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Drive is an award-winning
creative design studio,
adedicated to building
porands with big ideas.

We believe creativity
Working with adventurous and is the key to SOIVing
driven clients of all sizes and commerc|a|, SOCIal
industries, what unites us is a
passion for the success of thelr
businesses - with energy, great
ideas and flawless execution.

and organisational

Our attention to quality runs from WWW.DRIVECREATIVESTUDIO.CO.UK
our planning and ideas through

to usability and testing, while our
perfect blend of services - from
branding to print, web and digital,
campaigns and motion graphics -
brings a 360° view to a brand.



https://www.drivecreativestudio.co.uk/project/ocean-manifesto-animation/

Bespoke

creative
WITH

BRAND

Strategy and identity — aligning image
and perception to drive value.

CREATIVE

Cohesive, compelling and insightful
ideas for print, campaigns and concepts.

DIGITAL /WEB

User-focussed websites, apps,

I M ‘ I ads and online presence.

@ SOCIAL

Captivating audiences through

‘ - engaging interaction.
At Drive, clever and strategic ideas

meet an enviable in-house skill set
- we're geared from the ground
up to craft effective creative
communication, thinking

about the bigger picture while
working to the finest detall.

MOTION

Telling your story and bringing brands to life
through animation and motion graphics.



https://www.drivecreativestudio.co.uk/project/liberty-trails-brand-website/
https://www.drivecreativestudio.co.uk/project/goodness-at-greens-branding/
https://www.drivecreativestudio.co.uk/project/bite-back-shark-and-marine-conservation-web-design-and-brand-refresh/
https://www.drivecreativestudio.co.uk/project/seadog-productions-website-design/
https://www.drivecreativestudio.co.uk/project/liberty-trails-brand-website/

Quality Understanding.

Passionate about great design and Priding ourselves on a deeper
creative marketing communications, understanding of a client’s business,
we uncover the best way to reach our attention to detail runs through our
audiences and meet objectives — planning, creative concepts, usability
from branding and digital campaigns and testing to consistently surpass

through to animation and social apps. client expectations.

Capability

Top-notch execution aside, ideas are our
lifeblood. Drive is a multi-disciplinary creative
agency, offering the perfect blend of services,
skill, experience and talent, enabling us to bring
a 360° view to your brand.




We pride ourselves

on not having a
house style.

This keeps us fresh, ready to craft
the most effective solution to the
most demanding brief. We thrive
on getting to the essence of our
clients’ requirements, unafraid

to challenge perceptions of what
these are, applying an authentic
design intelligence to best
achieve their goals.

versatile.
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THE ORCA GENTLE WAY
Open Your Eyes, Mind and Heart to the problems




ARGENTEX

Excellence
with every
exchange.

New ook for a

L ondon-baseo
foreign exchange
specialist.

Assured.
Efficient.
Competitive.

BRAND ID | WEBSITE | PRINT

Dedicated Argentex Online

Drive undertook a brand strategy, market
research and competitor analysis exercise to
understand, define and re-position Argentex
within its niche marketplace.

This allowed us to deliver a highly strategic B ot
and considered brand refresh, including new
design guides and stylised photography. High-
end stationery, a brochure website and other

gy

collateral were also produced.



https://www.drivecreativestudio.co.uk/project/argentex-brand-development-and-print/

Corporate
institutional.

Argentex is woven fito the fabric of London’s financial district.
Being sitnated in ome of the world ® leading financial centres is
nndentably advantageous when it comes fo product research
aned desige and factical innovation,

At the heart of
global finance,




—— KITSON BOYCE

Relbrand and

design for a
South West
law firm merger.

BRAND STRATEGY ' IDENTITY
WEB DESIGN & BUILD | PRINT

Kitson Boyce was formed in a merger of two top-tier South
West-based solicitors, bringing together the expertise and
exceptional service of Kitsons and Boyce Hatton. A new identity
was needed to represent the combined offering as a single
entity, while retaining important attributes from each.

Drive was commissioned to work with the Kitson Boyce

team to establish strategic brand positioning, identifying

points of strength and difference, as well as forming new
brand values, mission, vision and purpose as a narrative that
could be used for both internal and external communications
After consolidating and drawing insights from market research,
workshops and staff questionnaires, we visualised our strategic
outcomes into a new modern brand identity,

This was applied across various corporate materials, guides,
stationery, social channels and a company introduction. In
addition, it was incorporated into a refreshed website that
maintained the underlying structure of the previous Kitsons
website, also designed and built by Drive. Read more

Kitson



https://www.drivecreativestudio.co.uk/project/kitson-boyce-branding-and-website/

LEGAL
SERVICES

" Kitson
Boyce

Humanising
the legal
business



A personal
touchina
commercial
world.

Not another
facel.ess
law firm.

Lorem ipsum dolor sit amet.
consectetur adipiscing elit. Donec
fringilla, nulla at maximus tristique,
diam tortor pretium tortor, quis
eleifend lectus arcu eu ipsum

LEGAL SERVICES
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ATCO

Vintage illustration
campaigns for a
renowned British
manufacturer.

CAMPAIGNS | ILLUSTRATION
ADVERTISING | PRINT

Drive worked with Atco to produce some special
advertising that paid homage to this quality
brand's long heritage.

Drawing upon Atco's advertising from the mid-20th
century, we produced authentic-looking, vintage-
illustrated adverts with a modern twist. We then
applied this beautiful, tongue-in-cheek imagery
across an extensive range of printed product
brochures and marketing materials. Read more.
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https://www.drivecreativestudio.co.uk/project/atco-lawnmowers-vintage-style-print-collateral/
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ROYAL ALBERT MEMORIAL MUSEUM

Supporting a

Nistoric institution

of Exeter,

WEBSITE | CAMPAIGNS
PRINT | DIGITAL

Drive has had the privilege to work with the
RAMM on a number of creative campaigns.

We conceived a dual marketing approach to
promote the RAMM’s South West Collections
Explorer product, involving a microsite, short
animated video and promotional print collateral.
We also created promotional materials for

the museum’s exciting 150th anniversary
celebrations - from large-scale over-street
banners, down to colourful stickers.

More recently Drive produced the ‘Support
RAMM’ branding, materials and donation
boxes as well as designing the branding and
promotion for their historic Exeter LEGO®
exhibition.

# southwest
® collections

 explorer

Create your own
collection online

West Collections Expl
free wifi to log on tod

ARTS COUNCIL
ENGLAND



https://www.drivecreativestudio.co.uk/project/ramm-south-west-collections-explorer-campaign/
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HSTORY OF EXETER
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» Home to a million thoughts

A LEGO®HISTORY
OF EXETER



https://www.youtube.com/watch?v=NcXR52wh05Q
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A word from
our clients.

