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have a mooch at my stuff.



JUst
quick bit
about me

Hey there, I'm George. Here’s the elevator pitch...about me.

I'm a multi-skilled creative from South Wales with a particular
fondness towards branding and illustration.

| have nearly a decade of experience in the industry and have been
lucky enough to get a fair few feathers in my hat along the way.

| have worked both freelance and for a range agencies on a plethora
of clientelle covering many business sectors including B2B and B2C.

| hope you enjoy having a look through my work, and | look forward
to meeting you.

George
(my mates call me G...really imaginative | know)

Brands, clients and
companies I've had
the great pleasure
of working with:

Invisalign Lenovo LilyO’brien’s
AlfaRomeo VisitBristol MissMillie’s
Trelleborg RoyalCanin Samsung
BespokeMentoring StuffAdvertising
TeamEleven RevereAgency
PerfectStorm boxb. Boomsatsuma
WeWereHidden Aguettant

..There’s probably a fair whack more.
I’'ve been in the game a while now!




Here's
your
options

‘ Print
Weh/Dgital
My cheeky little folio is all interactive.
Click a button and have a mooch about
or just flick through the classic way. IHUStrati ah

to the start



Brandin

go on, be a poppet and click one.

We Were Hidden

Eezpoke Mentoring

look at other stuff
Ursus

hack to the start

contact me



WE WERE HIDDEN.

We Were Hidden is a personal passion project
of mine that will be working in partnership

with Bespoke Mentoring.

When | first joined the company | noticed that
when a young person would leave our care,

they were given a Bespoke Mentoring
T-Shirt. What did | think? 15 year old me
wouldn’t be seen dead in that shirt!

| then gave my employer the proposal
of starting a project in my free time
that would benefit the business and
give young people with lower income

backgrounds an opportunity to express .

themselves the way they wanted to.

[, along with nearly ten other artists

came up with designs for a clothing
line with multiple ways to contribute
to a good cause.

A highly rewarding project with many
opportunities for it to do good for
those who need it. | unfortunately
can’t get the entire brandbook into
my portfolio but would be happy to
send to anyone that would like to look
at this project in more detail.
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BESPOKE MENTORING

Bespoke Mentoring is the fastest growing mentoring company in the country.
| joined Bespoke in 2022 as a 2-in-1role - both Creative Lead and Mentor with
the main purpose of my creative role being responsible for a full brand refresh

with a focus on gaining traction for the website to obtain new contracts
through social media and professional appearance.

Once the new guidelines

were created | was then

responsible for designing

the website, signage,

social media campaigns,

brochures, long form/
short form content and
mMmanaging and guiding
more junior members of
creative staff.

The following are the
brand guidelines but
please explore the
website to check out a
large portion of work |
created during my
time at Bespoke.

—— MOCKUP —

YOUR DESIGN

HERE
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http://bespokementoring.org

\ 4
BESPOKE MENTORING

hext page >

| started at the Bespoke as a freelancer to simply update the website. | expressed
to my employer it would be of great benefit to the company to solidify a brand and
focus on the identity before going straight to a website redesign.

previous page 4

With this proposal, The owner of Bespoke offered me a full time role as Creative
Manager/Mentor. From here | had the opportunity to undertake a full brand refresh
and contribute to Bespoke’s incredibly fast growth. Bespoke has now gained traction
across multiple counties to work with young people and the social media platforms
that | have been responsible for have seen views into the tens of thousands. Overall hext project »
a very successful brand refresh.
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BESPOKE MENTORING

LOGO USAGE PN OUR SYMBOL

Correct logo lockups BESPOKE Don't SKEW‘OF
The nine logo lockups are the only logo’s to be used for Bespoke Mentoring ENTORING distort the logo
We always try o use the main colours for our logo’s but allow all charcoal or

white if it is absolutely necessary. We try to use the main stacked lockup where w

we can but can use the horizontal lockup and the symbol alone where necessary.

