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techsummit2019

Techsummit logo 2019

Sticker for internal use to say they have worked 
on the project with Austrian train company OBB

My role in this job:
Design of screens for the App Store landing page to encourage people to download 
the trainline app. This was set up in Sketch for iPhone 8 and iPhone X.

My role in this job:
Logo design for an internal tech summit they hold every year, and a sticker design 
(cobranded) for Austrian train company OBB
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Trainline TrainlineMy role in this job:
Researching the history of each train service (where it went to and from, when, what 
the train looked like and the services it provided) then Illustration from scratch to 
show this, to specified size (using brand colours and guidelines)
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With thousands of hotels 
in more than 100 countries, 
our purpose is to provide 
True Hospitality for everyone.

Holiday Inn London – Watford Junction, United Kingdom
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2014 71.9

2015 75.2

2016 76.7

2017 79.8

2018 82.8

2014 16.4

2015 16.7

2016 17.0

2017 17.4

2018 17.8

The global hotel industry is a $525bn 
industry, made up of 18 million rooms. 
54% of rooms are affiliated with a global 
or regional chain (‘branded’), up from 
50% in 2012, and 46% are unaffiliated 
(‘independent’). The top five hotel groups, 
IHG, Marriott, Hilton, Wyndham and Accor 
account for 25% of market share, up from 
19% in 2012, and for 58% of the global 
development pipeline of hotels in 
planning or under construction.

In what is a fragmented market, 
competitor pressures in the branded space 
are intensifying as all major players pursue 
growth strategies through acquisitions, 
organic growth or diversification. As the 
digital landscape has evolved, consumer 
choice of where to stay and how to book has 
developed and hotel companies compete in 
an environment that includes Online Travel 
Intermediaries and alternative lodging 
solutions, such as peer-to-peer home rental 
companies and serviced apartments. 

There are several metrics that recognise 
industry performance. RevPAR is an 
important indicator of the value guests 
ascribe to a given hotel, brand or market and 
grows when guests stay more often or pay 
higher rates. Rooms supply is significant 
because it is reflective of the attractiveness 
of investing in the hotel industry from an 
owner perspective and is influenced mainly 
by the profitability of a brand or market. 

Driven by strong economic fundamentals, 
the global hotel industry has seen growth in 
both RevPAR and rooms supply for the past 
nine years as part of a larger travel and 
tourism sector. It also plays an important 
role economically, accounting for 1 in 10 
jobs around the world. 

The hotel industry is cyclical; long-term 
fluctuations in RevPAR tend to reflect the 
interplay between industry demand, supply 
and the macroeconomic environment. 
In the short term, at a local market level, 
political, economic and natural factors 
such as terrorism, oil market conditions  
and hurricanes can impact demand  
and supply.

Industry overview
From growing consumer demand for branded 
hotels, to an expanding middle class and greater 
disposable incomes, we operate in an industry 
with growth potential.

Global Industry RevPAR ($)a

RevPAR growth suggests 
solid lodging demand

Global rooms supply (m rooms)a

Supply growth reflects the 
attractiveness of the hotel industry

Geography 
The US is the largest hotel 
market, whilst China 
continues to growa

40%

51%

9%

 Americas
 Rest of the world
 Greater China

% rooms

Hotel industry growth drivers: 10-year annual growth rate

Global hotel industry performance

Hotel business models

Global GDP

+2.5
Indicator of economic 
growth – hotel performance  
correlates with GDP

Global household income

+2.8
Growing consumer spending 
and leisure travel, supported 
by cheaper air travel

Global corporate profits

+4.2
Good indicator of 
business travel demand 
– continues to grow

There are two principal business models 
used by branded hotel groups:

• Fee-based, asset-light model
 – Franchised – owned and operated 

by parties distinct from the brand, 
who pay fees to the hotel company for 
the use of their brand.

 – Managed – operated by a party 
distinct from the hotel owner, who 
pays management fees and, if the 
hotel uses a third-party brand name, 
fees to that third-party also.

• Owner-operated, asset-heavy model
 – Owned – operated and branded by 

the owner who bears all of the cost 
but benefits from all of the income.

 – Leased – similar to owned, except 
the owner-operator does not have 
outright ownership of the hotel but 
leases it from the ultimate owner.

Asset-heavy business models allow tighter 
control over hotel operations, whilst 
asset-light models enable faster growth 
with lower capital investment.

Overview of global hotel industry

% of room 
revenue

23%

16%

14%

22%

6%
19%

Segment
The hotel industry 
can be categorised 
by price levela

 Luxury
  Upper 
Upscale

 Upscale

  Upper 
Midscale

 Midscale
 Economy

% rooms

2012

2015

2014

2013

2016 23.2%

22.7%

19.8%

19.2%

19.0%

2017 23.8%

2018 24.9%

Branded hotels
The top five hotel groups 
have increased their 
market share by 6%a

% 
CAGRb

% 
CAGRb

% 
CAGRb

a  Source: STR, Inc

b  Source: Oxford Economics
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 Trends shaping our industry

Demand for branded experiences
Growing consumer demand for branded 
experiences requires hotel companies to 
continue to find new ways to work with 
owners and partners to meet expectations.

Owners recognise the strength of a branded 
offer, and in addition to traditional 
opportunities, are looking for ways to 
affiliate with a brand through light-touch 
conversions or low-cost construction 
techniques, combined with features that 
reduce operating costs. The recent addition 
of multiple new brands by big-branded 
players illustrates the level of capacity in 
the market and industry appetite. 

Over the last decade, IHG has added our 
wellness focus brand, EVEN Hotels, a brand 
tailored to the Chinese consumer, HUALUXE, 
and following acquisition, expanded 
Kimpton in the global luxury space. We have 
also launched avid hotels in the mainstream 
segment, upscale brand voco, which is 
principally focused on conversions, and 
acquired both Regent and Six Senses Hotels 
Resorts Spas in the top tier of the luxury 
segment. This reflects a continued strategic 
focus on offering more tailored experiences 
to a diverse guest base in the highest 
opportunity segments and markets.

Power of the cloud 
Data generation, storage and use has 
never been as prevalent and important 
as it is today. Cloud storage has further 
changed the game, giving accommodation 
providers easy access to real-time diverse 
data, that enables a more personalised 
and efficient service. 

Operationally it allows providers to use 
data to tailor guest experiences faster, and 
drive a more personalised relationship 
with them. With this trend comes a 
growing responsibility to handle data 
responsibly, respecting consumer 
preferences and rights.

IHG is a pioneer in data-centric  
technology innovation, from loyalty to 
reservations and hotel solutions. See  
IHG Concerto™ case study on page 21  
for more details. 

Diverse consumer needs 
The consumer landscape continues to evolve 
– from millennials seeking increasingly unique 
and authentic experiences, to baby boomers 
with money and time to travel, both of whom 
increasingly expect technology to aid, inform 
and enrich their stays. 

From intuitive booking apps, chatbots, and 
mobile check-in/check-out, to smart artificial 
intelligence assistants and seamless wifi, 
today’s guests expect technology to be 
integrated into many areas of the travel 
experience. To meet this trend, the ability of 
hotel companies to work in partnership with 
the right technology providers has become 
increasingly important.

IHG has made good progress in this area: 
from bespoke online payment solutions to 
Artifical Intelligence Smart Rooms in some  
of our InterContinental hotels, which allows 
guests to use voice commands to control 
opening the curtains through to ordering 
room service; and the development of IHG 
Studio with our avid brand, which allows 
seamless direct casting of entertainment 
from guest smart devices to in-room TVs.

voco™ launched in 2018 Artificial Intelligence Smart Rooms IHG Concerto™

46%
b

Of predicted US business trip spending will be by 
millennials, by 2020

90%
c

Data in the world was generated in last two years

  These pages should be read together 
with our principal risks on pages 26 to 30 
and risk factors on pages 182 to 186.

a Source: STR, Inc

b  Source: Boston Consulting Group, Inc

c  Source: Forbes Media LLC

20+
a

New brands launched in the the last decade  
by the top five hotel groups

InterContinental Shanghai Wonderland, China
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We embrace our responsibility to focus 
on ensuring that the growth of our business 
contributes towards the objectives of the 
UN Sustainable Development Goals and 
we drive a positive contribution towards 
seven of the 17 goals, (see our website link at 
the bottom of the page). We recognise it is 
imperative that we continue to review our 
impact on the world and use a materiality 
matrix to align our responsible business 
priorities with IHG’s strategic approach and 
principal risks. Our Corporate Responsibility 
team lead our day-to-day activities, with the 
Corporate Responsibility Committee 
reviewing the Company’s approach and 
reporting to the Board. During 2018 we 
initiated a review of our approach to help 
identify a new set of targets to take us beyond 
2020, building on our 2018-2020 targets. 

Community and our impact 
on society

We aim to maximise the positive contribution 
we make by creating shared value in our 
communities. By working in partnerships, 
we look closely at issues such as skills 
shortages, infrastructure development, 
community resilience and disaster relief 
support, in areas where we operate.

We create real-life, career-building 
opportunities through the IHG® Academy. 
Our hotels and corporate offices partner 
with local education providers and 
community groups to train and educate 
local people. 

Since 2016 we supported communities 
and charitable giving through the IHG® 
Foundation, an independent charity. In 2018, 
IHG switched its support to our newly 
created True Hospitality for Good 
programme. This new programme for 
communities and charitable giving, provides 
colleagues in our hotels and offices with a 
greater say in how we support important 
causes around the world. Our aim is to help 
change lives for the better through building 
skills and education in hospitality, and 
supporting communities when 
disasters strike.

Responsible  
procurement

Supported by corporate responsibility and 
procurement functions, a Supply Chain Risk 
Council and oversight from the Chief 
Financial Officer, IHG seeks to work with 
partners and suppliers who share our 
commitment to responsible business. 
Our Vendor Code of Conduct, available  
in 40+ languages, sets out the requirements, 
principles and practices IHG has adopted to 
promote ethical conduct in the workplace, 
safe working conditions in the supply chain, 
treatment of persons with respect and dignity 
and environmentally responsible practices. 
They are the minimum standards by which 
IHG suppliers are expected to operate. 

In 2018 we built a new responsible 
procurement function to drive our 
responsible business agenda across our 
supply chain. We also established a Strategic 
Supplier Management Office, who work with 
our strategic suppliers to maximise realised 
supplier value and minimise risk through 
effective supplier relationship management. 

We previously commissioned external 
providers to undertake supply chain audit 
pilots in high-risk locations. In 2018 we 
partnered with the British Standards Institute 
(BSI) and participated in their Supplier 
Assurance Programme, the aim of which 
is to gain insight into risks associated with 
IHG’s supply chain. 

New suppliers joining our procurement 
system are required to complete due 
diligence questions and adhere to the UN 
Global Compact Principles on human rights, 
labour, environment, and anti-corruption. 

Non-financial information statement
Non-financial information described 
above and in the preceding pages, should 
be read together with the description of 
our business model on pages 14 to 17, 
risk descriptors and initiatives to mitigate 
them on pages 26 to 30, KPIs on pages 31 
to 35, and Board and Committee 
Reports on pages 60 to 69. 

Environmental  
sustainability 

It is important to us that our corporate offices 
and hotels are mindful of the resources they 
use and opportunities to protect the 
environment, particularly in areas of water 
stress and environmental preservation. We 
continually work to understand our impact, 
taking into account our business model, as 
well as the markets in which we operate, to 
help us set targets and guidance for our 
partners, hotels and their owners. Our 
environmental policy is available in 40+ 
languages and sets out our approach.

Key to helping us reduce our environmental 
impact is our digital sustainability platform, 
the IHG Green Engage™ system. A global 
standard across the Group, it helps hotels 
manage and report their energy, carbon, 
water and waste use through more than 200 
‘Green Solutions’ and implementation plans, 
driving profitability for owners, whilst 
minimising environmental impact. 

In 2018, we made good progress against 
our new environmental targets. Working with 
our hotels and owners to reduce our carbon 
footprint per occupied room globally, we 
achieved a 2.2% reduction. And building on 
our previous risk mapping exercise, we 
launched the first two of our water 
stewardship projects in London and Delhi, 
which aim to help us identify a best practice 
water stewardship strategy that can be 
implemented across our estate.

IHG is aware of the recommendations of  
the Task Force on Climate-related Financial 
Disclosures (TCFD) and of the need for 
companies to align efforts to cut greenhouse 
gas emissions with climate science (science 
based targets). We will be taking this into 
consideration as part of our wider  
strategy refresh.

As part of our broader efforts to reduce 
plastic waste, in 2018 IHG committed to 
remove single-use plastic straws from 
our global estate by the end of 2019 – 
eliminating annually an average of 
50 million straws from our hotels.

  Copies of our policies, including diversity and inclusion, reports, responsible business targets, 
statements, commitment to the UN Sustainable Development Goals and further information  
are available on our website www.ihgplc.com/responsible-business
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Our culture, key stakeholders and doing business responsibly continued
IHG’s purpose and strategy go beyond a simple hotel stay and 
shareholder returns; it also includes the impact we have on the 
environment and the communities we work in.