Growing through recommendation
and having won the attention of
companies worldwide, Drive’s
projects span all industries and
are as varied as our clients.

Whether that's an eco start-up

in Dubai, a Bond Street finance
company, a tech company
launching a new cryptocurrency,
or a sheep farmer on Dartmoor
producing products in high street
stores, we build long-lasting,
genuine relationships with all

our clients.

Working with Drive Creative Studio has
been a really positive experience. The
hardworking team are all really invested
in making sure you as the client are not
only getting a great service, but great
deliverables that will work really hard
for your organisation.

From their pitch, including a plethora of creative
campaign ideas, to the finished products — throughout
the process DCS have been there with creative,
workable solutions despite the breadth and diversity
of the brief. A great company who | hope | get to work
with again in the future. 99

Claire Bailey (Development Officer)

ROYAL ALBERT MEMORIAL MUSEUM
& ART GALLERY



ORBITAL MEDIA

Reviving a brand
and grabping
attention with
virorancy.

BRANDING ' PRINT
WEB CONCEPT

Orbital Media, one of the UK's most innovative digital
marketing agencies, wanted an updated identity that
was fun, fresh, colourful and larger than life.

This was a refresh of an identity that Drive’s team created
previously - it now needed to evolve, while honouring

its colours and non-nonsense approach. Drive worked
closely with Orbital Media to develop the brand identity,
form a brand ‘toolbox’ of assets, and create a suite of
printed collateral and digital designs. It's impossible to
miss the big, chunky typography, and the eye-popping
colour palette is put to work in some vivid gradients
across all brand touch-points.

The images, icons and messaging perfectly capture
Orbital's playful character and background in bold and
shareable social media campaigns. See more.

ORBITAL
MEDIA

INNOVATE | CREATE | CONNECT



https://www.drivecreativestudio.co.uk/project/orbital-media-brand-identity-2/

SOCIAL REPORT

YOUR
NUMBERS
ARE IN...

AND THINGS ARE
LOOKING UP!

WER REPORT

YOUR
NUMBERS
ARE IN...

AND THINGS ARE
LOOKING UP!

WRIAR REPORT

YOUR
NUMBERS
ARE IN...

AND THINGS ARE
LOQKING UP!

SOCIAL WORK

or
WE USE TECHNOLOGY & MARKETING
STRATEGY TO CONNECT AUDIENCES
WITH BRANDS.

—

VR/AR

WEB CONTACT



SUMMERSKILLS

Vibrant new
packaging for
Plymouth’s
oldest brewery

PACKAGING | PRINT |
BRAND DEVELOPMENT

As Plymouth’s oldest brewery, Summerskills has
a provenance as distinctive as its award-winning
brews. Drive was asked to redesign the labels for
its bottle-conditioned real ales’, which are made
from ingredients sourced as locally as possible.

The striking new packaging style is simple and
contemporary - not looking out of place alongside
modern microbreweries and craft beers but
retaining the traditional and unique qualities of

the established brewery.

anERSK”_Ls

b n g i
" * « E - = 4 .
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https://www.drivecreativestudio.co.uk/project/summerskills-brewery-packaging-design/
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—— MONTY HALLS

Impactful brand
& welbsite for

a renownNeo
oroadcaster,

BRAND ID | WEBSITE | VIDEO

Adventurer, marine biologist and television
broadcaster Monty Halls required a brand refresh
and collateral to establish his extended personal
brand offering.

Drive worked closely with Monty to evolve his brand
strategy and identity to embrace a more corporate
audience. This culminated in a fully responsive
website as well as an emotive, personal video that
conveyed his personality and approach.

CAPAT FSCAPES, | EPASOG PROCUCTIONS

MONTY &%
HALLS @ HOME  ABOUTMONTY CORPORATELEADERSHIP INSPRATIONAL SPEAING  NEWS REVENTS CONTACT

MONTY
HALLS
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THE EXPLORER
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https://www.drivecreativestudio.co.uk/project/monty-halls-brand-website/

MONTY
HALLS

MONTY MONTY
HALLS HALLS

CORPORATE LEADERSHIP INSPIRATIONAL SPEAKING
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A TASPRATIONEL
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Inspiring the next
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DEVON PHILHARMONIC ORCHESTRA

A confident new
identity scheme
for an emerging
audience.

BRAND ID | PRINT | DIGITAL MEDIA
ADVERTISING | WEB CONCEPT

Founded in 1967, the Devon Philharmonic Orchestra
(formally know as Exeter Music Group) is the South West's
largest and finest ensemble, showcasing regional talent
and inspiring audiences with its music.

Drive was commissioned to develop a new, energetic
identity to reposition and reinvigorate the group as the
region’s primary performing orchestra, attracting a new
generation of musicians and listeners.

A bold new mark — inspired by the curved tiers of the
orchestra stage - leads the new identity and sub-
branding. Used in a variety of colours and treatments,

the mark also represents the orchestra’s powerful rippling
sound waves. The new brand ethos and identity was
applied throughout print, advertising and digital media
and is both vibrant and accessible, yet, combined with
photography, it remains professional and sophisticated.

Devon
Philharmonic
Orchestra

Devon Devon -
Philharmeonic ilharmonic
Winds Chorus
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LIBERTY TRAILS

Branding a

Uxury horsepack
nospitality
experience.

BRAND DEVELOPMENT
WEBSITE | PRINT | SOCIAL

Drive worked with Liberty Trails to redefine its
brand, website design and collateral, ensuring
its suitability for the company’s discerning
customer base.

To ensure harmony between brand and
business strategies, we evolved all aspects of
the existing identity, from logo and typefaces
to the introduction of an elegant, cinematic
photographic style. Read more.



https://www.drivecreativestudio.co.uk/project/liberty-trails-brand-website/
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MET OFFICE

ENgaging
animations for
the UK's national

weather service,

ANIMATION | MOTION GRAPHICS

To better inform and educate the public on
complex subjects, the Met Office commissioned
Drive to create a series of engaging animated
explainer videos.

For use across digital platforms and social
channels, Drive delivered the storyboarding,
illustration, animation and voice-acting in-house
for each animation - picking up a major design
award along the way.

Sounds good to me!

Great idea! J n


https://www.drivecreativestudio.co.uk/project/met-office-animations/

SCIENTIFIC
PROGRESS
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Sustainaple
packaging for

an ethical wool

manufacturer.

PACKAGING | WEBSITE
PRINT | POINT OF SALE

Drive has worked with twool since the
company’s conception. During this time, its
product offering has flourished, requiring an
e-commerce website, packaging, point of sale
and other marketing materials.