\ g
* BESPOKE  cont recoiour WE ENABLE GROWTH

BESPOKE K 9¢IENTORING - eiooe
MENTORING BESPOKE MENTORING Our motif may appear simplistic at first glance but
its meaning holds much more depth than originally
thought.
& The two square eing d t sizes symbolises
growth and abstractly s up the image of a
BESPOKE BESPOKE icoerremove square speech bubble.

We enable growth through communication with
our mentees.

BESPOKE xdENTORING the symbol

*
BESPOKE

L 4
MENTORING BESPOKE MENTORING L J
dont use the

incorrect logo
colour so that it's
difficult to see

L 4

*
BESPOKE 5
MENTORING  BESPOKE MENTORING

project menu

COLOUR PALLETTE DEVICES

Image Frames

PRIMARY SECONDARY ACCENT USAGE RATIO This take our diamond style branding and 'rolls' into a

square so that images fit the frame more attractively.

folio start

Bespoke Blue

Diamonds

This is our main device. we use the diamond clust:
jepth in our designs, fill unwanted ‘blank
ign attractive layouts.

Charcoal

Alternate Diamonds
‘When being used on a darker b
we invert the diamon

Pure White
€0, MO, YO, KO
R255, G255, B255
#FFFE



BESPOKE MENTORING

BRANDING EXAMPLE SOCIALS BRANDING

Take note of the colour change.

Peer Mentoring Handbook
These mockups are a prime example of how our branding should be utilised. We want to show that Bespoke Socials  The Bespoke Socials branding is Aside from the logo and colour palette,
Typography, colours, image treatment and devices - collectively forming a is a sister entity to Bespoke Mentoring.  primarily going to be focussed on our all Bespoke Socials branding is identical
professional and engaging asset for company use. We us the same tone differences online presence and social media and to the exisiting Bespoke Mentoring

except we switch the blues for purples. there should be no reason to use it brand.

We give the logo its own unique outside of this area unless required.

appearance while still in keeping with

the brand.

previous page

BESPOKE BESPOKE
SOCIALS  MENTORING

®
.OoAZ

W %" P o v A
SOCIALS COLOUR PALLETTE . . .
o . ®

PRIMARY SECONDARY ACCENT USAGE RATIO
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Socials Purple
57, M
RII2, G

#

Accent Purple
€54, M78, Y1,

\ 4
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MENTORING

Pure White

Charcoal
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Ursus

The Ursus brand guidelines project was a conceptual brief provided by a previous
employer. My task was to develop comprehensive brand guidelines and assets for an
urban-style sports brand that aimed to break away from the conventional norms seen
in typical sports brands like Nike and Adidas. | drew inspiration from companies like
Gymshark and Tapout, which are known for their distinctive, ‘against the grain’ style
within the sports market.

With only the name, logo, and two primary colors (blue and red) as my starting
materials, | embraced creative freedom to craft a brand that would stand out in

the competitive realm of sports marketing.

Full project here

—— MOCKUP ——

YOUR DESIGN

HERE
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https://www.behance.net/gallery/113760189/Brand-Guidelines
https://www.behance.net/gallery/113760189/Brand-Guidelines

Ursus

LOGO USAGE hext page

1. ALSO OK...

> This I$ our prifiary 600, Used whefe
sECe s armohe and on larger plecus
such as billboards prE'v']DLIS page

ThiS i3 our sacandary logo, Uised

where space s more ted and on
simalfer pieces such as social assets
ity used on landscape layouts
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Ursus

TYPOGRAPHY & FONTS

IN OUR BRANDING
WE USE A RANGE
OF TYPOGRAPHY.

IT GIVES OUR BRAND DEPTH,
TEXTURE AND ALLOWS US TO BE
MORE EXPRESSIVE AND FIERCE
WITH GREATER FLEXIBILITY.