IHG reported Group revenues (excluding reimbursable revenue)

Profit from hotel revenues

After operating costs of sale, our 
margin by business model is as follows:

• Fee business after overheads: 52.4%.
• Owned, leased and managed  

lease: 6.9%.

Not all of our costs can be allocated 
directly to revenue streams and 
these are shown as central 
infrastructure costs.

IHG revenue from reportable segments

2018: $1.9 billion

Revenue attributable to IHG and  
this comprises:

• Fee business revenue from reportable 
segments: in 2018, 77% of our revenue 
came from franchise and management 
fees, and central revenues:
 – Franchise fees = RevPAR x rooms  

x royalty rate.
 – Management fees = fee % of total 

hotels revenue plus % of profit.
 – Central revenue (principally 

technology fee income –  
see page 49).

• All revenue from owned, leased and 
managed lease hotels.

Fees to IHG in relation to the licensing 
of our brands and, if applicable, hotel 
management services.

Assessments and contributions are 
collected by IHG for specific use within 
the System Fund.

System Fund revenues

2018: $1.2 billion

The System Fund is not managed to a 
profit or loss for IHG, but for the 
benefit of hotels in the IHG system, 
and comprises:

• Assessments and contributions 
paid by hotels.

• Revenue recognised on consumption 
of IHG Rewards Club points.

(See page 49 for more information.)

Key elements of System 
Fund expenditure

• Marketing and sales activity.
• IHG Rewards Club loyalty programme.
• Global distribution systems, such  

as our Guest Reservation System.

For examples of how we have 
deployed the System Fund in 2018  
to support our strategic priorities, 
please see pages 20 and 21.

Total Gross Revenue
2018: $27.4 billion. This comprises: 

• Franchised hotels =  
total rooms revenue 

• Managed hotels =  
total hotels revenue

• Owned, leased and 
managed lease hotels = 
total hotels revenue 

(Only owned, leased and managed lease hotel revenue is directly attributed to IHG.)

Third-party hotel owners pay:

IHG revenue from reportable segments and the System Fund

System Fund
IHG manages a System Fund on behalf 
of our third-party hotel owners, who pay a 
contribution into it. In addition, the System 
Fund also receives proceeds from the sale of 
IHG Rewards Club points. The System Fund 
is managed by IHG for the benefit of hotels 
within the IHG system, and is run at no profit 
or loss over the long-term. In 2018 IHG 
recognised $1.2 billion of revenue in the 
System Fund. Key elements of System Fund 
expenditure included marketing and sales 
activity, technology investments including 
our Guest Reservation System and our IHG 
Rewards Club loyalty programme. 
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My role in this job:
Heavyweight artworking. Setting up paragraph and character styles as well as table 
and cell styles to work across this 212 page document from scratch. This was a 3 
month booking and the artworking and all amends I was purely responsible for.
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Oasis

Dust off your teacup and enjoy  
a cuppa on us, with any purchase from our 

Museum of Royal Worcester collection.

Everyone needs  
a little Tea.L.C

Pop in for a cocktail and let’s  
make a toast to our new collection,  
inspired by the iconic porcelain from  

the Museum of Royal Worcester.

 

To celebrate our picture-perfect collaboration with  
the Museum of Royal Worcester, we’ve polished our 

favourite china and we’re offering Afternoon Tea in store.                                                                                        

Price: £25 per person

It’s bookings only so just ask in store  
to reserve your spot.

I T ’ S  T I M E  
F O R  T E A !

T E A 
B Y  M E M O - T E A - TO 

Peppermint infused Bacardi white rum, lime and sugar 

T E A  B R E E Z E
Hibiscus infused Gin, lemon juice and ginger ale 

M A I  C H A I
Hendricks, grapefruit liquor, orange blossom  

and lemon juice 

 

SIDES PANTONE 324

THE WILDEST DREAM

Explore the wonder of 
wildlife in an unforgettable 
collaboration with ZSL, the 

Zoological Society of London.

THE WILDEST DREAM

Explore the wonder of 
wildlife in an unforgettable 
collaboration with ZSL, the 

Zoological Society of London.

HANDLES Red 6

120 mm Gusset 400 mm Width 120 mm Gusset 400 mm Width 57 mm Glue Flap

310 m
m

 H
e

ig
h

t
70 m

m
 Ba

se

PROSECCO PRIVATE  
SHOPPING EXPERIENCE FOR 2 

 at  L i t t le  House of  Oas is  Farnham

Enjoy the s tore a l l  to your se lves  
5 .30-7 .30pm on a weekday of  your choice . 

We’ l l  have a per sona l  s ty l i s t , prosecco and treats  on 
hand to make sure your even ing i s  as  fabu lous as  you . 

We’ l l  even add a £50 g i f t  card !

My role in this job:
Creative artworking, working within guidelines for each individual  
collaboration, using existing images
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Woven label Tab
50x12 + 26x33

519U 677U

Aliquam vitae laoreet ex. Vivamus 
ac mi ligula. Praesent ac pretium 

odio. Proin non maximus mi. Duis 
erat velit, tempor a dignissim at, 
placerat scelerisque erat. Donec 
scelerisque scelerisque lacus, id 

aliquet nisi suscipit non. Proin purus 
dui, scelerisque quis dictum eget, 

imperdiet et dolor.

Quisque in velit ac leo  
pharetra varius et ut nunc.

Woven label Tab
50x12 + 26x33

677U 519U

Quisque in velit  
ac leo pharetra varius  

et ut nunc.

Aliquam vitae laoreet ex. Vivamus 
ac mi ligula. Praesent ac pretium 

odio. Proin non maximus mi. Duis 
erat velit, tempor a dignissim at, 
placerat scelerisque erat. Donec 
scelerisque scelerisque lacus, id 

aliquet nisi suscipit non. Proin purus 
dui, scelerisque quis dictum eget, 

imperdiet et dolor.

Luxor 
377 Foil

Woven label Tab
50x12 + 26x33

302U 677U

Aliquam vitae laoreet ex. Vivamus 
ac mi ligula. Praesent ac pretium 

odio. Proin non maximus mi. Duis 
erat velit, tempor a dignissim at, 
placerat scelerisque erat. Donec 
scelerisque scelerisque lacus, id 

aliquet nisi suscipit non. Proin purus 
dui, scelerisque quis dictum eget, 

imperdiet et dolor.

Quisque in velit ac leo  
pharetra varius et ut nunc.

Woven label Tab
50x12 + 26x33

677U 302U

Quisque in velit  
ac leo pharetra varius  

et ut nunc.

Aliquam vitae laoreet ex. Vivamus 
ac mi ligula. Praesent ac pretium 

odio. Proin non maximus mi. Duis 
erat velit, tempor a dignissim at, 
placerat scelerisque erat. Donec 
scelerisque scelerisque lacus, id 

aliquet nisi suscipit non. Proin purus 
dui, scelerisque quis dictum eget, 

imperdiet et dolor.

My role in this job:
Concepts, design and artwork, for clothes tags for a new collaboration with  
Nottingham lace. Designs were inspired by some of the lace patterns they  
produced, these were also drawn by myself within these designs
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Zenith

Road Safety 
Guide

2 3

Contents

Staying safe  
with Zenith
This is your handy guide to driving safely. 
Keeping you and other road users safe is 
really important to us. We’ve included some 
simple hints and tips which will help with 
the use of your car on a day-to-day basis, 
as well as some road safety advice. If you 
are a company car driver, you should use 
this guide in conjunction with your company 
car policy provided by your employer.

3 Staying safe with Zenith
 _
4 Looking after your car
 _
5  A few simple checks
 _
6 Caring for your tyres
 _
8  Getting to know your car
 _
9 Be prepared
 _
10 Good to go?

12 On the road
 _
13 Environment
 _
14 Speed limits
 _
16 Good driving practice
 _
18 Parking
 _
20 Driving in Europe
 _
22 Useful links
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Windows, wipers and screen wash

• Clean all your windows regularly, both inside and out.  
Don’t forget the door mirrors!

• If you see a chip on the windscreen, get it checked – even if 
it’s small, it might turn into a crack. 

• Wiper blades wear down and get torn. Run your finger along 
the edge and if you find any nicks or tears, get them replaced.

• Water doesn’t always remove dirt from a windscreen and it 
can freeze in winter. It’s best to use a quality screen wash 
additive – follow the instructions on the bottle to make sure 
you use the right amount.

Lights

• Check that your headlamps are working, both dipped and on 
main beam. Don’t forget to try the indicators and fog lights.

• Get someone to check that the brake lights work when you 
push the pedal.

• Remember to wipe the lights when you clean your car, 
especially when the weather is bad.

A few final checks… 

• Open the bonnet and check the reservoirs for brake and 
coolant fluids – the level should be between the minimum 
and maximum marks.

• To check the oil level, pull out the dipstick, wipe it with a 
cloth, re-insert it and pull it out again. Top up if you need 
to, but be careful you don’t overfill past the maximum mark. 
If you’re topping up more than usual, you might need to pop 
to a garage to have your car checked.

• Check underneath your car for any fluid drips. These could  
be from the brakes, coolant, steering or engine. 

• Finally, check the horn – remember to do this before 
11:30pm, or after 7:30am, and also make sure you’re not 
in a built up area or in a 30mph zone when you do so!

The more you can see and be seen, and the faster you can stop, the 
greater chance you have of avoiding an accident. We recommend 
that you carry out these checks at least once a month.

4

Looking after your car
These simple checks which only take a couple of 
minutes will help to keep you and your vehicle safe.

14

6 m

9 m

12 m

24 m

14 m

6 m

Speed limits
Government figures claim excess speed plays a part in one out of every four fatal road crashes. 

Why speeding is dangerous

• Research shows drivers who break the speed limit are more 
likely to be involved in a road crash than those who don’t.

• The majority of fatal crashes occur on rural roads 
because of higher speeds and increased hazards.

• Speed limits signify the top speed for any particular 
road. It could be safer to travel more slowly.

Speeding penalties

• The minimum penalty for speeding is a £100 fine 
and three penalty points on your licence.

• If you are stopped by the police they can either issue  
a penalty on the spot or send the case to court.

• If you are caught speeding by a camera you will 
receive a Notice of Intended Prosecution within 
14 days. Remember, if you’re in a company car it 
may take a little longer for you to be notified. 

Drivers and cyclists

• Cyclists have the same rights on the road and it’s important to be 
considerate of them when driving. Cyclists can be harder to see – 
always check your mirrors and blind spots carefully before you turn.

• Don’t overtake unless it’s safe to do so – especially not on a bend 
or if the road narrows ahead. Give as much room as you can.

• Use dipped headlights if you’re approaching a cyclist in the 
dark, as you would with any other road user. 

Stopping distances

Stopping distances include the distance travelled while the 
driver notices a hazard and applies the brakes (thinking 
distance), and while the vehicle comes to a full stop from its 
initial speed (braking distance). 

• A vehicle travelling at 20mph would stop in time to avoid  
a child running out three car lengths in front

• A pedestrian hit at 30mph has a one in five chance of being 
killed. At 35mph that becomes one in three

• The risk of death is four times higher when a pedestrian is hit 
at 40mph compared to 30mph

20 mph 
12 metres (40 feet) 
or three car lengths

30 mph 
23 metres (75 feet) 
or six car lengths

40 mph  
36 metres (118 feet) 
or nine car lengths

Thinking Distance Braking Distance

The distances shown are a general guide.  
The distances will depend on your attention 
(thinking distance), the road surface, the weather 
conditions and the condition of your vehicle.
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Parking 
Parking is something you do every day, but it’s not without its risks.  
Below are some tips to help keep you, your car and others safe when parking.

Keeping yourself safe

• Always lock your car and make sure the windows are closed.

• Keep any valuables out of sight or take them with you if you can.

• Park in a well-lit area, near to other vehicles, where you have clear visibility of your surroundings. 

• If you’re parking in a car park, opt for one with CCTV or on-site security if possible. If you don’t feel safe, ask security to  
walk you to your car.

• Try and avoid parking near trolley bays at supermarkets to reduce the risk of damage to your car.

• Park as close to the lifts or stairs as you can if you’re in a multi-storey.

• Check if the car park closes at a certain time – not all car parks are open 24 hours!

Reverse into a space – 
it’s safer to drive out of 
the space as it avoids you 
backing into any potential 
oncoming traffic.

Drive slowly and make 
sure you’re keeping an 
eye out for other cars 
or people.

Only park in designated spaces 
to avoid causing issues for  
other motorists.

My role in this job:
This was 16pp brochure for Zenith working within brand guidelines, 
however, the illustrations were bespoke, which I created, mostly 
composed from smaller illustrations purchased from istock to make 
an illustration relevant to this brochure.
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Driving in Europe
When you travel outside of the UK, you may have to drive on the right-hand 
side of the road; however there are other things to think about too... 

Prepare the paperwork

• Make sure you’ve got the relevant paperwork to 
travel – if you’re in a company car you may need to 
get permission to take your car out of the country.