Through nifty cardboard mechanics, we
designed innovative packaging for the 'Prop it

op it’ product range, organic tree ties, dog
leads and others to meet their fully recyclable,
sustainable goals.

v twools

% Drop it wG ?ﬂ?ﬂ“’"" GI

Blue Lake French beans and Slinky

@

fweo_@,’

Sustairabf,
Tree & %ufﬂ“g
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https://www.drivecreativestudio.co.uk/project/twool-packaging/




ORCA SCUBA

EMotive ocean
manifesto prougnt

to life through
animation.

ILLUSTRATION | ANIMATION

Together We Can Turn Tides is a book
published as a manifesto for change - to save
the planet’s oceans, and ultimately ourselves.

Drive produced graphic illustrations to
represent its chapters, as well as posters
covering themes such as pollution, marine
habitat destruction, and mammal eradication.
We also produced a short animated video to
explain the core themes.

TOGETHER WE
CAN TURN TIDES

A MANIFESTO TO SAVE THE OCEANS,
PLANET & OURSELVES

THE ORCA GENTLE WAY RS
Open Your Eves, Mind and Heart to the proglems
Take Responsibility, not blame

Make a Commitment to making a difference
Take Action right now...

%



https://www.drivecreativestudio.co.uk/project/ocean-manifesto-animation/

TOGETHER WE
CAN TURN TIDES

A MANIFESTO TO SAVE THE OCEANS,
PLANET & OURSELVES ;

THE ORCA GENTLE WAY
Open Your Eyes, Mind and Heart to the problems
Take R nsibility, not blame
Make a Commitment to making a difference
Take Action right now...




BITE-BACK: SHARK & MARINE CHARITY

Placing a charity
at the forefront
of marine
conservation,

BRAND DEVELOPMENT | WEBSITE
STRATEGY & DESIGN | E-SHOP

Bite-Back is a UK-based charity dedicated to shark
and marine conservation, with a mission to ban
the importation and sale of shark fin in Britain.

Drive helped Bite-Back to evaluate its web
presence, user journey and donation model to
clarify its goals, messaging and rally cry. The
revitalised brand identity was then applied to an
all-new e-commerce website.

BITE-BACK

SHARK & MARINE CONSERVATION

0000a06a

JUST SOME ¥ BUR SUCTESSES

®
580 82% 115K

HEALTH FOOD STORES KO [ROP IN THE NUMSER OF FEWER PORTIONS OF
LOW RK UK RESTAURANTS SERVING 2K, THRESHER & BLUE
CARTILAGE CAPSULES SHARK FIN SOUP SHARK S0LD EVERY YEAR

HELP MAKE BRITAIN SHARK FIN FREE q
DONATE MO
. » gl

]

THE DIFFERENCE YOU'VE MADE S0 FAR
- "= ~

W%, _owee SHARKS SLAUGHTERED THIS YEAR

® ¥

. .

HEALTH P03 STORES 40 FEWER LK FESTURAMTS UL BT L
ANGER SELL SHARK NI SEAVE A PN S "N FIN P GECLARE PETITIN
CARTLAR CPSALS

73 MILLION SRAGKT
VERA, MANY £ THE

o S

3 MELLION SHARKCS KLLED EACH YEAR. WA FOR THEIR IS


https://www.drivecreativestudio.co.uk/project/bite-back-shark-and-marine-conservation-web-design-and-brand-refresh/
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A word from
our clients.

Growing through recommendation
and having won the attention of
companies worldwide, Drive's
projects span all industries and
are as varied as our clients.

€€ think the new site looks stunning.
It’s the best thing that’s happened
to the shark conservation charity
arena in the last five years.

s smart, it's bold, it's unapologetic and it
takes Bite-Back forward with clarity, style and
credibility. I'm grateful to you for accepting
the challenge, exceeding the brief, adding
creativity and function (in bucket loads), and
doing it all with enthusiasm, professionalism
and attention to detail. 99

Graham Buckingham (Founder)
BITE-BACK: SHARK & MARINE CONSERVATION



SEADOG PRODUCTIONS

Website & brand
development for a
top-tier production
company.

BRAND DEVELOPMENT “
WEBSITE

POWERFUL STORIES

Drive’s brief was to design and develop s, BEAUTIFULLY TOLD - EXPERIENCE. |

an impactful, professional website for PASSION AND
" 2 TALENT

this fledgling production company that

would showcase Seadog's fast-growing
portfolio.

FROM GLOBAL BRANDS

: . TO LOCAL BUSINESSES
Along with strong new messaging,

we refined the relationship between .

imagery and type to target broadcasting
commissioners and commercial brand
managers. Read more.


https://www.drivecreativestudio.co.uk/project/seadog-productions-website-design/
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GOODNESS AT GREENS

Brand & assets for
a New, wnolesome
hospital restaurant

NAMING | BRANDING | SIGNAGE
PRINTED MATERIALS AND DECOR

Drive created the fresh-looking brand identity
and applications for Goodness at Greens, an
exciting new hospital dining experience.

After creating the name, logo and core

visual brand identity, we then implemented
this across every touchpoint - signage,

menu boards, point-of-sale, creative wall art,
accessories and exterior advertisements - for
a warm and rustic finish. Read more

HONEST FOOD & DRINK

GOODNESS



https://www.drivecreativestudio.co.uk/project/goodness-at-greens-branding/
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PENNYWELL FARM

ncnnm:;eh_ |

L e

Colourful website
- - ., & advertising for
T - i oed B0 an award-winning

o136y bqa0ay

- Devon attraction.

WEBSITE | ADVERTISING
PRINT | DIGITAL

Drive has enjoyed a long relationship with Pennywell
Farm, from creating and managing its website and
bespoke online booking system to applying its
bright, playful identity and heart-warming imagery to
a variety of digital and print advertising assets.

We have recently given their main tourism brochure
a subtle refresh, pushing the design forward without
losing its unique, family-friendly feel.



https://www.drivecreativestudio.co.uk/project/pennywell-farm-web-print-design/
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—— EXETER CITY COUNCIL

Showcasing the
city of Exeter, its
leisure facilities
and future vision.

The Exeter Live Better initiative celebrates the
quality of life of those who live, work, study and visit
the city, while its sister initiative, Liveable Exeter,
embodies plans to meet 21st century living needs
through the development of eight sites. Lastly,
Exeter Leisure showcases the facilities of the city’s
seven leisure centres, including its new flagship
Passivhaus project, St Sidwell's Point.