SOMEWTRS WE Need 10 Use e SMall BrNe We us T
font for ganaral cops, fine print ard any othar largaes
bodies of

cloar and uncemplicated for 035y readng
s .

COLOUR PALETTE

MONTSERRAT BLACK: Thi b the furt wie use fos must b
CTAs, Thisfont gemands attentson as the exampie s
oo g-'éél IR 3 Shor sentence DICCK for IMportant informm

ings and

BEBAS KAL: TRis 5 The Rt our 160 Iyperas
well a5 a seoo heading font when Monts
wark, Thas font additionally works will for subheadings.

5 A from. (T W

MONTSERRAT ExtraLight f Bold: 1h: 15 LS for 38 Of our
larger bodkes of text, fing Drink, of amyThing whenewe need 1o use
a Iittie rhore tiresse with o Usirg serrat Bold ke
Uher exarmpte |5 great for hightighting amahing imeartant

HEX: T
RGO: Rl et Bt
M 0 W0 WO KD

Wi Lsa whits for most of ur headings and
ey Test @5 W conErasts nicedy from cur
due and red

2B CPACITY OF..,
HEX: #E0IBO00
RSN TS GV BT
ERYIE EL MO VI KT

TR ealaLP IS BNy usad abens o
b areed rod. Usna sparinegly on
GITESBENITANT 3R T B

MAILER ASSET

URSUS >

0O0H DESIGNS

h | | TVE T8 SET FiERCE.

Iy
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Ursus

SOCIAL MEDIA - INSTAGRAM STORIES UI DESIGN hext pa gE

il

FE&EHE,E i : previous page
THE FIERCE- R e

PLAY HARD.
PLAY FHERCE.

FAVOURS 4.1
THE FIERCE |

WNTER 2020

] next project
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Print

Stuff I've done that’s been printed on something or other.

MatUrtho Saiph Campaign

look at other stuff
back to the start

contact me



MatOortho..-

MatOrtho, a leading UK orthopaedics company tasked my agency
(Perfect Storm) to launch a campaign for their latest knee
replacement system, SAIPH.

My responsibility was to create a comprehensive and visually engaging
set of assets, which involved a detailed brochure, a user-friendly website,
impactful social media assets, and various other promotional materials to
be utilized at exhibitions, conventions, and across online platforms.

next project
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MatOortho

hext page

CREATING NATURAL
FREEDOM OF MOVEMENT

CAN YOUR TOTAL KNEE IMPLANT CHOICE GIVE PATIENTS
MORE OF THEIR LIFE BACK?

Are current TKA implant options
working for your patients?
The misconceptions

What problems are conventional

MISCONCEPTION

Current TKA outcomes meet patient expectations

has o

7
I

7
y 4
®)
-
o
L
O
y 4
O
O
L
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A KNEE
DESIGNED
FOR THE
HEAD &

HEART

MISCONCEPTION

Allimplants used are selected to
deliver optimal patient outcomes

When seecting your patient’s implant you want to
offe them the best option to aleviate pan, provide.
a better quality o fe and enable them toreturn o
activitesthey loe.

MatOrtho

MISCONCEPTION

THREE

We don't need new knee replacements;

that heatthcare services ahiays seect implants
deliverthe best patient outcomes
However, with healthcare c
publc and prvate healthear

s i key focus,
toms often place
o

With fewer new TKA systems entering the
market, many orthopaceic companies appear
Switched focus from implant innovation
of theireisting.

implants via bundled deals with lrge corporations
ather than the performance of the mplant,

which should be the prioity

Clinicians must consider the lnical benefics when
selecting implants. However, many implants being
used do not have leading parformance resuts.

implants.Both alignment devices and
robotic-assisted surgery have entered the
market with the aim of betterimplant aignment
in the hope of providing patients with better
resuls inthe long term.

MatOrtho® is currently
the last remaining

Patients believe that independent UK
healthcare services always orthopaedic compahy.
select implants to deliver

the
o mescals assoiaed wit e procedre
Inadation change management e theae
implent .
it

change in medical device regulations,such as MDD
o MDR in Europe.