• If you’re hiring a vehicle abroad you will need to apply for a 
temporary code using the DVLA View Your Licence service, 
which will allow the hire company to check your licence.

• It can be very costly having a car recovered from another 
country – make sure you have European breakdown cover  
to help avoid this. 

• Even if your car is covered you will need travel insurance 
for personal injuries if you’re hurt in a road crash.

Prepare your car

• If you’re expecting to do a lot of miles while you’re 
away, give your car a thorough check before you go.

• Having your car serviced or inspected by an approved 
qualified technician will cut the chances of a breakdown.

• The legal requirement is not to dazzle oncoming drivers so 
your headlights will need the correct converters to comply.

• You must display a GB sticker. You could be fined for not 
having one.

• In some countries you may need winter tyres or snow chains.

• If you’re travelling with lots of people or luggage, check 
your tyres are pumped up sufficiently and remember that 
overloading is dangerous.

Know the law

• The rules of the road are different throughout Europe. It pays 
to check them for each country you visit.

• Using or carrying a speed trap detection device is illegal in 
many European countries.

• Reflective jackets and warning triangles are compulsory 
equipment in some countries – check you’ve got everything 
you need before you travel.

Accidents do happen

• If you’re involved in an accident, tell your 
insurer and the police, take photographs, 
and get the details of witnesses.

• Dialling 112 will access the emergency 
services throughout the European Union.
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Benefits to your 
organisation
Everyone can benefit from our Salary Sacrifice Car Scheme – as long as the ‘sacrifice’ doesn’t 

take your employees’ salary below the minimum wage. It’s the simple way to make everyone 

happy, whether they’ve previously been entitled to a company car or not.

Here’s why it makes sense:
• It attracts, retains and motivates employees at no cost to your organisation

• You open an additional income stream

• There’s minimal admin to handle

• It boosts your CSR objectives

• It improves your duty of care compliance

• Schemes can be tailored to your company’s specific needs

The Zenith Difference
With our unique risk mitigation solution we take the hassle 

out of scheme administration. We offer an unprecedented 

level of cover, protecting both you and your employees if they 

leave the business.

Our dedicated, in-house team of experts have been 

successfully implementing and managing schemes for over 

8 years, meaning you don’t need to worry about the set-up 

process. We’ll look after everything, including sourcing the 

best deals direct from the manufacturers, and supporting you 

throughout your use of the scheme.

You’ll have access to our multi award-winning online 

diagnostic platform, Pulse. Giving you 24/7 real-time access to 

every aspect of your scheme’s performance in just one click. 

What’s more, ongoing support and guidance is just a phone 

call away, for as long as the scheme exists – alongside the 

continuous improvements we aim to make.

| 7

2 |

| 3

Our Salary Sacrifice Car scheme makes driving easy  

by tailoring the scheme to your exact needs. 

Your employees get a brand new car, you pay nothing 

and attract, retain and motivate the best talent.

Salary Sacrifice Schemes, 

they’re all the same right?

Think again. 

Discover the benefits for you 

and your employees by calling

0344 848 9317
email hello@zenith.co.uk or visit zenith.co.uk
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Zenith
My role in this job:
Design and artworking – working within brand 
guidelines. This was the Salary Sacrifice brochure - 
example spreads from full 12pp version

My role in this job:
Design and artworking – working within brand 
guidelines. This was the Salary Sacrifice brochure - 
example spreads from 6pp version

Driving made easy
A Salary Sacrifice Car Scheme  
to suit everyone

The Zenith Difference
With our unique risk mitigation solution we 

take the hassle out of scheme administration. 

We offer an unprecedented level of cover, 

protecting both you and your employees if 

they leave the business.

Our dedicated, in-house team of experts 

have been successfully implementing 

and managing schemes for over 8 years, 

meaning you don’t need to worry about the 

set-up process. We’ll look after everything, 

including sourcing the best deals direct from 

the manufacturers, and supporting you 

throughout your use of the scheme.

You’ll have access to our multi award-winning 

online diagnostic platform, Pulse.  

Giving you 24/7 real-time access to every 

aspect of your scheme’s performance in just 

one click.

What’s more, ongoing support and guidance 

is just a phone call away, for as long as the 

scheme exists – alongside the continuous 

improvements we aim to make.

Discover the benefits for 
you and your employees

by calling 0344 848 9317  
email hello@zenith.co.uk  
or visit www.zenith.co.uk

Discover the benefits for 
you and your employees

by calling 0344 848 9317  
email hello@zenith.co.uk  
or visit www.zenith.co.uk

We’re already making driving easy…

   Through Zenith we are able to provide a fantastic benefit to 
our employees at no cost to our business, while aiding employee 
retention and recruitment.  

Tom Manahan Group Fleet Manager, Santander
Driving made easy
A Salary Sacrifice Car Scheme  
to suit everyone

Case study
 

Making Santander the best place to work in the banking industry with the best 

rewards package is central to the bank’s employee engagement strategy.

With cars being viewed as an attractive employee benefit, Santander wanted to make 

company cars available to all its staff. If it could offer this alongside sizeable savings, 

it would be an exciting addition to an already generous rewards package and add 

value to its employees’ time with the bank. 

To achieve this, Santander decided to launch its own Salary Sacrifice Car Scheme with 

Zenith. The key aims were to:

• Make Santander a more rewarding place to work 

• Provide a cost-effective and competitive benefit for all 

• Help attract and retain the best talent within the industry 

• Promote the Group’s ‘Go Green’ strategy 

• Improve driver safety 

• Increase the competitiveness of the overall reward strategy

Salary Sacrifice Schemes,  
they’re all the same right?

Benefits to your organisation

Think again. 
Our Salary Sacrifice Car Scheme 

makes driving easy by tailoring the 

scheme to your exact needs. 

Your employees get a brand new car, 

you pay nothing and attract, retain 

and motivate the best talent.

Everyone can benefit from our Salary 

Sacrifice Car Scheme – as long as the 

‘sacrifice’ doesn’t take your employees’ 

salary below the minimum wage. It’s 

the simple way to make everyone 

happy, whether they’ve previously been 

entitled to a company car or not.

Here’s why it makes sense:

• It attracts, retains and motivates 

employees at no cost to your organisation

• You open an additional income stream

• There’s minimal admin to handle

• It boosts your CSR objectives

• It improves your duty of care compliance

• Schemes can be tailored to your 

company’s specific needs

Imagine your employees funded their cars 

using part of their gross monthly salary 

before it goes into their banks. They’d 

drive a brand new car and save on tax 

and NI contributions. And with thousands 

of new models to choose from, they can 

find one that suits them perfectly.

The benefits are clear:

• Fixed monthly payments

• No deposit and no hidden costs

• Significant cost savings compared 

to retail alternatives (on average 

between £75 - £200 a month)

What’s more, everything is tied up in a neat 

and hassle-free package that includes:

• Road tax

• Fully comp insurance

• Scheduled servicing and maintenance

• Breakdown cover

• Accident management

• Replacement tyres

• Windscreen and glass cover

All they need to do is keep 

an eye on their fuel.

A no-fuss solution for your staff
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What standard statistical data does HEAT use?

• 

• 

Look for multiple impacts of a single scheme

Conduct sensitivity testing

Consider other impacts on cycling/walking

Validate your count data

2 Jubilee Line plan 2015-16

Our line in numbers

63 trains

937 trips 
per day

30 trains
per hour

27stations

serving

approx

211,000passenger  
km per week

over

1,200 operational 
staff

2.13 million passenger 
journeys per year

 Jubilee Line plan 2015-16 3

The Jubilee line has grown since opening in 
1979 to be seen by many as the ‘heartbeat’ 
of London. Linking Central London with one 
of the world’s most important economic 
districts at Canary Wharf, the line also serves 
the nation’s premier entertainment venues at 
the 02 Arena and Wembley Stadium, connects 
centres of local and national government at 
City Hall and Westminster, as well as serving 
the capital’s critical mainline interchange at 
London Bridge, and the busiest Underground 
station on the network at Waterloo. 

It’s safe to say, there are many millions of 
people – politicians, Londoners, out-of-town 
commuters and leisure-seekers alike – who 
take a real interest in the Jubilee line and how 
it’s running. And when so many eyes are on us, 
the pressure to maintain world-leading levels of 
service everyday is that little bit more intense. 

Ultimately our vision is to provide our customers 
with a world class service which means providing 
a safe, reliable and well informed service. We will 
continually deliver on our service promise and 
keep London moving – and we can only make 
strides towards achieving this if we’re clear in 
what we’re trying to achieve right from the very 
beginning.

Our plan sets out the key priorities for our line in 
the year ahead, describes how this contributes to 
the overall network plan – and most importantly 
– does so in a concise way that allows you to see 
how you can make a difference. 

If each of us plays our part, and we increasingly 
share lessons from both our successes and 

that we can not only improve our own 
performance, but we can also set an example 
that inspires others to follow suit. 

Inspiring change in ourselves and those around 
us isn’t our recipe for progress – it’s our recipe 
for delivering sustained, lasting progress that 
makes life in London that little bit better.

 
Phil O’Hare 
Jubilee line General Manager

Foreword

A plan to deliver progress; a plan to inspire change.

Jubilee line plan 2015-16A plan to deliver progress, a plan to inspire change

Let’s give generously to those 

who gave so much and also help 

us support thousands of modern 

veterans, servicemen and women 

and their families.

Transport for London is supporting  

The Royal British Legion’s Poppy Appeal. 

To the memory 

of the fallen and 

future of the living

Display at all stations network wide until COT 11 November

TfL Rail

Mon

21
Tue

22
Wed

23
Thu

24
Fri

25
Sat

26
Sun

27

December 2015

Normal service

Normal service

Normal service

Last train departs 
Liverpool Street at 2100

No service between 
Liverpool Street 

No service between 

No service between 

Replacement bus service

TfL Rail seasonal closures December 2015/January 2016
Mon
28
Tue

29
Wed
30
Thu

31

No service between 

Replacement bus service

Reduced frequency in service

Reduced frequency in service

Last train departs Liverpool Street at 0225

Fri

1
Sat

2
Sun

3

No service between 

Replacement bus service
No service between 

Replacement bus service
No service between 

Replacement bus service

January 2016

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Suspendisse posuere lectus nec magna scelerisque, sit amet commodo ante dignissim. 

TfL Rail festive services

My role in this job:
Design and artworking – working within brand guidelines, choosing 
relevant images from existing bank of approved images
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Editorial 
 
Hello and welcome to this 

magazine dedicated to 
the world of those non-
competition organised cycle 
events that are generally 
known as cyclosportives or 
challenge rides. 
                                             
Cyclosportives have grown 
in popularity over the last 
decade to the point that 

mass-participation road 
cycling experience. Their 
ever-growing popularity 
is proof, if it were needed, 
of the sheer enjoyment 
to be had from tackling 
a physically-demanding 
route in the company of 
other cyclists, of the thrill 
of pitting one’s speed and 
endurance against both and 
of the elation that arrives at 

 
 
Our aim at Sportif is 
simple: to enhance every 
reader’s enjoyment of the 
cyclosportive experience, 
from preparation through to 
successful ride completion. 
Sportif? One who takes part 
in sporting events… So enjoy 
the read – and the ride. 
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Sportives go global

Words: Alex Beresford

Cycling’s world governing body, 
the Union Cycliste Internationale 
(UCI), zip-tied its rainbow colours 
to the bars earlier this year by 
creating a Mass Participation 
Commission, headed up by 
Renato di Rocco, the president 
of the Italian cycling federation, 
tasked with developing the 
already huge sportive scene. 
 
It’s not surprising the UCI, which 
governs professional cycle sport, 
would want to get involved 
in amateur events given the 
number of cyclists (and money) 
the big sportives attract: in its 
press release circulated after the 

at the end of April, it cited 
RideLondon, which signed up 
over 25,000 participants in its 

appeal of such events and the 
impact they can have to help 
introduce participants of all ages 
and levels into cycling”. 
 

by UCI president Brian Cookson 
– himself a big fan of sportives, 
who rode the Liège-Bastogne-
Liège Challenge this year. 
Cookson said: “The Mass 
Participation Commission will 
be central to the UCI’s desire to 
help drive the development of 
non-elite and amateur cycling, 
and growing the number and 
reach of mass participation 
events will be central to this 
aim. I was delighted to see the 

energy and commitment of the 

mass participation events have 
huge potential. 
 
“With more leisure time 
and an increasing desire by 
governments and individuals 
to improve health, there is a 

grow mass participation events 
across all territories. I regularly 
ride mass participation events 
and I want the UCI to help bring 
the pleasure they give to more 
and more people, whatever their 
age or cycling standard.”
 
Cookson served as president of 
British Cycling from 1997 to 2013 
and in that time saw cycling 
in the UK go from niche sport 

The
UCI Headquarters, Aigle

scene
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to global pastime. Now he’s 
working on bringing the UCI into 
the 21st century. 