Drive was commissioned to devise and design
websites for all three sub-brands, showcasing this
beautiful city’s considerable lifestyle and wellbeing
benefits, state-of-the-art leisure faclilities and future
development plans. The resulting websites are
clean, simple and bold to ensure accessibility and
inclusiveness across all demographics, while the
vibrant, contemporary palettes used reflect the
city’s brilliant vision.




LIVE BETTER -

LIVE BETTER




EXETER LIVE BETTER >

Q;’.:" Liveable

= Exeter ABOUT LIVEABLE EXETER SITES UPDATES CONTACT

o

7 5 Prospefi“t_ys." &

N Liveable
> Exeter

Q7 Liveable

Exeter ABOUT LIVEADLE EXETER GARDEN COMMUMITIES  UPOATES  COMTACT

LATEST UPDATES

Livoabie Exater: Vision

Trade and Exchange Placemaking in a Post- Exotor: Economy and
Cavid Landscape Placemaking

our tawns and cities to improve

personal and community wetfare
moving forward?
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READ MORE

READ MORE

LIVEABLE SITES

"By the time they are an adult. a chikd born in Exeter todny wil live in a city
that is inclusive, healthy and sustainabie”

Green space in an urban setting




OUR CENTRES | WHAT WE OFFER

ST SIDWELL'S
POINT

The first leisure complex in the UK
to be built to ultra-energy efficient
Passivhaus standard.

MEMBERSHIP & PRICES >
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OUR CENTRES

SWIMMING

swummmg pools in Exeter that
can be enjoyed by everyone

- >

INDOOR CYCLING

Engage your body, mind and
soul in a Spin studio

i

CXITER ARTNA

GYM
Full access to all of our fully
equipped gyms across Exeter

WHAT WE OFFER

sras Twmng vy ] amour WORKOUT
HEALTH SUITE ool cveume EAERCISE FROM HOME
stumios e
TS drcumes 3

EXETER LEISURE

CHOICES
MEMBERSHIP

From |ust €28 per

o

ST SIDWELL'S POINT

-
“Such a fantastie p
to train 7 facilitie
second to hone.”
X ik

y

SPA

It's time to enjoy some
well-deserved ‘you time’

-

e

HEALTH SUITE

Located within the newly
refurbished Leisure Centre

EXETER
LEISURE



—— SOUTH WEST HERITAGE TRUST

Engaging video

celepbrations
of artists for a

museurmn sSpace.

Drive has produced a number of biographical flms
for the South West Heritage Trust, each exploring
the life and works of remarkable local artists. The
short films are created from archive photos and
high resolution scans of artwork to accompany
exhibitions of their work held at the Museum of
Somerset.

Each video creatively depicts and builds the
artwork, providing an experience of travelling into
the imagery, while its tone and style is derived
from the life and work of each artist with the
utmost care and sensitivity. Visual, audio and script
guidance from Drive has helped to shape the
films into the perfect complement to the exhibition
experience. Meanwhile, social media excerpts
were used to promote the exhibitions across
relevant social channels.

BRIAN RICE
V
E « THE ART OF
DORI E BRIAN RICE
HATT 4 Sixty Years of Paintings

followed her own path -0 ’ / 7 and Prints
she was a womanahead ;
of her tife.

ALEXANDER HOLLWEG

ALEXANDER HOLLWEG
JOURNEYS IN ART



https://www.youtube.com/watch?v=aOPC4voe-Qc
https://www.youtube.com/watch?v=TH9UEVnPwbg
https://www.youtube.com/watch?v=89mPp7nIn7o
https://www.youtube.com/watch?v=2Fkeq0WAopU




—— BUPA

Keeping complex — XEBSITE bEsioN
BUPA's Consultant and faclilities finder is complex, sophisticted web-  Working within existing BUPA brand guidelines, Drive was asked to
Sea rC h l I | C | ea ﬂ based data look up facilty. The tool can be used by the general design an easy to use interface for this complex search facilty. The
public to find specialist BUPA consultants but has a deeper level of  challenge came in presenting complex data in a user friendly and
data and functionality when looged in as a BUPA service agent or accessible manor whilst ensuring the essential information was in

a m d Sl | l l p | e BUPA supplier. the right place at the right time. Drive worked with BUPA to support
1

the exstensive expansion of this project over a 6 year period.

Consultant and
Facilities Finder

Find Bupa recognised consultants / specialists, hospitals, care homes & other facilities.

éonsu'ltant and
Facilities Finder

(H] o L 8]

Care Bupa Retirement
Home Centra Housing

Consultant /
ist

Hospital

me | Congstant search | Mr Andnew Quaile

Consultant and
Facilities Finder

failored results Fee Assured Up-to-date information

Find Hupa recognised consultants | spetiaists, hospitats. care homes & otfer facilities.

g — -Bgeg | | |§CE.

Consultant and " |
Facilities Finder >

red 0 Breast specialist

[ X-]
.08 milas
01288 377483

Specialises in
« Spine

Areas of interest

.5 miles O st cinics for consutation, investgation and review. Low back pain: umbal




TRUVIEW A3 Truiew

A NEwW Crypto-
currency and
olatform in i

need of a voice @& a0,

WEBSITE | PRINT
BRAND DEVELOPMENT

Drive was enlisted to create a vibrant identity and website
for this innovative financial offering that combined a digital
currency token with an online social eco-system.

We created a new thee-pointed symbol to represent the
three intertwined USPs that form the broader TruView
business model. This sat at the heart of the new identity,
which was then applied across the whole TruView suite
and supported by a wider toolkit of custom graphic
devices, diagrams, graphs and icons.

We developed a bespoke website to explain the concept
behind the network and token currency, which also
acted as the launch platform - a PDF e-book whitepaper
accompanied it, providing a deeper level of information.



https://www.drivecreativestudio.co.uk/project/truview-brand-identity-and-website/
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FLOOD FORECASTING CENTRE

A worthy re-brano
for an internal
organisation.

BRAND | PRINT | DIGITAL

Having worked with the Met Office for many
years, Drive was approached by their neighbours,
the Flood Forecasting Centre, for a brand
revitalisation to celebrate their 10th anniversary.
Working with their in-house marketing team,

we refined and consolidated their purpose,
messaging and use of imagery to form a new
logo and visual identity that better aligns with
what the organisation is today. The bold, technical
type and layout style is inspired by data, graphs,
charts and aerial photography used by the FFC,
while the limited colour palette (reflecting levels
of water depth) and graded photography create
a recognisable, cohesive and trusted brand style
that the FFC team can be proud to stand behind.

FLOOD
FORECASTING
CENTRE

FLOOD PROVIDING TRUSTED
ﬁ?gfgﬁST'NG GUIDANCE TO HELP
SAL PROTECT LIVES AND

LIVELIHOODS FROM FLOOD
FLooDING FORECASTING
CENTRE

@i | smmetomee
i Bt

i

- 2
OUR WISRIEN

PROVIDING TRUSTED
GUIDANCE TO HELP =
PROTECT LIVES AND
LIVELIHOODS FROM
FLOODING.




