and print colatteral that accompainied the website and podcast.

kindcity.com

https://kindcity.com/


W e ’ r e  n o t  b e i n g  B o o - r i n g
With Halloween taking place at the peak of lockdown NSF sought to create a safe 
and friendly way for individuals to communicate that they were being cautious 
during trick or treating. The posters were availible for download within the UK and 
US, and due to their success, the project was extended to cover the ‘Day of the 
Dead’ and was translated into Spanish to cater to the South American market.

•	UK coverage: 7 items of coverage (incl. nationals), 73m audience​

•	​US coverage: 114 placements in English, 118 placements in Spanish, 119.6m audience​

•	Mexico coverage: 185 placements, 16.3m audience  ​



I l l u s t r at i o n s
Collection of my own playful illustrations.



T h e  W e l l c a r e 
E c o n o m y
3 Monkeys Zeno launched the Wellcare Economy trend 
report. The brief was to create a clean, minimalistic 
design. The report used organic shapes along with a 
natural colour pallet used to seperate each section.

The report can be downloaded from the link below.

3monkeyszeno.com/healthcare

https://www.3monkeyszeno.com/healthcare/




C a m p a r i  R e o p e n s : 
T h e  W o r l d ’ s  B e s t  B a r s
A brand was created for this campaign where Campari UK partnered with some of the world’s best bars to reopen virtually. This 
included creating the social assets from the Eventbrite header to the instagram posts and stories (images and video) along with 
invitations, menu, stickers and packaging branding. See some happy individuals sharing their appreciation in their instagram stories.



C a m p a r i  C r e at i v e  B r i e f s
To engage with followers during lockdown 2.0 Campari created bi-weekly brief’s to 
encourage people to embrace the Campari brand. The illustrations are a nod to Campari’s 
rich history surrounding artwork and prints. The illustrations were set to be minalistic and 
easily recognisable. The images were used on the Campari UK, FR and DE accounts.

campariuk

https://www.instagram.com/campariuk/


G e n i u s  B r e a d  –  E v e n t  C o l l at e r a l
Genius Bread Gluten-Free hosted a ‘Break-Feast’ event to showcase how their products pack the most fibre, 
making it easier to consume your daily requirement. The event collateral included; an electronic save-the-date, 
postcard invitations, a fibre comparison infographic poster, fibre comparison flash and recipe cards.  
The event was a huge success and sales were up in the subsequent months.



C r o y d o n 
C r y s ta l  P a l a c e 
R S P C A
To help my local charities I have been 
been helping the Croydon Crystal Palace 
RSPCA branch to engage with people. 

We created a series of posters from 
general shop infromation to a colouring 
book to support fundraising efforts.







C o n ta c t  m e  C o n ta c t  m e
07712351229 L e t ’s  ta l k
C o n ta c t  m e  C o n ta c t  m e 
C o n ta c t  m e  C o n ta c t  m e 
C o n ta c t  m e  C o n ta c t  m e
Hello@staceydesigns.co.uk
C o n ta c t  m e  C o n ta c t  m e

07712351229
hello@staceydesigns.co.uk
linkedin.com/staceygoebel

mailto:hello%40staceydesigns.co.uk?subject=
https://www.linkedin.com/in/staceygoebel/