 
British Cycling calls for 
government action on 
sportives 
 
At the end of May a handful 
of sportive riders narrowly 
missed being hit head on by the 
sprinting peloton of an elite road 
race coming from the opposite 
direction. The incident – which 
was was videoed, going viral 
shortly afterwards – could lead 
to a major rethink about how 
sportives are regulated. 
 
It happened at the end of a 
Yorkshire Region Road Race, won 
by Dean Downing, on May 18. 
The road race was operating 

which meant the road was 

However, despite a marshal’s 
attempts to stop the sportive 
riders from passing a

 ‘road closed’ sign, a few  
pedalled towards the speeding  
bunch, which was spread  
across the road, with a man 
in Kelme kit almost causing a 
serious accident.
 

Probably in response to the 
storm on internet forums, 
British Cycling released a 
statement: “This video is a 
perfect illustration of why the 
lack of any form of calendar 
co-ordination and regulation 
around sportives is a serious 
concern that needs to be 
urgently addressed. 
 
“Over the last three years, there 
has been an unprecedented 
growth in the number of 
sportives, with an almost 200 

per cent increase in the number 
of events that were registered 
through British Cycling alone. 
We’re asking the government 
to take action to ensure that 
cycling events on the public 
highway are better co-ordinated 
through an agreed process.

These measures would aim 
to reduce the risk of clashes, 
improve event standards and 
provide an environment  
where both competitive and 
non-competitive events can  
run in harmony to meet 
increased demand.”
 
British Cycling said the road race 
had been authorised by  
the police but that the sportive 
was unregistered. 
 
The marshal who videoed  
the sportive riders almost 
coming to grief has since taken 

seems it had already sparked 

moment for sportives. 

UCI Headquarters, Aigle

"These measures 
would aim to reduce 

the risk of clashes, 
improve event 

standards"
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Anatomy of a sportive bike
Saddle 
No matter what sort of cycling you’re doing, the saddle 
has to be comfortable, but that doesn’t mean thick 
padding. Your ischial tuberosities (sit bones) must bear 
your weight rather than the sensitive soft tissue around 

 

Frame 
A sportive bike’s frame may have 
a bit of extra ‘give’ – or vertical 
compliance in marketing speak 
– to make it more comfortable 
over the rough lanes that often 
occur on events. Achieved by 
changing the carbon lay-up or 
geometry or both.

Top tube 
Slightly shorter than the 
top tube of its equivalent 
race bike, opening up the 

allowing them to sit up a 
more. Professional cyclists 
have young, strong, highly 
trained backs that they can 
fold into an aerodynamic 
tuck for hours. Amateurs 
might need a little bit 
of help from the bike’s 
geometry – there’s no point 
in pretending. 
 

Cassette 
The sportive rider will have a bigger spread of 
gears than the racer. Usually there an 11t top 
gear at the back, but bottom gear could be 
anything up to 32t, which ought to get any 
rider up almost any gradient when combined 
with a 34t inner front ring.

Chainstays 
Longer chainstays 
mean the rider is less 
likely to be bucked – as 
they would be sitting 
directly over the back 
wheel. They also 
increase wheelbase and 
therefore stability as 
well as ‘give’. 

Rear derailleur 
SRAM devised the WiFli derailleur, originally 
for use with a 32t sprocket on a ridiculously 
steep gradient in the Giro d’Italia called Monte 
Zoncolan. Then it introduced it as an option 
with Apex, its entry-level groupset, and now 
it has – reversing the usual trend in cycling 
components – trickled upwards to the more 
expensive groupsets. 
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Anatomy of a sportive bike
Words: Alex Beresford

Wheels 
Deep-section carbon wheels might be quicker on 
smooth surfaces, but how many sportives are run on 
dual carriageways? In a long, lumpy, potholed sportive 
they won’t be anything like as comfortable as a 
handbuilt wheel with a three-cross spoke pattern and 
an aluminium box-section rim. 

Patented damping 
technologies 
Trek’s latest system is the 
IsoSpeed Decoupler, a 
system that allows the seat 
tube a small amount of 
independent fore-aft travel. 
Fabian Cancellara has used 
the Domane – the bike built 
around this feature – to win 
Paris-Roubaix. Specialized 
adds Zertz – a sort of 
elastomer borrowed from  
the cushioning technology  
of running shoes– to selected 
areas of its sportive bikes 
such as seatstays, forks  
and seatposts. 
 

Handlebar 
A shallow-drop bar is the norm, 
allowing riders to access the 
drops without adopting an 
extreme position. Sportive riders 
often prefer a wider bar, such 
as a 44cm, to increase steering 

chest on long climbs.

Tyres 
You may not necessarily need a 
heavier tyre for a sportive, but 
even the pros are riding wider 
tyres now. A 25mm is now 
reckoned to be faster as well as 
more comfortable.

Head tube 
Working with the shorter top tube, the head 
tube might be slightly taller than on a race bike, 
bringing the bars in closer and higher. It may 
also be slightly slacker – by just one degree or 
so – make steering more stable and the front-
centre measurement longer to avoid toe overlap. 
 

Chainrings 
The standard sportive combination is the 
50/34 compact double. Some riders are using 
an even smaller ‘big’ ring such as a 46t with 
the 34t inner ring for a closer-ratio set-up.
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Words:    Peta McSharry
Subject:  Paul Martin 

While science often struggles to understand the workings of massage and 

professional racers swear by it.  We’re not all fortunate enough to have 
a soigneur follow us on our weekend escapades, so knowing a few basic 
techniques can go a long way to helping yourself.

Self-massage 

for sportive riders

forming armour-plating against 
the pain - you are now treating 
the amour-plating and not the 
delicate tissue deep down, which 
may be crying out for help. But it 
feels so good, I hear you say. Yes, 
for two reasons: you’re a sports 
person who thrives on pain 
and pain releases endorphins, 
something we’re possibly 
addicted to as sports people. But 
to actually change the state  

Basic guidelines:

1 Work towards the heart. While 
it is debated whether massage 

improves circulation, working 
towards the heart ensures you 
do not put undue back-pressure 
on the small valves in the veins 
that prevent blood from pooling 
in your feet. Damage to these 
are part of the reason varicose 
veins form.

2 Damage to muscle tissue 
after a heavy session (this is 

often accompanied by Delayed 
Onset Muscle Soreness or DOMS 
- two day muscle soreness 
post-exercise) could mean there 
may be microscopic tears in the 
muscles. Getting stuck in will 
not assist the repair of these 
tissues, so if it hurts, go lighter.

3The only good you’ll receive 

on yourself is an increased 
tolerance to pain. If you go in 
too hard, your 
body tenses up 

PREP
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RETRO

Looking back now on events that 
occurred 16 years ago I wonder;  
did all the pain, suffering and 

then, we had no idea of what we 
were letting ourselves into. For 
years, cyclists on the continent 
had enthused and raved about 
their mass participation events, 
‘sportives’ and ‘fondos’, poking 
fun at our inability to obtain 
closed roads and serious 
competitor numbers. Rumour 
and the occasional lone British 
rider’s tale were the only 
information we had to go on. 
Something had to be done; the 
public had a right to know what 

substance to Jonny Foreigner’s 
claims and, if so, would the 
British cyclist show an appetite 
for similar events.

So, deep within a concrete 
bunker in Croydon, a plan 
was hatched. A crack team 

in what was then said to be 
Italy’s hardest Gran Fondo, the 
206km Campagnolo. A three-
man squad led by Richard (the 
Colonel) Hallett andincluding 
Andy (Sapper) Kay along with an 
innocent member of the public, 
Cole (Clubman) Wright, would 
embed themselves within the 
massed ranks, survive, return 
and relate their experience to 
said British public, which would 
be desperate for change having 
been fed on a meagre diet of 
10 mile time trails and 70 mile 
road races. With stiff upper lip, 
poor equipment, poor training 
and lamentable style in clothing 
Hallett and Kay were packed off, 
each with strict instructions; 

The grandest     
 

Words: Andy Kay
 

of Gran Fondos
How three fearless Brits took on the Fortress of Manghen

“make sure you bring him back” 
The entire episode would later 
be referred to within the cycling 
media as Saving Clubman Cole.
 
The weather held, and after a 
breakfast the size and weight 
of a British Sunday roast, they 
slipped into the massed ranks 
of shouting, preening, caffeine-
charged Italians. So far, so good, 
but as a rumour spread of 
our imminent start, bayonets 

and stone buildings of Feltre 
resounded to the sound of a 
thousand feet clipping into 
pedals - and disaster struck. 
Cole, previously warned about 
having to face cold Italian 
steel (Dedacciai Zero, as it 
goes) turned ashen-faced and 
revealed the British position by 
announcing that he needed to 

The big bunch departs

30
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The grandest     
 

Words: Andy Kay
 

of Gran Fondos ‘go’. “Boys I’ve got to take a…” The 
rest was drowned out by jeers 
and whistles as they tried to 
elbow their way out of line. They 
now had to maintain station 
with the auxiliaries and hope 
to hold out at the front when 
the action started - an almost 
impossible task considering 
that UK bunch racing consisted 
of perhaps 70 or 80 riders, but 
this was banging bars with two 
and a half thousand, all with the 
same objective as theirs, which 
was to stay upright at 28mph.
 
Italian bike handling and 
discipline combined to keep 
this enormous bunch together 
once the neutralised zone had 
passed and the sensation as its 
speed increased on the downhill 
out of Feltre to full race mode 
was a terrifying and unique 
experience. Working as a team, 
the Brits managed to stand  
their ground over the relatively 

Cima Campo, but lost a lot of 

was about to get a whole lot 
worse. Urged on by partisan 
crowds in Scrigno, the trio 
emerged from wooded foothills 
only to be confronted by the full 
horror of the Passo Manghen. 
In a scene reminiscent of Conan 
Doyle’s The Lost World, the 
towering Manghen appeared 
to block further progress. Like 
snails, hundreds of cyclists could 
be seen crawling up this near 
vertical face, rumours of which 
had been suppressed at the time 
for fear of a public outcry. Not 
surprising as the casualty  
rate attacking this pass alone 
was horrendous.
 
For our boys there was no let-up. 
If the ascent had been slow 
torture then the descent was a 
terrifyingly steep and twisting 
plunge into the abyss below. 
Somehow they made it down 
onto the valley road where, in 
the baking heat, things started 
to unravel further. Sapper Kay’s 

Cresting the Passo Manghen
At some point in Italian 
history their road building 
went from the boring but 

of the Romans to the 
exhilarating, heart-
stopping, twisty, curvy 
routes of today, roads that 
send the Jeremy Clarksons 
of this world into 
meltdown. Bends? The 
Gran Fondo Campagnolo 
has them all: tight ones, 
steep ones, open ones, all 
of them strewn amongst 
some of the world’s 
most beautiful scenery. 
Mercifully the Manghen 
is no longer included 
in any cyclosportive; go 
there now and nature 
seems to be retaking the 
landscape, doing its best 
to prevent even cars from 
gaining a foothold. With 
luck, cyclists will be able to 
continue to pit themselves 
against this monster of 
the Dolomites for decades 
to come, but never in such 
numbers again.

"No amount of training back home 
could have prepared the lads for these 

seemingly-endless climbs"... 
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My role in this job:
Complete design from scratch, masthead, concepts, 
colour palette, fonts, example spreads, template  
supplied to client.



Myla
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homepage redesign

mailer redesign

Callan School London

Oxford Street A Frame

Reception Welcome poster

Promo A6 Flyer

DL Leaflet

My role in this job:
Complete design from scratch, colour palette, fonts, 
images were chosen from existing bank of images, map 
drawn by myself.

My role in this job:
Redesign of existing site, and mailers, using existing logos, 
fonts and colour palettes. Sections swopped out with 
each promotion.
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Bus Leaflets for LTM friends

Museum of the Bicycle

Logo designs

GS-type
Guy single deck
Country area bus
GS64

The Museum’s preserved GS64 
dates from 1953

LT-class single  
deck six-wheel 
Central area bus 
LT1076

The Museum’s preserved LT1076 
dates from 1931

NS-class  
double deck bus 
NS1995

The Museum’s preserved NS1995 
dates from 1926

GS64 is a small, one person 
operated bus for London 
Transport’s Country area services

GS64 is one of 84 buses coded ‘GS’ (for Guy 
Special) which were purchased by London 
Transport in 1953 for country area services. 

The buses had only 26 seats, because that was 
the maximum number of passengers that could 
legally be carried at that time on a one person 
operated bus where the driver issued the tickets.

The last GS ran in London service in 1972. GS64, 
like all the other GS buses, has a chassis by Guy 
Motors of Wolverhampton, with a Perkins diesel 
engine and a body constructed by Eastern Coach 
Works of Lowestoft. On the bonnet, note the 

Guy Motors Indian-head mascot with 
the legend ‘Feathers in our cap’, 
which the company first used in 

1924. If you have enjoyed your ride 
on GS64, you will also enjoy a 
visit to the London Transport 
Museum in Covent Garden and 

the Museum Depot at Acton.