RUSSELL TURNER

FLOOD
FORECASTING

vitonment | = Mot Office

FLOOD
FORECASTING
CENTRE

E

2010 201 2013 2014 2016 2017

2008 200 2012 2013014 2018018 017

., THE FIRST TEN YEARS

FORWARD FOREWORD
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ITEC / MITEL

Simplifying a
Multi-tiered
communications
service.

ILLUSTRATION | ANIMATION

Unified communications experts [TEC required
a way to quickly explain the many streamlining
benefits of the Mitel phone system to IT
professionals and telecoms installers.

The solution was a short and engaging animation
that presents how the system can lessen workload,
increase flexibility and connectivity, whilst reducing
costs. It follows IT Director Tom as he installs and
directs his commmunications seamlessly through
the Mitel system.

Storyboarding, art style, illustration, animation and
sound design were completed in-house. Watch.



https://www.drivecreativestudio.co.uk/project/itec-mitel-explainer-animation/

Sca]ed Work, tomorrow

SCALED

The new way to
Animation and | hire casual staff

oranding for a
orave new hiring
concept.

BRAND DEVELOPMENT
INFOGRAPHICS | ANIMATIONS

Scaled is a revolutionary employment platform for hiring
casual staff, which is quicker, cheaper and easier than
using an agency - cutting out the ‘'middle-man’, meaning
better savings for the hirer and higher wages for

the worker.

To convey this new employment proposition and concept,
Scaled required an identity and series of explainer videos
that focused on the human side of what could otherwise
appear as a transactional process. To bring warmth and
personality to the brand, Drive created a simple inviting
logotype, characters and an illustrative style to explain the
benefits of Scaled from the employer's and employee’s
perspective. The characters appeared in five explainer
animations and infographics across launch marketing
material to continue the story in emailers, online banners,
web takeovers, and more. Watch the videos.



https://www.drivecreativestudio.co.uk/project/scaled-illustration-animation-branding/

The new way to hire casual staff t

L

THE CATERER® wnews &Joss ®propucts {ICHEF []PROPERTY il BUSINESS [ EVENTS

scaled ‘ , scaled
The new Scaled Agency

way to A . ) Work, Tomorrow staff

hire ’ e ot what without
casual i et imovations an supptier ofers ind out wha > rigi

you could save
staff agency
Staffing & Apostore : - Halve your

without agency costs
R Man falls to death from Hilton hotel
commission ' i i GUARANTEED
A man fell to his death from a DoubleTree by Hilton hotel Tower of London on

Friday. —_—
Find out

what you
could save

THE CATERER O

Find out
what you
could save

Casual Dining Group to open second Oriel site Michel Roux Jr meets Hansen &

Lydersen

How can jazz music be the secret ingredient in infusing
the finest smoked salmen? Michel Roux Jr is about to find
out. Please go to the link here to watch the full series -
https://www.youtube.com/channel/UGmwaNqEGRBLNKQ
NvIWOgNxiw

Michel Roux Jr meets
’ &l Hansen & Lydersen
v - How can jazz music be the secret

ingredient in infusing the finest
smoked salmon? Michel Roux Jr is

The Casual Dining Group is to open its second Oriel restaurant this summer as it

prepares to develop the French brasserie brand.

9

People 1st has announced that the Shine Awards’ Lifetime Achievement Award is
wload an the

@& AppStore

to be renamed in honour of legendary foodservice entrepreneur and CH&Co

I Shine Awards’ Lifetime Achievement Award to honour
foodservice legend Robyn Jones

* Google Pl
oogle Flay o gy 1he Balvenie Series -

Trailer
Michelin starred chef, Michel Roux

Group founder Robyn Jones.

scaled

Work, Tomorrow




SOUTH WEST AHSN

A new ook &

online portal for
a health-science
network.

WEBSITE | PRINT
BRAND DEVELOPMENT

The South West Academic Health Science Network is one
of 15 AHSNs across the country that connect organisations
and drive innovative improvements in health and care. Drive
has been working with the South West AHSN for many years,
producing all manner of communications materials.

Recently, to coincide with a renewed vision, Drive was asked
to formally consolidate and refresh the South West AHSN's
brand. Working with the organisation’s commmunications
team, the project involved brand audits of message, image
and offering, and the formulation of a new vision and brand
identity scheme including logo and sub-branding assets.

Identity .
Guidelines

This culminated in a restyled Annual Review, marketing
materials both on- and offline, and a tool-kit of assets

and illustrations. Drive also developed a vibrant new ‘AA
accessibility standard website, demonstrating organisational
capabilities, activities and outcomes. Visit.

Whowoae — Whomwework  Whatweds  Progesrenes  MewsSBweets  Costctus

Transforming
lives through
innovation in
health & care

Loamn mers —p

WATCH
BRAND
ANIMATION

the new-look
South West
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b Academic Health
Science Metwork
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HEALTH INNOVATION SOUTH WEST

A new look, an
online portal and
mMuch more for a
health innovation
Network.

Recently renamed from the South West Academic Health
Science Network, Health Innovation South West connects
organisations and drives innovative improvements in health
and care across the region. Drive has been working with
HI SW for many years as a retained client, developing

its brand and producing all manner of communications
materials - brand, web, print and motion.

To coincide with a renewed vision, Drive was asked to
consolidate and refresh the organisation’s identity. Working
alongside the internal comms team, the project involved
strategic involvement of brand positioning, audits of
message, image and offering, and the formulation of a
new vision and brand identity scheme, including logo

and sub-branding, illustration and visuals.

This culminated in restyled Annual Reviews, marketing
materials (ooth on- and offline) and a tool-kit of assets and
illustrations — and has evolved in animation and video.
Alongside subsequent microsites, Drive created the main
website, a vibrant new AA accessibility standard portal
that demonstrates organisational capabilities, activities
and outcomes.

Wnowsase Whatwedo Progmmmes  Inovason Foral  Mews B Events  Costactus
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WATCH
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https://www.drivecreativestudio.co.uk/project/10-million-more-years-sw-ahsn-animation/
https://healthinnovationsouthwest.com/
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APPEAL is a training programme to support midwives teaching pelvic floor muscle exercises

[elling stories
\ , to pregnant people. Created in conjunction with Exeter University, Drive produced a series of
Wlth \/l d eo training videos for various audiences
1

BRAND ANIMATION

Produced as part of the organisational vision for spreading innovation in health and care.