With new product development coming at an

0 suggest better TKA patient outcomes associated
with robotic-assisted surgery.

MatOrthot is curently th last remaining

The S

Joint Registry (\JR). 1t hasnit
toolsto

patient outcomes through implant development.

achieve this.

What problems are
associated with the
current TKA implants?

h Revision Rates

According o recent studybythe  Over the years /2019
N

w Zesland Joint Regit 312/2021 there were 237924

the current ifetime risk of revision  primary knee procedures i the UK.

o

and finked

revision of A5 28%at Syears'  An ncreasing number of primary
10 years s < with the currer

fiskof revsion, poses a signific

According (0. recent Sudy oM 4 4o, ahad i il countries.

Patel, by 2030, the UK wil b
performing an estimated 186,320
primary knee surgeries and 24498
revision knee surgeries e annum.

Reduced stability
After TKA, many patients expect to resume an active ffe.
Vit tha, they expect their new knee' o

range of motion (ROM) and stabity a2 b

However postoperative instabilty is the tird most
common mode of TKA faiur,reported s the cause of
revison procedure n 73%- 28.9% ofthe cases. "=

Patellofemoral articulation not tracking as well

This maltracking ofthe patella can ead to incressed pein®®,
component wer,instabilty, and poor clivcal outcomes’

CONTENTS

Paradoxical motion caused by the impl

Severs stuclies have shown tha, during feson,

TKA implants causing?

What is causing the problems in
the current TKA procedure?

A solution: the medially stabilised
concept

How can medially stabilised implants
solve the problems caused by other
TKA options?

The future of medially stabilised knees

The SAIPH® knee: the solution to
recreating a fully stable knee

How do the SAIPH® knees solve
conventional TKA implant problems?

Could the SAIPH® knee improve your
patients’ lives?

About MatOrtho®, the SAIPH® knee
manufacturer

References

Sicing ofthe latersl femoral condyle on the bl pl

stable” The axial rtation occurs about the medial

compartment

This phenomenon s shown to be common n
acitionsl TKA designs and is known inthe lierature

we genuincly
A aresult most TKA designs alter normal knee

mplant designs

Kinematics E

o

of
maling the knee feel ess natural forthe patients

What other improvements could
TKAS toincrease the
patient's quality of ife?

Better replication

Better.
of the knee
ofthenormal  post-implant

dy o
= stopped by the posterior cruciate igament (PCL) or
mechanical post This is important as this motion causes
a“mid-flexion nstabilty", which i nstabilty during,
the transition from extension to 90" offlexior?

Increasing the
longevity of the
implant

of
the flexion of
the knee

previous page
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MatOortho

Why do we need to solve
TKA implant problems

D metimes:
as soon as possible? © you sometimes

Question what
. the future of TKA
will look ike?

To reduce the impact on our patients
»

hip replacement patients* .
i peent When looking at why certain patients

oy ikt trs e vl

 The patient’s ke replacement
b emeeridsisusprained expectations for the outcor D
operation’® However the truth s they just vant are genuinely
0 be able to eturn to their norrmal offering the best
* Pttt mioeod eyl L cesibs care and
Iu-gmhum-nlc-m."‘ o da sl (o2
native knee We understand that you want to outcoes
meet your patients expectations.

* This can impose significant
postoperative limitations -

we bel
youmeat them,

itisourjobto holp

To reduce the impact on orthopaedic surgeons

if you are happy to

happier patients?

Many surgeons are dissatisfied with implant performance

r

ofyour dan twould not be

Current TKA procedures do get the job

ot
above.

fully resolve ey may not be
done but can be improved.As such, tyresclvec They may not b e

e shoudchallenge the stats o on
Knee eplacement procedures as we can
always do better to improve our patients

to perform TKA due to companies not pricitsing,
implant innovation.