For details of Museum opening times, events 
and exhibitions, online collections database and 
retail shop please go to www.ltmuseum.co.uk

The London Transport Museum Friends support 
the Museum with grants and volunteer support. 
The Friends also have a programme of meetings 
and visits on transport related themes.

For further details of Friends membership please 
pick up a leaflet with member application form, 
or visit www.ltmuseum.co.uk/friends

ltmuseum.co.uk

LT1076 is a six-wheel  
single deck bus for London 
Transport’s Central area

LT1076 dates from 1931, and is the single deck 
version of the LT double deck bus. There were 
only 201 of these single-deckers built, with an 
AEC Renown chassis and a body by London 
Transport’s Chiswick Works.  

The single deck LT buses became known as 
‘Scooters’ although nobody seems to know how 
they acquired this name. They were principally 

used on suburban routes.

This bus was withdrawn from service in 
1950 and was then used as a summer 
house in a field near High Wycombe 
for 30 years before being recovered 
for restoration. It was restored with 

funding from both the Science Museum’s PRISM 
fund and the London Transport Museum Friends.

If you have enjoyed seeing LT1076, you will also 
enjoy a visit to the London Transport Museum in 
Covent Garden and the Museum Depot at Acton.

For details of Museum opening times, events 
and exhibitions, online collections database and 
retail shop please go to www.ltmuseum.co.uk

The London Transport Museum Friends support 
the Museum with grants and volunteer support. 
The Friends also have a programme of meetings 
and visits on transport related themes.

For further details of Friends membership please 
pick up a leaflet with member application form, 
or visit www.ltmuseum.co.uk/friends

ltmuseum.co.uk

NS1995 was built in 1926 for the 
London General Omnibus 
Company (LGOC)

The NS introduced many changes to the design of 
the London double deck bus. The chassis frame 
was lower for an easier step into the bus, and a 
covered top deck, pneumatic tyres and a driver’s 
windscreen first appeared on London buses. 

The first NS was introduced in 1923, and over 
2400 were built by 1928.  NS1995 has an 
AEC chassis and a body built by the LGOC at 
Chiswick Works. It entered service in 1927, and 
was one of the last of this type of bus in service 
when it was withdrawn in 1937, and selected by 
London Transport for preservation.

Nobody knows what the letters ‘NS’ stood for – 
possibly ‘New S’, as the previous type of bus was 
the ‘S-class’, or possibly ‘No Step’ or perhaps 
‘Nulli Secundus’ (Latin for ‘second to none’). 

If you have enjoyed seeing NS1995, you 
will also enjoy a visit to the London 
Transport Museum in Covent Garden and 
the Museum Depot at Acton.

For details of Museum opening times, events 
and exhibitions, online collections database and 
retail shop please go to www.ltmuseum.co.uk

The London Transport Museum Friends support 
the Museum with grants and volunteer support. 
The Friends also have a programme of meetings 
and visits on transport related themes.

For further details of Friends membership please 
pick up a leaflet with member application form, 
or visit www.ltmuseum.co.uk/friends

ltmuseum.co.uk

OPTION 1

This first option is a safe route, keeping a traditional feel and serif typeface for the main logo. 
It’s a traditional looking logo but with a modern clean fresh feel. Have used a spot gold with the black 
to create a premium yet classical style logo. Other colours (below) can be used if you don’t want the
cost of printing a spot gold.

ALTERNATIVE COLOURWAYS

T H E  M U S E U M
 O F  T H E

T H E  M U S E U M
 O F  T H E

T H E  M U S E U M
 O F  T H E

T H E  M U S E U M
 O F  T H E

T H E  M U S E U M
 O F  T H E

OPTION 2

This option is based on the idea of motion - it is also oval shaped, hinting also at the shape of 
a velodrome. I’ve kept the colours contrasting and fresh to give it a modern feel.

ALTERNATIVE COLOURWAYS

OPTION 3

This option is purely black and white to keep it modern yet with a traditional feel.
It contains bicycle parts within the letters, a wheel, a saddle, a cassette and a handlebar. 
Colour options below give you an option of adding colour - slightly more contemporary feel doing this.

THE 
MUSEUM 

OF THE

THE 
MUSEUM 

OF THE

THE 
MUSEUM 

OF THE

ALTERNATIVE COLOURWAYS

My role in this job:
Logo design from scratch, three concepts supplied to 
client with colour options. 

My role in this job:
Creative artworking of these flyers under strict guidelines 
to promote these buses.
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234 page Holiday Brochure

UK Packaging

2013 Brochure

Freephone booking hotline 
0800 091 1212

Summer Sun 2013
2nd Edition

EXCLUSIVE SUMMER SPECIAL OFFERS AND FREE ADDED EXTRAS

PRICES  
FROM  

ONLY £149

call   020 8801 8144       fax   0208 801 4144 6

C A R TO N S

email   sales@ukplc.co.uk        online   www.ukplc.co.uk5

C A R TO N S

MADE-TO-MEASURE

We can produce cartons in many styles. Our made-to-measure service is available on request.
Shown here are our most popular made-to-measure carton styles.

FEFCO STYLE 0201
Regular lap end case.

FEFCO STYLE 0211
Tuck in top and bottom.

FEFCO STYLE 0409
Five panel wrap.

FEFCO STYLE 0426
Folding box with tuck in lid

FEFCO STYLE 0215
Tuck in top.

FEFCO STYLE 0203
Regular lap end case with 

fully overlapping flaps.

FEFCO STYLE 0421
Folding box with 

locking sides.

FEFCO STYLE 0427
Folding box with tuck in lid

HOW TO MEASURE A BOX

Dimensions are usually expressed as internal dimensions in mm as follows.
Length (L) x Width(W) x Height (H)
Length = The longer dimension at the opening.
Width = The shorter dimension at the opening.
Height = The dimension from the top of the opening to the base.
This is illustrated in the picture (below)

Wording here to go with examples right, consectetur 
adipiscing elit. Suspendisse ante massa, porta a odio 
eu, hendrerit tincidunt enim. Suspendisse viverra 
pulvinar tellus quis hendrerit. 

Vestibulum euismod interdum eros, eget ultrices 
augue facilisis ut. Suspendisse augue tellus, 
consequat id fermentum eget, malesuada quis 
augue. Phasellus et nisl magna. 

Donec consequat, lorem sit amet accumsan 
commodo, metus diam aliquam mauris, id lacinia 
diam magna nec ante. Sed elit arcu, aliquet nec 
felis eget, rutrum imperdiet magna. Vestibulum 
eget interdum arcu. Phasellus lacinia ipsum urna, et 
rutrum tellus porttitor vitae. Integer eu dolor volutpat, 
facilisis elit in, vulputate nisl. 

Width Length

Height

"Customer testimomy 
eget eleifend at, aliquam 
id lorem. Etiam eu luctus 
metus. Curabitur sagittis, 
mi vel scelerisque congue, 
nisl elit posuere urna, 
eget fermentum neque 
nisl a ante. Proin nec 
neque non mauris dictum 
consectetur eu ac mauris."

call   020 8801 8144       fax   0208 801 4144 8

C A R TO N S

email   sales@ukplc.co.uk        online   www.ukplc.co.uk7

C A R TO N S

We can also offer the following services:

We can now supply o� the shelf diecut cartons using existing formes with a fast turnaround 
time. Extensive list of sizes and styles inside.  Short runs welcome.

  FORME NO METRIC SIZE IMPERIAL SIZE STYLE FLUTE
  L x W X D L x W X D

 F959 470 x 320 x 30 18.5 x 12.6 x 1.2 0422 B
 F978 471 x 358 x 90 18.5 x 14.1 x 3.5 0423 BOX B
 F976 471 x 358 x 140 18.5 x 14.1 x 5.5 0423 B
 F953 475 x 352 x 205 18.7 x 13.9 x 8.1 0423 B
 *F979 479 x 375 x 91 18.9 x 14.8 x 3.6 0423 LID B
 F1166 506 x 380 x 80 19.9 x 15.0 x 3.1 0423 STA B
 F1152 512 x 512 x 78 20.2 x 20.2 x 3.1 0422 BOX B
 *F1153 512 x 512 x 78 20.2 x 20.2 x3.1 0423 LID B
 F1154 516 x 516 x 73 20.3 x 20.3 x 2.9 0422 BOX B
 *F1155 537 x 525 x 74 21.1 x 20.7 x 2.9 0423 LID B
 F1125 535 x 360 x 185 21.1 x 14.2 x 7.3 0423 BOX DW
 *F1126 552 x 407 x 50 21.7 x 16.0 x 2.0 0422 LID B
 F1222 562 x 377 x 89 22.1 x 14.8 x 3.5 0423 STA B
 F941 593 x 402 x 50 23.3 x 15.8 x 2.0 0422 B
 F848 605 x 409 x 50 23.8 x 16.1 x 2.0 0422 B
 F1085 760 x 560 x 210 29.9 x 22.0 x 8.3 0422 B
 F1027 783 x 713 x 100 30.8 x 28.1 x 3.9 0422 DW
 F1110 790 x 600 x 170 31.1 x 23.6 x 6.7 0422 B
 F1132 1182 x 833 x 110 46.5 x 32.8 x 4.3 0422 DW