PRECEPT VIDE
n
and planning, scripting,
animation.



https://www.youtube.com/watch?v=9PhJCjPcwCU
https://www.youtube.com/watch?v=MddUkKSxt7k
https://www.youtube.com/watch?v=FLHcjrpFggQ

ROD AND BEN’S

Fresh packaging
for on-the-go

RDddhffB@l’E

.l';!-rl

Rﬁd'kpgerp r _Jﬁ RquhrBetis @

‘ \ BTY AND popy X gt TASTY AND
organic soups s Y s W s o
be. lﬁmn Tﬂmrﬁu _ ;4‘ Sweet Potato r !‘ Moroccan {f
' Lentil i Spinach & Ve bl
. Puy Lentil Soup oty

., Spinach Soup ¥ i Soup
* i ¥

PACKAGING e . i

Rod and Ben’s produce an award-winning range
of organic soups, dips, stews and sauces. They
are renowned for their no-nonsense, honest tasty
recipes. Their products are available for catering
and retail.

During the pandemic Rod and Ben’s needed

to rethink their retail offering. We adapted and

redesigned the packaging for three best-selling
soups into a handy Heat n’ Eat option - a single

oT, TASTY AND
R a:%%?:’ﬂ%%

I jf-":'f

‘on-the-go’ healthy meal.

A protective card sleeve was branded and
designed to protect the consumer from the heat
of the soup and encourage the take-away option.

lan Tomato g




SHARPS PIXLEY

Brand refresh for -
a London-based :
gold and precious B oAy UL

metal bro kerage. ' London’s Precious
’ Metal Partner.

AN AUTHORITY ON THE WORLD'S
OLDEST OBSESSION

{3,

T:020 7871 0532 E: SALES@SHARPSPIXLEY.COM

BRAND DEVELOPMENT
WEBSITE | PRINT

Sharps Pixley is a London-based gold and

precious metal brokerage that caters to retail and
private clients. In need of a brand identity refresh,
an updated suite of brochure and print elements,

and a re-positioned website, Sharps Pixley
approached Drive to homogenise the online,

offline and marketing outputs for their discerning

HNWI audience.

The result was a refined and evolved brand
identity, which was then consistently applied
across various materials - a new high-end
brochure, a sophisticated stationery suite,

national advertising campaigns, as well as

a redesigned website.
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MY GOLF GAINS

Unigue online
oersonaliseo
golf coaching
orogramme,

BRAND | DIGITAL

Drive was asked to design a brand identity

and website for MyGolfGains — an innovative
personalised online golf coaching programme,
created by YouTube golf pioneers Mark Crossfield
and Coach Lockey.

The bold icon and typography were inspired
by innovation and technology, angles and

the precision of the programme. Meanwnhile,
a stripped-back, mono black-and-white
palette against a bright neon green highlight
adds a strong contemporary sports direction..

M MycoLFcains

NO MORE
ONESIZEFITSALL

COACHING.

Your online personalised golf coaching programme
and training buddy. Custom fit lessons based on
your skill sets. Give your practice sessions purpose
with our drills and tests.

> HOW IT WORKS > MEMBERSHIP

CUSTOM-FIT
TRAINING WITH
MARK CROSSFIELD.

Liseten i dolor sit AnMer, comsoctetur
deirg ragna aliqua, Ut enie
ener

3 MEMBERSHIP




MYGOLFGAINS

HOW
IT WORKS.

»1 GIVEYOUR PRACTICE PURPOSE

L i

L *2 TAKE ATAILORED LESSON

MODULE MEMBERSHIP

~» PLAYASYOU GO Z» JOINUS
PRICES FROM = ALLDRILLS
- ALLLESSON CONTENT
£ FREE - £ 70.[][] = LOREM IFEUM DOLOR
- EWsM0D
> vummtoLs LOREM [PSUM DOLOR

MONTHLY

£200.. £19.99...

3 IO ANMBALLY 3 JNMONTALE

IT'S LIKE HAVING YOUR OWN VIRTUAL COACH.
YOU CAN ACTUALLY WATCH YOUR DEVELOPMENT
AS YOUR GAME IMPROVES.

HOW TO PITCH THE GOLF BALL AND THE BEST PUTTING TIPS ARE OFTEN GOLF PUTTING TECHNIOUES COULD
MAKE THES SHOT A WEAPON S0 SIMPLE STOP 3 PUTTING CHANGE FOREVER

M mvaoLraans

MY GOLF GAINS

iTEHIE

HOW TO PITCH THE GOLF BALL AND MAKE
THIS SHOT A WEAPON

5 macETOLET




GOOD GROWTH

Blending digital
data and science

with a customer-
centric focus.

WEBSITE | CAMPAIGNS
PRINT | DIGITAL

B s 4 e @
THE TIMES. il (ot

Good Growth is a digital marketing agency that uses
consumer-focused analysis and data-driven testing to
produce measurable results for some of the world's
most successful brands.

Having already enjoyed a partnership with )
_ refiealhing) dnel fiemel @ CEENE & Aatin “NOW, HERE, YOU SEE,
refreshing their internal communicatio nd updating _ ( IT TAKES ALL THE RUNNING
their own identity — Drive was well-positioned to completely - N F : . YOU CAN DO, TO KEEP
! el | = " IN THE SAME PLACE.

redesign and build the company’s new website. el i : L {FYOU WANT T0 GET

SOMEWHERE ELSE, YOU

We focused on putting Good Growth's unique ability and P#ESCTE%“LESTT[::STLM.

services at the forefront of this visually impactful, bold site. AFFIC o e e

Customer successes, testimonials and technical detall
provide spe sight into the company’s processes,
while remaining immediately accessible through a clear
and concise design approach. Visit site


https://goodgrowth.co.uk
https://www.drivecreativestudio.co.uk/project/ramm-south-west-collections-explorer-campaign/

ROYAL ALBERT MEMORIAL MUSEUM N

Advertising
campaign for an
award-winning
museum shop.

CAMPAIGN | ADVERTISING | PRINT

Drive worked with Exeter's Royal Albert Memorial
Museum (RAMM) to create a campaign that

generated greater awareness of its award-winning

shop for the rush up to Christmas and beyond. + Gifts for all ages from Devon

) : and around the world
Internal and external campaign materials were

« Contemporary jewellery

* Artist-maker’s craft
+ Themed collections inspired

by exhibitions

created, as well as interior way-finding elements
and exterior display advertising across the city.

The campaign uses a contemporary digital « Books, cards and art prints

Discover something different at
our award-winning museum shop

collage aesthetic, combining a variety of items + Children's toys and games

on sale at the shop to convey the eclectic range
on offer. While it features specific items that
N, Find us on the ground floor near

represent product groupings, the style retains 7 theo S
e Jueen street entrance

an overall cohesiveness that's not confused with

other museum exhibitions on display - a key
concern in the brief.