Might this cause unnocessary delay leading to disease.

quaty of fe. the demand for
Wit prdictod 673% ncresse incases inthe USAfom

worsening,poorer quality of e and negative impact on
health, genera d fespar

2005, leading to

2005 2023

673%
increase
inTA cases

T*A

follow-up study by Walter et al. to measure patient
satifaction with SAPH" knee:

Iroportedthr 530 thecohor eponded sty
which the authors commented was unsual in

tesponses for their hip cohrts (95 2% satsfaction score).
I another study by Bare et al which has a cohort of

274 patients fited with the SAIPHS knee impiants, it was
eported that 972% of patents described their kne
problems as betterthan before surgery . Furthermore,

Higher Patient-Reported Outcomes

“much better twa years after the surgery™, The study also
ot hat th remts procced s el

llurgeons, s median safacton o very surec
cohort was ot least nine aut ofter

Further recent studies report a patient satisfaction rae of

Kneecohort do ot capley  15-20% dssatsfactionate
among patients*®

9 out of 10 patients described their knee problems
as ‘much better’ two years after the surgery®.

1 astudy by Katchky et al  cohort of 100 SAPH" knee:

Paserswith the S ko iplars e bt

patients’
The stucly recorded the patient's PROMS, ncluding KOOS,
WOMAC, Oxford Knee Score Forgotten Joint Score (E15)
and £Q-5D.

Aimplants

post-apertion

A study performed on 103 patients randomly seected to

eceive cruciate retaining (50 knees) o the SAPH" knee (53
i knee.

PROMS messures.

Thisstudy' Forgotten Joint Score o the SAIPHS knee:

would benegfit the patients objectively”

The study measured PROMS as  primary measure of the
K005 12

than previously reported TKA cohorts and ‘equal to

reports for uicondylar knee rthropiasty’ patients™”.

Smporinghe study by Kty o s the sy by B
- Decernber 2015 and Juy 2019,

KOOS-JR,WOMAC, OKS, EQ-50-5L.

Scale).The measurement was taken preoperatively nd

afterone year ina follow-up. In additon,the patients'FIS
1d VAS-Satisfacton score was aiso taken during

the olow

The study recorded PROMs, including KOO, OKS, UCLA
Activiy, EQ5d-5L. and range of motion. The measurements
were taken preoperatively and at one and two years
postoperatively Improvements were abserved in

alloutcome measures, consistenty achieving

cellent scores.

When comparing the PROMS of the SAIPHS knee patients.
with other TKA designs, s KI00O study by Murir et sl o
64 patients found that the MRIC™ and the SAIPH' knee
implants resuited n better patient-reported satsfaction

)
>3
ul
e
o
(-4
a
O
Z
2
O
n

between the groups fo the majority of commonly-used
PROMs measures. However, the SAIPHS knee patients

better forthe Forgotten Joint Score overal
Notably, the SAIPH* knee patients reported they were
less likly to modifytheifestye to accommodate
theirknee replacement.

SOLUTIONS

Orthopaedic Data Evaluation Panel (ODEP)

THE MEDIALLY STABILISED CONCEPT

hext page

How does it work?

By stabiising the medial compartment ofthe knce,
paradorical motion i elminated.

of motion
* Alateral compartment that i characterised by |

They are designed with

medially stabilised implants can
replicate the knee’s function

Higher satisfaction rate

Both these compartments work together to reproduce the
physilogical biomechanics of & normal knee.

previous page

Increased stability

Bare etal.reported

akigh
satisfaction ate of 96.4% among medialy stabilsed
atients’

normalknee.