 F1095 175 x 115 x 30 6.9 x 4.5 x 1.2 0422 E

 F1145 235 x 160 x 50 9.3 x 6.3 x 2.0 0422 B

 F1023 292 x 202 x 90 11.5 x 8.0 x 3.5 0422 B

 F857 300 x 200 x 99 11.8 x 7.9 x 3.9 0422 B

 F560 321 x 235 x 50 12.6 x 9.3 x 2.0 0422 B

 F1080 345 x 335 x 70 13.6 x 13.2 x 2.8 0422 B

 * F963 359 x 283 x 240 14.1 x 11.1 x 9.4 0422 V BOX B

 * F964 359 x 283 x 160 14.1 x 11.1 x 6.3 0422 V BOX B

 F1079 375 x 245 x 70 14.8 x 9.6 x 2.8 0422 B

 * F962 377 x 265 x 315 14.8 x 10.4 x 12.4 0423 V BOX B

 F866 379 x 272 x 50 14.9 x 10.7 x 2.0 0422 B

 F1118 380 x 75 x 35 15.0 x 3.0 x 1.4 0422 B

 F860 380 x 300 x 50 15.0 x 11.8 x 2.0 0422 B

 * F965 385 x 291 x 50 15.2 x 11.5 x 2.0 0422 LID B

 F1106 415 x 329 x 73 16.3 x 13.0 x 2.9 0422 C

 F1083 427 x 327 x 50 16.8 x 12.9 x 2.0 0422 B

 F955 450 x 165 x 43 17.7 x 6.5 x 1.7 0422 B

 F980 465 x 213 x 126 18.3 x 8.4 x 5.0 0423 B

* = LID TO FIT BOXES  
STA = STACKABLE 
 

0422

0423

0422/0423

0427 - PIZZA STYLE CARTON WITH LOCK IN TAB

  FORME NO METRIC SIZE IMPERIAL SIZE STYLE FLUTE
  L x W X D L x W X D

 F983 135 x 135 x 50 5.3 x 5.3 x 2.0 0427 B
 F1256 138 x 67 x 67 5.4 x 2.6 x 2.6 0427 B
 F1258 155 x 155 x 85 6.1 x 6.1 x 3.3 0427 B
 F701 168 x 134 x 40 6.6 x 5.3 x 1.6 0427 B
 F889 171 x 103 x 32 6.7 x 4.1 x 1.3 0427 B
 F703 195 x 170 x 90 7.7 x 6.7 x 3.5 0427 B
 F1179 202 x 188 x 56 8.0 x 7.4 x 2.2 0427 B
 F702 202 x 152 x 60 8.0 x 6.0 x 2.4 0427 B
 F1099 203 x 201 x 72 8.0 x 7.9 x 2.8 0427 B
 F1180 215 x 150 x 76 8.5 x 5.9 x 3.0 0427 B
 F1259 222 x 160 x 20 8.7 x 6.3 x 0.8 0427 E
 F1036 225 x 164 x 69 8.9 x 6.5 x 2.7 0427 B
 F1013 230 x 230 x 70 9.1 x 9.1 x 2.8 0427 B
 F1234 235 x 188 x 56 9.3 x 7.4 x 2.2 0427 B
 F1128 239 x 112 x 26 9.4 x 4.4 x 1.0 0427 B
 F1156 244 x 244 x 55 9.6 x 9.6 x 2.2 0427 B
 F813 250 x 452 x 50 9.8 x 17.8 x 2.0 0427 B
 F1181 265 x 245 x 83 10.4 x 9.6 x 3.3 0427 B
 F605 279 x 279 x 59 11.0 x 11.0 x 2.3 0427 B
 F681 290 x 247 x 85 11.4 x 9.7 x 3.3 0427 B
 F1012 312 x 312 x 70 12.3 x 12.3 x 2.8 0427 B
 F1069 320 x 210 x 123 12.6 x 8.3 x 4.8 0427 DW
 F1251 330 x 215 x 50 13.0 x 8.5 x 2.0 0427 B
 F1183 330 x 100 x 50 13.0 x 3.9 x 2.0 0427 B
 F1137 335 x 227 x 53 13.2 x 8.9 x 2.1 0427 B
 F1136 335 x 227 x 78 13.2 x 8.9 x 3.1 0427 B
 F788 335 x 295 x 115 13.2 x 11.6 x 4.5 0427 B
 F943 340 x 229 x 105 13.4 x 9.0 x 4.1 0427 B
 F876 340 x 234 x 56 13.4 x 9.2 x 2.2 0427 B
 F1157 350 x 174 x 45 13.8 x 6.9 x 1.8 0427 B
 F670 352 x 450 x 70 13.9 x 17.7 x 2.8 0427 B
 F1185 360 x 230 x 40 14.2 x 9.1 x 1.6 0427 B
 F1170 395 x 395 x 60 15.6 x 15.6 x 2.4 0427 B
 F582 395 x 300 x 80 15.6 x 11.8 x 3.1 0427 B
 F1104 410 x 290 x 100 16.1 x 11.4 x 3.9 0427 B
 F1103 410 x 170 x 100 16.1 x 6.7 x 3.9 0427 B
 F1030 411 x 303 x 95 16.2 x 11.9 x 3.7 0427 B
 F960 413 x 413 x 46 16.3 x 16.3 x 1.8 0427 B
 F1129 419 x 133 x 26 16.5 x 5.2 x 1.0 0427 B
 F785 436 x 540 x 66 17.2 x 21.3 x 2.6 0427 B
 F1081 438 x 370 x 80 17.2 x 14.6 x 3.1 0427 B
 F957 438 x 362 x 55 17.2 x 14.3 x 2.2 0427 B
 F1031 442 x 442 x 60 17.4 x 17.4 x 2.4 0427 B
 F1017 442 x 442 x 40 17.4 x 17.4 x 1.6 0427 B
 F1033 444 x 521 x 126 17.5 x 20.5 x 5.0 0427 B
 F972 462 x 295 x 51 18.2 x 11.6 x 2.0 0427 B
 F1101 480 x 400 x 210 18.9 x 15.7 x 8.3 0427 B
 F1055 480 x 375 x 190 18.9 x 14.8 x 7.5 0427 DW
 F898 480 x 310 x 60 18.9 x 12.2 x 2.4 0427 B
 F806 486 x 542 x 66 19.1 x 21.3 x 2.6 0427 B
 F1078 487 x 319 x 63 19.2 x 12.6 x 2.5 0427 B
 F1102 520 x 350 x 150 20.5 x 13.8 x 5.9 0427 B
 F1053 525 x 80 x 50 20.7 x 3.1 x 2.0 0427 B
 F911 560 x 290 x 50 22.0 x 11.4 x 2.0 0427 B
 F971 590 x 462 x 51 23.2 x 18.2 x 2.0 0427 B
 F1248 700 x 330 x 135 27.6 x 13.0 x 5.3 0427 B
 F1151 705 x 290 x 95 27.8 x 11.4 x 3.7 0427 DW
 F1072 705 x 285 x 157 27.8 x 11.2 x 6.2 0427 B
 F1150 820 x 100 x 100 32.3 x 3.9 x 3.9 0427 B
 F1075 850 x 290 x 160 33.5 x 11.4 x 6.3 0427 B

0427
DIE CUT CARTONS

"Customer testimomy 
eget eleifend at, aliquam 
id lorem. Etiam eu luctus 
metus. Curabitur sagittis, 
mi vel scelerisque congue, 
nisl elit posuere urna, 
eget fermentum neque 
nisl a ante. Proin nec 
neque non mauris dictum 
consectetur eu ac mauris."

We at Ola Holidays know that finding the perfect getaway is full of choices. Deciding 
on your destination is just the tip of the iceberg. Hotels, flights, luggage allowance, 
transfers, board basis and insurance all need to be considered and we know it can be 

very confusing. That’s why we offer expert staff with years of experience working in the travel 
industry to help you find your way to the perfect vacation. We also know that everybody has 
a different idea of what an idyllic holiday is, so we tailor make our holidays around you and 
your loved ones. Providing activities to keep the children entertained, relaxing spas for the 
adults and great locations in the centre of the resort or out in quiet beachside locations, we 
offer something to please everyone. You don’t have to spend weeks of your valuable time 
trawling through endless websites and brochures - we’ll do the hard work for you and guide 
you seamlessly through the holiday process. All we ask in return is that you send us a postcard!

33% OFF  
HIGH STREET 

PRICES

Why book with Ola Holidays?

Full Financial Protection
Your peace of mind is important to us and we know how much your 
holiday means. That is why holidays booked with us offer ATOL 
protection, meaning your flight, your accommodation and your transfers 
are covered. This means you know that should something happen to 
disrupt your holiday you won’t be left out of pocket.  So with no need to 
worry you can get down to the important task of planning what you’re 
going to pack and the great times you are going to have.

BOOK 

DIRECT

SAVE £££

Freephone booking hotline 0800 091 1212For up to date prices please visit www.olaholidays.com
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Renowned for its reputation as the most popular holiday destination in Europe, 
Majorca draws holidaymakers back year after year, and it’s no surprise. Offering plenty 
of resorts, all with different atmospheres, you’d be surprised to find that they’re all 

located side by side. From the family friendly atmosphere in Calas De Mallorca  to the lively 
nightlife of Magalluf, Majorca offers something different for everyone. Majorca as a whole 
is well known for its balmy weather, beautiful beaches and fantastic amenities, making it a 
fabulous holiday destination for everyone. 

While in Majorca there are 
plenty of things to do for 
special days out, including:

The Caves of Drach
Marineland
The Pirates Adventure
Golf Fantasia
Aqualand

Majorca

Average Monthly Temperature °C

May June July Aug Sept Oct

22 26 29 29 27 23

Puerto Pollensa

Alcudia

Porto Cristo

Cala Millor

Cala Bona

Calas De  
Mallorca

Sa Coma

S’illot

Cala D’or

Cabo Blanco

El Arenal

Cala Vinas

Santa Ponsa

Palma Nova

Cala MajorMagalluf
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For up to date prices please visit www.olaholidays.com Freephone booking hotline 0800 091 1212
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Small attractive complex with just 27 
one bedroom apartments set in gardens. 
Excellent for families and couples, great base 
for those looking for a beach based holiday 
with all amenities close at hand. 

Location
Ideal location just a short stroll from the 
marina, beach and resort centre.

Bullets
Swimming pool
Sun terrace with loungers
Reception
A-la-carte restaurant
Poolside bar

Meals and Drinks
There is an A-la-carte restaurant on site and 
poolside bar offering light snacks and drinks. 

Accommodation
Comfortable one bedroom apartments each 
with twin bedroom, lounge area with sofa 
bed, kitchenette with electric hob, fridge 
and toaster, full bathroom and balcony or 
poolside terrace.

Official star rating 2 key

The Luz Y Mar apartments are a quiet family 
run complex ideally situated in the popular 
tourist resort of Puerto Del Carmen.

Location
Ideal location just a short stroll from the 
sandy beach and main resort centre. 

Bullets
Two outdoor swimming pool
Sun terrace with loungers
Poolside bar
Reception

Meals and Drinks
Poolside bar serving snacks and refreshments 
throughout the day.  

Accommodation
One bedroom apartments each with 
separate twin bedroom, lounge area 
with sofa beds, TV, kitchenette with three 
cooking rings and fridge, full bathroom and 
balcony or terrace. Safety deposit boxes are 
available to hire. 

Official star rating 2 key

Luz Y Mar
PUERTO DEL CARMEN

Europa
PUERTO DEL CARMEN

Prices are for guidance only and are correct at time of print and exclude transfers

Prices are for guidance only and are correct at time of print and exclude transfers

With its laid back charm, impressive amenities and beautiful weather, Lanzarote has 
much to offer holidaymakers, no matter what sort of holiday they are looking for. 
Couples and friends looking to relax and enjoy quality time with their nearest and 

dearest will be happy to chill out on beautiful beaches or try their hand at a host of water 
sports, while families with children will make great use of the family friendly excursions 
available, such as the zoo and the National Park. Put all this together with beautiful weather 
and a welcoming atmosphere and you have the makings of an idyllic holiday. 

Lanzarote

While in Lanzarote there are plenty of things to do for 
special days out, including:

Go Karting
Timanfaya National Park
Zoo
Water Sports
Markets

Average Monthly Temperature °C

May June July Aug Sept Oct

23 24 25 26 26 26

Arrecife

Matagorda

Costa Teguise 

Puerto  
del Carmen

Playa Blanca
Costa  
de Papagayo

One Week Prices From

Self Catering

Adult Family of 3 Family of 4

May £225 £535 £665

June £245 £605 £749

July £275 £685 £855

Peak £365 £925 £1,165

August £325 £805 £995

September £295 £735 £925

October £295 £739 £929

One Week Prices From

Self Catering 

Adult Family of 3

May £229 £545

June £255 £615

July £279 £695

Peak £369 £935

August £325 £815

September £299 £745

October £305 £755

GREAT VALUE

FOR ££

For up to date prices please visit www.olaholidays.com

Freephone booking hotline 0800 091 1212
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For up to date prices please visit www.olaholidays.com

Prices are for guidance only. They are based on the flights available at the time of going to print

The hotel is in the charming little fishing 
village of Sissi and those who wish to enjoy 
a peaceful and laid back holiday will find 
this the ideal destination with a relaxed 
atmosphere.

Location
The hotel can be found in the pretty beach 
resort of Sissi in Crete, just 300 metres from 
the Boufos beach. The centre of Sissi and 
the picturesque harbour is just 2 minutes 
away and the hotel is just 3 miles from the 
bustling resort of Malia.

Facilities
 Swimming Pool 
 Sun Loungers 
 Entertainment Programme
 Children’s Playground
 TV Lounge
 Spa
 Café/Snack Bar

Meals and Drinks
Guests will find main meals are served buffet 
style with local cuisines and international 
dishes from around the world. Lighter meals/
snacks and drinks are served from both 
poolside cafe/bars. 

Entertainment 
There are many different activities to suit 
everyone, whether you are looking for 
active games such as golf or watersports or 
relaxation in the Spa. Entertainment also 
includes quizzes and folklore evenings with 
live music.

For Children
Children will love the facilities on offer and 
benefit from a Kids’ Club, playground and 
pools with waterslide.

Accommodation
Guest rooms are modern, well equipped and 
comfortable with every room benefiting 
from either balcony or terrace,  TV, 
telephone, fridge, bathroom, hairdryer, air 
conditioning and safe.

Key Facts
Some activities and facilities may incur a 
local charge. Official Star Rating: 54

Sissi Bay
SISSI  

INCLUSIVEFROM £375

ALL

With its laid back atmosphere and wealth of amenities, Crete is 
a fantastic destination for those looking for a great holiday 
in the sun. Some people will prefer the quiet traditional 

fishing villages, with their quiet restaurants, emptier beaches and great 
community atmosphere, while others will prefer the livelier resorts 
available, which offer late night bars and nightclubs. Either way Crete 
has much to offer, including sightseeing at a number of museums and 
historical sites, beautiful beaches with or without water sports and great 
restaurants offering freshly caught fish. 

Crete

Average Monthly Temperature °C

May June July Aug Sept Oct

25 30 33 33 29 24

While in Crete there are plenty of 
things to do for special days out, 
including:

Water Park
Boat Excursions
Mountain Biking
Water Sports
Lagoon 

One Week Prices From

All Inclusive

Adult Family of 3 Family of 4

May £375 £909 £1,219

June £419 £1,089 £1,319

July £485 £1,359 £1,585

Peak £555 £1,435 £1,805

August £509 £1,289 £1,585

September £385 £979 £1,169

October £329 £849 £955

Prices are for guidance only and are correct at time of print and exclude transfers

Sissi

Agia Pelagia
Stalis

Kolymbari

Chersonisos
Skaleta

UK Packaging Supplies Limited

100 Brantwood Road, Tottenham
London N17 0XY

Tel: 020 8801 8144
Fax: 020 8365 0847

Email: sales@ukplc.co.uk
Web: www.ukplc.co.uk

Colchester Depot:
UK Packaging Colchester
Unit 6B, Commerce Way
Whitehall Industrial Estate
Colchester
Essex, CO2 8HR
Tel: 01206 791222            
Fax: 01206 791444

Newmarket  
Manufacturing:
UK Packaging Newmarket
Unit 6, Minton Enterprise Park
Oaks Drive,
Newmarket
Su�olk
CB8 7YY

Aldershot Depot:
Headway House,  
Ivy Road,  
Aldershot,  
Hampshire  
GU12 4TX
Tel: 01252 341166

Oxford Depot:
The Old Milking Parlour
Cobweb Buildings, The Lane
Lyford
Oxfordshire
OX12 0EE 
Tel: 01235 868555

2013 
 Product Catalogue

Packaging the UK’s supplies in better shape

My role in this job:
Complete design and artworking of 140 page packaging 
catalogue, images supplied by client and logo was  
pre-exisiting but all other elements were redesigned.