Presents

Discover something different at our
award-winning museum shop

All purchases support the museum
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WILLIAM HIGHBOURNE

All-new branding
and wepsite for
high-end financial
olanners,

BRAND | PRINT | DIGITAL

William Highbourne Wealth Management

is an established financial planning and

wealth management company, focussed on
implementing the best investment solutions for
its affluent clients. Drive was asked to develop
a new brand reflecting the company’s values —
along with a fresh, brochure-style website to
act as a shop window.

To communicate the firm’s straight-talking,
trustworthy and experienced approach to its
discerning audience, a refined identity was
developed, with clear, modern typography and
a sophisticated palette. The branding was then
applied across a portfolio of brochures and
corporate stationery products, followed by

the new website.




WH WH

WILLIAM HIGHBOURNE )
Py - s Our philosophy

................ g e s it plany

WILLIAM HIGHBOURNE

Wealth WILLIAMHIGHBOURNE cOM
management
across
generations

WILLIAMHIGHBOURNE.COM
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Wealth

Management
across

generations

WH

NE
WILLIAM HIGHBOUR




Integrated wealth
management

WILLIAM HIGHBOURNE

Financial planning
across generations

- INDEFENDENT ADVICE

= DISCRETIONARY INVESTMENT SERVICE
= LATER LIFE ADVICE

= BETIREMENT PORTFOLIO HANAGEMENT
= TRUST & ESTATE PLANMING

L

WILLIAMHIGHBOURE

WH

WILLIAM HIGHBOURNE

Our
Discretionary
Portfalio
Service (DPS)

Our
Advisory
Partfolio
Service (APS)



A word from €€ When we approached Drive we
our clients. wanted a logo for advertising our
business. Through Drive’s process
they didn'’t just give us a logo,
they gave us a brand.

Five years on from our first conversation, there is no doubt that
creating the William Highlbourne brand and re-enforcing it with
digital marketing and high quality traditional client material has
led to us attracting the right new clients, new employees and
even encouraged a merger.

Our brand has given our business character and defines who
we are before we even get a chance to tell people that we are
serious about what we do. , ,

Pieter Burger (Principal & Chartered Wealth Manager)
WILLIAM HIGHBOURNE




CAREFLOW

A randing &
graphic system
for medicine
management

BRAND | PRINT | INFOGRAPHICS
EXHIBITION

CareFlow is a mobile, cloud-based, interoperable electronic
patient record (EPR) platform. It provides clinicians with
intuitive digital workflows, decision support and care
planning capabilities, extending out beyond the confines of
the hospital to integrate with the wider care community.

Having worked with JAC and WellSky (previous iterations
of the software) on their marketing, Drive were enlisted
to expand the brand scheme of CareFlow and produce
compelling, yet reserved, design deliverables.

As the CareFlow logo was already established, Drive
took inspiration from its elements, as well as the digital
system’s interface, reporting and monitoring diagrams
and information design, to form a cohesive design
language and icon suite. This was creatively applied
across brochures, corporate stationery, exhibition
stands, and more.

o] CareFlow
ss| MEDICINES
*%] MANAGEMENT

4 | CareFlow
CD Manager

A Revolution in
Controlled Drug
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HEARST HEALTH

Delivering design
for multiple
healthcare
orands.

PRINT | DIGITAL | INFOGRAPHICS
BRAND | ANIMATION

Hearst Health aims to help guide important care
moments by delivering vital information into the hands of
everyone who touches a patient’s health journey.

Drive has worked with Hearst Health and its sub-brands
such as First Databank, Map of Medicine, Zynx and
MCG, as well as their product branding and service
lines, for over 10 years, Each with their own speciality and
identity, these brands are predominantly focussed on
providing drug and medical device databases and data
delivery systems to improve patient pathways and inform
healthcare professionals in making decisions.

Drive has provided all manner of creative design support
- from branding and print design, to exhibition design,
ebooks, social campaigns, data sheets, whitepapers,
and even animations.
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SO WHO SHOULD
BE INVOLVED
DESIGNING THE
IDEAL CARE
PATHWAY?

NHS England say that CGs
are expected to coordinate
this development process,
ensuring Health and Well-
being Boards are engaged,
as well as acute, community,
mental health and local
authorities.

Healthcare has many key
decision makers across.
many different locations

~ it's important to consuit
with all stakeholders when
developing your care
pathway programme.

To facilitate adoption and
collaborative working, it's
really important that you
consider the right governance
process for your area.

We recommend that you
prepare draft care pathways,
and that you invite
stakeholders from across
your health economy to
review and provide feedback.

For example, your local
provider services, trust,

and community care
services will be able to
provide feedback and
information on what happens
in those care settings.

Ifit's not possible to consult
with all, then start with those
that are engaged and take

it from there.
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https://www.drivecreativestudio.co.uk/exhibition-video-animations/

——— PENINSULA PATHOLOGY

AND IMAGING NETWORKS

Defining two NHS
Nealth networks.

BRAND | PRESENTATIONS
SOCIAL

The Peninsula Pathology Network and Peninsula Imaging
Network are two NHS networks created to transform
pathology and imaging services for patients across the
South West. Each comprising 4 Acute Trusts over 5 sites
across the South West, both networks address the variation
in the way pathology and imaging services are delivered

in the region, benefitting patients by improving delivery.

The networks required identities to unite all South

West localised labs, with consistent and professional
applications to represent the networks as a whole. The
ambition was to raise the networks’ profiles internally
and externally in an effort to impact their ability to recruit
and retain staff, and also to highlight the important

work of the networks to other health service teams.

Working within NHS guidelines, Drive established
unigue graphic schemes alongside suites of assets
and imagery. The Peninsula Pathology Network
identity focused on the location of its trusts, while the
Peninsula Imaging Network identity took inspiration
from the wide range of medical imaging techniques
available to patients. These were applied across all
presentational and marketing touch-points, animated
in videos and implemented on social media.

®7 Uniting expertise,
improving diagnosis

SHARING
EXPERTISE

EMBRACING
TECHNOLOGY
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THE INSIGHT COLAB

Brand design
& messaging
for an ideas

collalborative.

BRAND ID DEVELOPMENT
ICONS | NAMING & MESSAGING

The Insight ColLab aims to create an involved experience
for members to participate in research projects for the
brands and issues they care about. As the name suggests,
this is a collaboration of people and business, as well as an
environment to have your voice heard and derive insights -
an ideas laboratory. The model invites organisational brand
partners to recruit verified people to the platform and offer
true feedback to improve experiences for everyone.