My role in this job:
Design and artworking of this 230 page brochure, only supplied content was the 
logo. Images were supplied by client but maps had to be drawn for each holiday 
destination. Each destination area was colour coded for ease of using the brochure



Sussex Lusitanos NHS Exhibition Stands

SHORT BESPOKE RIDING 
COURSES AT THE ROYAL 
ANDALUCIAN SCHOOL OF 
EQUESTRIAN ART, JEREZ

• Fabulous Schoolmaster Stallions  - Excellent Tuition

•  Home of Olympic riders Rafael Soto  
& Ignacio Rambla

•  Stay at 5* Hotel/Villa Jerez & Discover  
the Land of Art & Wine

• A Unique Riding Holiday with a Truly Personal Service   

For full details contact gonmarques1@gmail.com   
tel. 0034 66 6736603

235_d3 Olympia flyer.indd   2 08/12/2011   14:47

C L A S S I C A L  
R I D I N G  C O U R S E S

at the Royal Andalucian 
School of Equestrian  
Art, Jerez

www.realescuela.org

235_d3 Olympia flyer.indd   1 08/12/2011   14:47

My role in this job:
Working within brand guidelines to produce these pop up stands, 
images chosen from a bank of images supplied by the client.

My role in this job:
Complete design and artwork of this flyer -  
images supplied by client



Cinime

r

Counter card

Online banners

Quad poster

Cinime

Six sheet poster Roller banner

Keep your phone on for 
the big screen movie quiz.

Test your film facts to scoop Ben & Jerry’s  
ice cream and other great stuff. 

Free Offers and Prizes Terms & Conditions:  1. Mobile voucher code for popcorn may be exchanged at the retail counter of ODEON Cinemas participating in the cinime trial to receive one 
Small Dispensed Popcorn only.  2. Mobile voucher codes for prizes and free gifts may only be exchanged directly with the promotional partner at participating retail outlets.  3. Valid for use 
between 7th of January 2013 to 18th of April 2013 inclusive only.  4. Vouchers can only be redeemed at the cinema retail counter in participating locations, and cannot be used at cinema 
box office, ODEON.co.uk, the ODEON Mobile site, ODEON App or via the Filmline or ATM.  5. Voucher must be presented at time of purchase, and can only be used once in respect of one 
snack purchase. No reimbursement for previously purchased snacks will be allowed. Only one voucher can be used per transaction. Only one voucher can be used per week.  6. Voucher 
holder must have downloaded the Cinime app, and must be aged 16 or over.  7. Not valid in conjunction with any other offer or discount. No ODEON Points will be earned for snacks 
purchased with this voucher.  8. Provision of snack is subject to availability.  Voucher does not give any preferential rights over other guests.  9. Voucher is for personal use only, and cannot 
be resold.  10. Void if altered, tampered with, forged, or damaged.  11. Vouchers have no cash value and cannot be exchanged for cash.  12. Offer is subject to availability.  13. Cinema 
manager’s decision is final.
For full cinime terms & conditions visit www.dcm.co.uk/cinimeterms

Cinime is the new must-have cinema companion app.  
Download now for rewards, extras and much more.  

Free popcorn the first time you use in participating cinemas.

Use your little screen to get 
more from the big screen.
Bonus film content and extras for cinime users 
when you scan this image on your mobile.

Cinime is the new must-have cinema companion 
app. Download now for rewards, extras and  
much more. Free popcorn the first time you use  
in participating cinemas.

Free Offers and Prizes Terms & Conditions: 1. Mobile voucher code for popcorn may be exchanged at the retail counter of ODEON Cinemas 
participating in the cinime trial to receive one Small Dispensed Popcorn only.  2. Mobile voucher codes for prizes and free gifts may only be 
exchanged directly with the promotional partner at participating retail outlets.  3. Valid for use between 7th of January 2013 to 18th of April 2013 
inclusive only.  4. Vouchers can only be redeemed at the cinema retail counter in participating locations, and cannot be used at cinema box 
office, ODEON.co.uk, the ODEON Mobile site, ODEON App or via the Filmline or ATM.  5. Voucher must be presented at time of purchase, and 
can only be used once in respect of one snack purchase. No reimbursement for previously purchased snacks will be allowed. Only one voucher 
can be used per transaction. Only one voucher can be used per week.  6. Voucher holder must have downloaded the Cinime app, and must 
be aged 16 or over.  7. Not valid in conjunction with any other offer or discount. No ODEON Points will be earned for snacks purchased with this 
voucher.  8. Provision of snack is subject to availability.  Voucher does not give any preferential rights over other guests.  9. Voucher is for personal 
use only, and cannot be resold.  10. Void if altered, tampered with, forged, or damaged.  11. Vouchers have no cash value and cannot be 
exchanged for cash.  12. Offer is subject to availability.  13. Cinema manager’s decision is final.
For full cinime terms & conditions visit www.dcm.co.uk/cinimeterms

Scan this image with your cinime 
app for bonus movie content 

from “A Good Day to Die Hard”

Cinime is the new must-have cinema companion 
app . Download now for rewards, extras and  

much more. Free popcorn the first time you use  
in participating cinemas.

Free Offers and Prizes Terms & Conditions: 1. Mobile voucher code for popcorn may be exchanged at the retail counter of ODEON Cinemas 
participating in the cinime trial to receive one Small Dispensed Popcorn only.  2. Mobile voucher codes for prizes and free gifts may only be 
exchanged directly with the promotional partner at participating retail outlets.  3. Valid for use between 7th of January 2013 to 18th of April 2013 
inclusive only.  4. Vouchers can only be redeemed at the cinema retail counter in participating locations, and cannot be used at cinema box 
office, ODEON.co.uk, the ODEON Mobile site, ODEON App or via the Filmline or ATM.  5. Voucher must be presented at time of purchase, and 
can only be used once in respect of one snack purchase. No reimbursement for previously purchased snacks will be allowed. Only one voucher 
can be used per transaction. Only one voucher can be used per week.  6. Voucher holder must have downloaded the Cinime app, and must 
be aged 16 or over.  7. Not valid in conjunction with any other offer or discount. No ODEON Points will be earned for snacks purchased with this 
voucher.  8. Provision of snack is subject to availability.  Voucher does not give any preferential rights over other guests.  9. Voucher is for personal 
use only, and cannot be resold.  10. Void if altered, tampered with, forged, or damaged.  11. Vouchers have no cash value and cannot be 
exchanged for cash.  12. Offer is subject to availability.  13. Cinema manager’s decision is final.
For full cinime terms & conditions visit www.dcm.co.uk/cinimeterms

Keep your phone on  
for the big screen  

movie quiz.
Test your film facts to scoop Ben & Jerry’s  

ice cream and other great stuff. 

Download the cinime app for 
even more of what you love

Free Offers and Prizes Terms & Conditions: 1. Mobile voucher code for popcorn may be exchanged at the retail counter of ODEON Cinemas participating in the cinime trial to receive one Small Dispensed Popcorn only.   
2. Mobile voucher codes for prizes and free gifts may only be exchanged directly with the promotional partner at participating retail outlets.  3. Valid for use between 7th of January 2013 to 18th of April 2013 inclusive only.   
4. Vouchers can only be redeemed at the cinema retail counter in participating locations, and cannot be used at cinema box office, ODEON.co.uk, the ODEON Mobile site, ODEON App or via the Filmline or ATM.  5. Voucher 
must be presented at time of purchase, and can only be used once in respect of one snack purchase. No reimbursement for previously purchased snacks will be allowed. Only one voucher can be used per transaction. Only 
one voucher can be used per week.  6. Voucher holder must have downloaded the Cinime app, and must be aged 16 or over.  7. Not valid in conjunction with any other offer or discount. No ODEON Points will be earned for 
snacks purchased with this voucher.  8. Provision of snack is subject to availability.  Voucher does not give any preferential rights over other guests.  9. Voucher is for personal use only, and cannot be resold.  10. Void if altered, 
tampered with, forged, or damaged.  11. Vouchers have no cash value and cannot be exchanged for cash.  12. Offer is subject to availability.  13. Cinema manager’s decision is final.
For full cinime terms & conditions visit www.dcm.co.uk/cinimeterms

Free popcorn just for downloading.  
Our way of saying thanks for helping us  

create the ultimate cinema app.

Scan this image with your cinime 
app for bonus movie content from 

“A Good Day to Die Hard”

My role in this job:
Design and artworking – working within brand guidelines to produce 
these various deliverables
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Tim Brown

Vice President Strategic Accounts, Oracle Hospitality

Tim joined MICROS, now known as Oracle Hospitality in 1995 and is now responsible 

for managing Pre Sales Engagements across the EMEA Region. Over the past 

number of years he has been instrumental in driving ORACLE MICROS Hospitality 

solutions into several pan-European accounts including Starbucks, Pizza Hut, Burger 

King and Wagamama and has worked with a number of large restaurant in-country 

brands, such as Whitbread in the UK, Grupo Vips in Spain and AmRest in Eastern 

Europe, helping them to devise, define and deploy restaurant IT strategies. 

Over the past couple of years Tim has been working within the MICROS Hospitality 

eCommerce Group helping to define consumer engagement strategy. He studied Hotel 

Management at Bournemouth University in the UK and Computing at the Open University.

Brian Reeves

Founder and CEO of GOPPAR Digital

Brian Reeves is the founder of GOPPAR Digital, an agency providing data driven digital 

marketing and distribution solutions to hotels.

Brian has been shortlisted for the Ernst & Young Entrepreneur of the year and is a four 

time winner of the Deloitte Fast 50 Tech award. His background in psychology and online 

consumer behaviour coupled with 14 years’ experience working with hotels, ensures some 

much needed new thinking on marketing and distribution strategy.

Brian created the Irish Times Diploma in ‘Digital Marketing for Hospitality’ and has 

contributed content for the HSMAI ‘Revenue Management Certification’ programme. 

He is a regular on the speaker circuit at hospitality events in the US, UK and Europe.

5

GUEST SPEAKERS

2

3

AGENDA

Hotel Conference Programme

09.00 – 09.30 The Tea Party: Registration with tea and coffee

09.30 – 09.35  The lady’s not for turning

 
 Welcome and introduction by Jackie Newstead, Global Head of Real Estate at 

Hogan Lovells and partner in Hogan Lovells’ Hotels, Leisure and Gaming Practice.

09.35 – 10.05 Question Time

Q&A session: Keynote speaker Tim Brown, Vice President Strategic Accounts, Oracle 

Hospitality, is interviewed by Jonathan “Dimbleby” Langston, Senior Director of CBRE Hotels.

10.05 – 10.30 You’ve never had it so good 

David Bailey, Senior Director of CBRE Hotels, examines the current state of the 

operating environment and contemplates the prospects for 2015 and beyond.

10.30 – 10.50 Tough on booking fees, tough on the causes of booking fees

 
 Brian Reeves, founder and CEO of GOPPAR Digital, specialists in digital marketing and 

distribution for hotels, explains why online booking agents have stolen a march and what 

hoteliers can do to catch up.

10.50 – 11.15 The Squeezed Middle: Coffee break and networking

11.15 – 11.25 No such thing as society?

Mac MacMillan, of Counsel in the Privacy and Information Management practice of 

Hogan Lovells, explains why privacy and data protection are critical issues for the hotel industry.

11.25 – 11.40 Follow the money 

Rob Seabrook, Head of UK Brokerage at CBRE Hotels, rounds-up recent hotel deals.

11.40 – 11.50 Yes, we can?

 
 Angus Coulter, Head of the Antitrust, Competition and Economic 

Regulation practice of Hogan Lovells’ London office, reports on the 

on-going saga of online hotel booking and rate parity.

11.50 – 12.50 Panel Session: The House of Representatives

 
 Andrew Sangster, the Editor of Hotel Analyst, chairs a panel of industry leaders on how 

sales and marketing is changing and what hoteliers need to do to stay ahead of the game.

 
Panel: 

 
Terri Scriven Industry Head of Travel at Google

 
Graham Dodd, Development Director (UK & Ireland) at Hilton Worldwide

 
Todd Shallan, Director of Asset Management at KSL Capital Partners LLC

 
Brian McCarthy, Managing Director at Valor Hospitality Europe

12.50 – 13.00 Vox populi 

 
 Jackie Newstead, Global Head of Real Estate at Hogan Lovells, rounds up the key issues 

discussed during the day and invites delegates’ views.

13.00 onwards High level round-table talks

 
Buffet lunch and networking

VOTING WITH  
THEIR FEET
How to win guests and influence people

Hotel Conference Programme

4 February  2015

My role in this job:
Design and artworking – working within brand guidelines to produce 
this brochure. No images were supplied by the client so all illustrations 
were produced by myself

My role in this job:
Concepts, design and artworking. This was a show about green and 
sustainable transport and the Client wanted the booklet to be kept so 
I came up with the idea of having a cut out template for a rubberband 
powered car as a kick out page in the back



Recruitment Services
Whether you are looking for temporary/contract labour or 
trying to fill a critical position, our recruitment division is 
your perfect partner.  Our team has refined their expertise in 
recruitment to locate the candidate you are looking for.  

We are not constrained by inflexible approaches, and 
continually explore innovative ways to maximise budgets 
and service levels. We challenge the norm in both service and 
pricing.  Each of our clients receives a customised service that 
focuses on their specific needs.  We operate our own search 
and assessment tools to find that unique individual to match 
your criteria.  

We are NOT driven by commissions, and our integrity and 
values ensure that we always recommend high-calibre 
candidates.  Our fees are honest. Your permanent positions 
are filled at a fraction of the current market rates, one fixed 
fee – no percentages of earnings, no on-going charges, and 
no hidden costs, just fair pricing.  Temporary labour fees are 
transparent and cost effective which means you pay the rate 
you want to and there are no inflated hourly rates.  

Our powerful online recruitment system gives you the tools 
you need to effectively manage your own recruitment 
strategy.  Registered employers benefit from a customisable 
client area, which enables you to control your adverts, screen 
candidates, view CVs and monitor your spending, all at your 
fingertips. This cost effective option suits all budgets and  
provides the flexibility you need for an intelligent solution.

We are committed to developing a long term, collaborative 
partnership with our clients by providing effective 
recruitment support and a comprehensive, structured 
approach to meet all your requirements.

Meridian Spokesmen

PERSONAL DETAILS 
TITLE (TICK A BOX)  MR MRS MISS  MS  DATE OF BIRTH         /           / 

FIRST NAME     NATIONALITY 

SURNAME     NI NO.   

TRADING NAME                                                                         UTR NO

ADDRESS     VAT NUMBER:

     MOBILE NO
      Please provide a valid mobile number to receive text 

message payment notifications.
POSTCODE

BANK/BUILDING SOCIETY DETAILS

ACCOUNT HOLDER’S NAME 

SORT CODE      ACCOUNT NUMBER 

BUILDING SOCIETY ROLL NUMBER (IF APPLICABLE)  

ANCILLIARY SERVICES 

Administration Fee:           £    per transaction plus VAT.

I wish to engage MBRSS’ Accounts Assistance Service at a cost of £5.00 per week* plus VAT.

TO ACCEPT, PLEASE SIGN HERE

SIGNATURE                                                                                                     

I acknowledge that the Ancillary Services shall be provided on the terms and conditions contained on the attached/reverse of 
this document which I hereby accept and that the Administration Fee and other Fees referenced in that Agreement are pay-
able in full if I request to receive any 1 or more of either Invoice Services or Accounts Services referenced above.

DECLARATION
I confirm that all the above information is correct and understand that it will be held electronically in accordance with the Data 
Protection Act 1984. I also understand that it is my responsibility to inform Meridian Business and Resource Support Services 
Ltd of any changes to my details.

SIGNATURE                                                                                                       DATE

SUBCONTRACTOR REGISTRATION AND ANCILLARY SERVICES AGREEMENT

Please provide one piece of clearly legible photo identification with this registration form. 
e.g. Passport or Photo card driving licence.

*Please refer to the Terms and Conditions on the attached/reverse of this document

S AGREEMENT

TV production                    
Sports commentary            
Media relations   
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Keeper’s Cottage, Loughton, Shropshire, WV16 6QP, U.K.
email info@spokesmen.co.uk www.spokesmen.co.uk

David Harmon
DIRECTOR
+44 (0)  7961 765068

                

Keeper’s Cottage
Loughton

Shropshire
WV16 6QP, U.K.

t  +44 (0) 1746 787 196
email info@spokesmen.co.uk

www.spokesmen.co.uk

Keeper’s Cottage
Loughton

Shropshire
WV16 6QP, U.K.

t  +44 (0) 1746 787 196
email info@spokesmen.co.uk

www.spokesmen.co.uk

With Compliments

My role in this job:
Logo design, rolling out into stationary for the client

My role in this job:
Design and artworking, working within brand guidelines



Victim Support Victim Support

10 Review of the year 2009 - 10: Northamptonshire

£10 could cover the cost of visiting a victim  
£25 could provide alarms for five vulnerable victims 
£240 could pay for a volunteer to get core training

Please return this entire form to; Victim Support, Angel St, Northampton NN1 1ED

To make a donation online please go to our website www.victimsupport.org.uk

Lydia was referred to us because of her 
neighbours’ ongoing domestic abuse issues. 

Both she and her husband were affected 
by this to the point where he needed time 
off work. They were also concerned about 

the impact on their two children, with 
one of them requiring medical help. Our 
antisocial behaviour support service gave 
them emotional support and liaised with 

the police and their housing providers 
for ten months. Lydia was also supported 

throughout court proceedings for the 
neighbours’ eviction.  Your service was 

excellent. The worker 
gave more than I had 
expected and put me 

at ease.

“
”

Donate to us now!

I would like to make a donation of:

£5 £10 £20 £50 £100 Other

My preferred amount of £  (please make your cheque payable to Victim Support)

Name

Address

Postcode Email

Or please debit the above amount from my (please tick as applicable):

Mastercard Visa Visa Debit/Delta Maestro/Switch CAF Charity Card

Card number      Security number

Date of expiry   Valid from

Issue number (Maestro/Switch cards only)

Signature      Date 

Official use only

Gift Aid declaration
If you are a tax payer, please sign here to make your gift worth so much more, at no extra cost 
to you. 

I declare all donations I make on or after this date to be Gift Aid donations. This also includes 
any donations I have made in the last six years.

Signature      Date

Please note: You must pay an amount of income tax or capital gains tax equal to the tax we reclaim on your donation.  
Please let us know if your circumstances or address details change so that we can amend our records.

We are a national charity that supports 
victims and witnesses of crime. Staff and 
trained volunteer workers based in local 

offices and court buildings give emotional  
support, information and practical help 

to people who have suffered or witnessed 
crimes ranging from burglary to rape and 

murder. We are independent and our 
services are free and confidential.

11000
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www.victimsupport.org.uk

Review of the  
year 2009-10

Northamptonshire

Start off with three days volunteer work helping the local 
community with much needed repairs at a local school. 
Then, following the Marangu route to the summit of 
majestic Mount Kilimanjaro, the experienced guides will do 
all they can to guarantee you the best chance of successfully 
reaching the summit for sunrise and one of the most 
spectacular views on earth. 

Mount Kilimanjaro climb 
and community project

Registered charity number: 298028

www.victimsupport.org.uk

Registered address: Victim Support, Hallam House, 
56-60 Hallam Street, London W1W 6JL  
Company no  2158780

Discover the lost city of Machu Picchu nestled in 
the magnificent Andes Mountains. Trek through 
mountain passes, remote unspoiled villages and jaw-
dropping scenery. Ride on one of the world’s highest 
trains and help a local community with much-needed 
repairs and improvements.

Peru Inca trail challenge 
and community project

Registered charity number: 298028

www.victimsupport.org.uk

Registered address: Victim Support, Hallam House, 
56-60 Hallam Street, London W1W 6JL  
Company no  2158780

Experience the trip of a lifetime spending six days 
canoeing down the Lower Zambezi river in 2-man 
canoes, occasionally stopping to trek inland. Admire 
the thundering Victoria Falls or perhaps take part in one 
of the extreme activities there such as a bungee jump! 
Spend a few days helping on a local project helping 
improve facilities for children who are HIV positive.

Zambezi canoe challenge 
and community project

Registered charity number: 298028

www.victimsupport.org.uk

Registered address: Victim Support, Hallam House, 
56-60 Hallam Street, London W1W 6JL  
Company no  2158780

Trek through terraced fields, small villages, rich forests 
and the stunning Himalayan mountains including the 
famous Annapurna conservation area. Take part in a local 
community project in Kathmandu where a variety of 
activities will be available to you such as renovating school 
classrooms, building a playground or teaching sports.

Nepal Himalayan challenge 
and community project

Registered charity number: 298028

www.victimsupport.org.uk

Registered address: Victim Support, Hallam House, 
56-60 Hallam Street, London W1W 6JL  
Company no  2158780
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Traverse the rugged landscapes by dog sled 
in one of the most exciting adventures the 
Yukon has to offer! 

Sleep under the clear skies with the chance 
to see the Aurora Borealis and watch for 
wildlife and animal tracks during your day.

Canadian dog  
sled challenge

Registered charity number: 298028

www.victimsupport.org.uk

Registered address: Victim Support, Hallam House, 
56-60 Hallam Street, London W1W 6JL  
Company no  2158780

Trek through terraced fields, small villages, ricch forrestts ff
and the stunning Himalayaa an mountains includding the 
famous Annapurna conservation area. TaTT ke paart in a loooccaal 
community project in Kathmandu where a varriety oof 
activities will be avaa ailable to you such as renovvatingg scchhhooool 
classrooms, building a playaa ground or teachingg sporrts.

Registered charity number: 298028

www.victimsupport.org.uk

Registered address: Victim Support, Hallam House,
56-60 Hallam Street, London W1W 6JL 
Company no  2158780

ee 

Take part in an adventure trekking through the 
Himalayas in India. Discover breathtaking lakes, lush 
forests and delicious traditional food.  Spend time in 
bustling Delhi working at a project which will benefit 
the lives of the local children.

India Himalaya trek  
and delhi project

Registered charity number: 298028

www.victimsupport.org.uk

Registered address: Victim Support, Hallam House, 
56-60 Hallam Street, London W1W 6JL  
Company no  2158780

The challenge

Day 1: 
Depart London for Marrakech. On arrival we set off across 
the High Atlas Mountain Range to our overnight stop in 
Ouarzazate.

Day 2: 
An early start to travel further south, along ancient 
caravan routes and into the Sahara desert. After lunch, 
you will meet up with your local Berber guides and their 
camels and start the trek.

Day 3-4: 
Spend two days out in the Sahara! Each day you will 
walk at the pace of the camels, passing sand dunes, the 
occasional oasis, and mile after mile of natural beauty. 
Each night camp is set up under the stars.

Day 5: 
A final trek back to the village where you bid farewell 
to your Berber guides and camels and head back to 
Marrakech. Enjoy a celebratory dinner tonight!

Day 6: 
Some free time this morning to explore Marrakech before 
flying back to London.

www.different-travel.com ATOL 6706

Trip Dates
20 – 25 October 2011

Costs
Self-funded option: £890
£250 registration fee + 
£640 tour cost 

Sponsorship option 
£250 registration fee +  
£1300 minimum sponsorship

Tour Code: OPNMC11

At a Glance
 5 nights

 Flights included

 Full board

 0°C to 38°C  

 10 – 20 per group

 Moderate

 First aid trained local staff
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RRegisterred cchaarrittyy nnuummberr:  2980028

wwwww.vicccttiimmmmssuupppporrt.org.uk

Reegistered addreesss: VVicctiimm SSupppport, HHallamm House, 
566-60 Hallaam Strreeeet, LLoonndddonn WWW1WW 6JJL 
Coompany nno  215888788000

Experience the formidable and inhospitable 
environment of the Sahara Desert on this 
five day challenge and uncover the delights 
of Marrakech and the day-to-day life of the 
nomadic Berber people as you trek through 
the desert.

The Sahara desert  
trek challenge

Registered charity number: 298028

www.victimsupport.org.uk

Registered address: Victim Support, Hallam House, 
56-60 Hallam Street, London W1W 6JL  
Company no  2158780

Join us on this challenging trek through 
the hot and steamy jungle of Borneo. 
Gain insights into jungle survival and 
keep your eye out for wild orang-utans! 
After your trek, treat yourself with some 
relaxation at the Rasa Ria resort and visit 
the Dalit wildlife sanctuary to learn more 
about the animals of Borneo.

Borneo jungle  
trek challenge

Registered charity number: 298028

www.victimsupport.org.uk

Registered address: Victim Support, Hallam House, 
56-60 Hallam Street, London W1W 6JL  
Company no  2158780

Registered charity number: 298028

www.victimsupport.org.uk

People actually do this to raise funds for charity

We don’t need you to be quite as extreme—but 
we do need your help?

Registered address: Victim Support, Hallam House, 
56-60 Hallam Street, London W1W 6JL  
Company no  2158780

If you would like to help we would love to hear from you
Call 01388 606917
Or email nicola.crawford@victimsupport.org.uk

What will you do to help victims 
and witnesses of crime?
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Registered charity number: 298028

www.victimsupport.org.uk

People actually do this to raise funds for charity

We don’t need you to be quite as extreme—but 
we do need your help?

Registered address: Victim Support, Hallam House, 
56-60 Hallam Street, London W1W 6JL  
Company no  2158780

If you would like to help we would love to hear from you
Call 01388 606917
Or email nicola.crawford@victimsupport.org.uk

What will you do 
to help victims and 
witnesses of crime?

My role in this job:
Design and artworking – I was employed by Victim Support after they 
redesigned they logo to roll it across all of their existing deliverables. 