Drive undertook a ‘fast-track’ branding exercise take the
Insight Col.ab to market, which involved naming, logo and
identity work, messaging / positioning and imagery. The
core identity uses an abstract barchart to represent ideas
as a survey rating, while typography, icons, imagery and
colour provide a warm and modern welcoming appeal

based around discourse and opinions.

real voices
speak volumes

Insight

The
Insight

The Insight CoLab is a collaboration

of Australianl’l organ isations who‘truly
Fha
real people
real experiences
real insights
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MICHIGAN MARINE

Brand narrative
for international
mMmanufacturer of
oropellers

BRAND | WEBSITE | PRINT
EXHIBITION | PHOTO & VIDEO

Devon-based Michigan Marine Propulsion International have
a history of over 100 years of designing, manufacturing and
repairing propellers, sterngear systems and components for
leisure and commercial marine vessels.

After a rebrand from their parent company’s identity some
years prior, MMPI required a new website that more clearly
defined their audience segments, quality and breadth

of service, and reinforced a stronger brand narrative
throughout. We worked with MMPI on all these aspects,
producing a brochure website that guides users through to
a new bespoke online shop (in development). A video and
photography shoot produced rich media content to bolster
the proposition to the audience.

Drive has also produced printed materials with bespoke
product photograhy — brochures and data sheets, as well as
exhibition stands, signage, van livery and more
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http://www.mmp-i.com
https://vimeo.com/731732145
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INSPECTION

HOW CAN WE HELP?
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MCHGAN WY FIT OR INSTALL
MICHIGAN COMMERCIAL
NGEAR?

THE COMPONENTS

51

Hichigan Standard Series
benchmark. MHPI has the
necessary to increase spe
Our aim i to supply vessi
expectations and objectiy

MM~ CUSTOM SERIES PROPELLERS

Our advanced ‘State of the Art" propeller designs are fruly custom and application
specific. The variable pitch, chord, camber, rake and skew distributions are
modelled to deliver maximum performance, minimal noise and vibration and

to manage the elimination of cavifation induced damage.

AN SHAFT SEALS

i for every propeller
shaft sealing problem. Our seals are suitable for military, commercial
and recreational applications and can be used with equivalent reliability
as a rudder stock shaft seal.




HEPCOMOTION

A website for
iNndustry leaders
N automation
systems

HepcoMotion

WEBSITE DESIGN | PRINT

HepcoMotion is a world-leading manufacturer of innovative
linear motion systems and automation components with
applications for production-line systems across packaging,
food, electronic, automotive, aviation industries and more.

Drive reviewed the company website from an industry
perspective to organise better the volume of content.
While applying the visual identity with more contemporary
flair, we also repositioned the site content to place a
greater emphasis on the company’s history and bespoke
proprietary technology solutions.

The website redesign and build placed special emphasis on
user journey mapping and the organisation of products and
technical data, with spacious page designs containing video
content and design breakdowns to instil a deeper brand
narrative of history and industry expertise.

Comprehensive photo retouch work and illustrated diagrams
were produced, which were also repurposed for exhibition
stand designs and printed materials.

DOWHNLOADS CASE STUDIES & ARTICLES VIDEOS ABOUT HEPCO

SOLUTIONS FOR AUTOMATION

REDUCING THE TOTAL COST.OF OWNERSHIP

CONTACT
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WORLD LEADERS
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DIFFERENT
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——— ORECA

Fresh brand and
site for offshore
green energy
consultancy

BRAND | WEBSITE

ORECA provides vital management and services during
the construction of wind turbine and other green
energy offshore projects. The company’s ultimate goal
is to ensure that all client objectives are met with both
technical excellence and the very best value.

To establish its brand, ORECA required a short visual
identity exercise to develop a logo and supporting design
elements. Taking inspiration from a wind turbine propeller,
Drive created a simplified graphic representation as the
brand logo, reflecting this across all collateral with muted
graphic shapes and suggestions.

To enhance the maritime engineering feel, a fresh blue-
and-white palette with industrial typography were applied
in clear, technical layouts across various touch-points - a
website, office stationery and promotional items. These
were accompanied by clean photography of green
energy offshore projects and related iconography.

For turther information, or o discuss a
specific project, please contact us.




——— PACKEXE

Design and
marketing support
for an expanading
iNnNovative product

WEBSITE | PRINT | PHOTO & VIDEO

Packexe are innovators of quality carpet, hardfloor, glass and
interior surface self-adhesive protection film for home DIY, the
building industry and more. By rapidly innovating products
and expanding their industry audience - from auto breakers
and glaziers to infection control in healthcare and glass
management in emergency and rescue services — Packexe
needed help reviewing their sector propositions, clarifying
the benefits of their products across new marketing activities,
and a strategic redesign and build of their website and shop.

Drive carefully delineated the products and their offering

to different markets, as well as creating new product
photography, case-study hero images, and videos to explain
its use. Real-world tried-and-tested examples became a
central focus of new website design with content organised
by products and industry for ease of navigation. Furthermore
we clarified and reorganised what was a previously disjointed
e-commerce experience to make this seamless. Drive also
produced marketing collateral and short product videos for
social channels.

ABOUT  WEWS & MEGIA  WRERE TOBEY  COMTAC
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Innovation for Emergency & Rescue

Faster, safer vehicle extrication

Packexe® SMASH is the glass management tool for
maximum salety and efficiency. Tried and trusted

r fire and rescue e dwida.
FIND OUT MORE
#%  100% recyclable Over 30 years
‘J Committed 1o sustainability Design A innovation

NEW

Infection Control System
Prevent the spread of infection

WOrkplace. of 85 & tor
i roll sizes.
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Jk Made in the UK Free Delivery

%" Tressed worldwide Ovdlars over £100+wr

TRIED AND TRUSTED

Awarded for our commitment to quality,
enterprise and innovation

In 2020 we ganed the Queens Award for EMerprise - recognised in the
categony of o ! gl tood Packexe®
SMASH.

‘W are als0 proud to b Foyal Wasrant award holders singe 2016



https://packexe.co.uk/

Integrity &
honesty arc

core 10 Drives
creative ethos.

Our beautiful and impactful
work has won prestigious
design awards and been
featured in world-leading
publications — and we have
a broad portfolio packed
full of creative examples

to prove it. Our clients’
success is our success.
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GO ON...

SAY HELLO

CONTACT

PHONE: 01392 691900

EMAIL: hello@drivecreativestudio.co.uk
URL: wwwdrivecreativestudio.co.uk
TWITTER: @drivestudio

FACEBOOK: flbb.com/drivecreativestudio
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