Due tothis principle, the movement of a medially

Fexion,

satisfaction scores between the medialy stabiised
i posterior stabilsed TKA® The study resula show

next project

s principlo i supported by a study by Fahad Hossain,

hat

Knees?. The study stated that this higher satisfaction

o P
satsfaction and expectations than posteriorstabiised

mediallystabiised compared with a posterorstablised
knee eplacements:

ural

medial

experts who evaluate and provide ratings for TKA devices

‘strength of

time point Astar
specifed rating s evidenced with alrge cohort However,thi does not mean that the

This means that

MatOrtho" knse

separate categories with smaller patient
cohorts, t ¢ found that il the SAIPH® knee
constructions have a considerably lows
revison rate than the requirement for ach
fating The SAIPHT knee has s curent rating
of

90 seprtes dvsioo e avalle
constructs,which s why H knes
e ot s oo
categories

rating of 0A" The SAPH" knce strength

of
metric, such as PROMS and satsfactio.

T T and
posteriorl

project menu
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Digital

designs for all things web, social and generally techy.

MatUrtho saiph Campaign 1PDF

Lenavo BEZE Campaign Concept

look at other stuff
back to the start

contact me



Matortho.:..-

Alongside the previous print designs that were created, | was assigned the task of

developing an interactive PDF. This iPDF was designed to serve as a valuable tool
for salespeople, enabling them to educate and informm medical professionals about
the unigue features and benefits of the SAIPH knee system.

Your interactive guide to the OD saiph system

A KNEE

DESIGNED

FOR THE
. HEAD &
HEART

¢

MatOrtho

hext page >

previous page 4
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MatOortho

q - - “ H O MAIN MENU
Your interactive guide to the GO salph system g

[ ENTER |

A KNEE
DESIGNED
FOR THE
HEAD &
HEART

CEPTIONS

AL NEED

WHAT IF

SOLUT

IPH

«

MatOrtho

SOLUTION SAIPH®

A solution: « Benefits > - The SAIPH® knee: A knee
the medially stabilised concept . designed for the head and heart.

Time since primary
Increased stability 3Vears 5Years | 10Vears | 15Years | 20Years
The idea and principle of the medially stabilised
knee replacement are to replicate the medial
stability of a normal knee.

299 299
(223-400) | (223-400)

166 329
aa-19m @ (267-408)

095

78 L oz E I*is experiencing
sl e EREMCERCY o209 fee=o e
ooty

- MRK™invention

o 056 203 2
Without patella 70(63-76) a9 (ua-sse) [RTEEER)

Higher Satisfaction Rate
Bare et al. reported a satisfaction rate of 96.4%
among medially stabilised patients. [REF]

SYears 10Vears 15 Years

Lower Revision Rate
According to the National Joint Registry for Ail50) 0 WRK A {40] MRK Al (37)
England and Wales, MRK™ has the lowest.
revision rate at 18 years [REF].

Appendices

Appendices MatOrtho

n@@@

<
i

@

@

MatOrtho

¢

MatOrtho
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Lateral

Medial

MatOortho

SOLUTION

A solution:

the medially stabilised concept

Medially stabilised total knee
replacements are designed to replicate
the normal physiological kinematics

Medially stabilised knee »

Medially stabilised TKAs can replicate
the knee's function. In several recent
case studies [REF], this implant design

of the knee. By stabilising the medial has shown promising results in resolving
compartment of the knee, paradoxical  the problems caused by standard TKA.
motion is eliminated [REF].

& 3.Uvingrecli

o] =—ameanct

frue

Appendix I

/4
MatOrtho

The SAIPH® knee: A knee
designed for the head and heart.

Inherent stability

The SAIPH® Knee is stable throughout
the range of motion with no mid-flexion
instability.

Normal patella tracking

Fully conforming for low contact stress
without a secondary wear surface or risk of
catastrophic ‘spinout’

Physiological rollback/rotation without a
post and, therefore, no post wear.

Increased ROM
Equivalent ROM to ‘high-flex knees.
Natural lateral patella tracking without

excess lateral tissue stresses and no clunk Appendices

or crepitus due to box cut. M:n&tho

SOLUTION

A solution: « Differences
the medially stabilised concept

Not all medially stabilised
knees are the same.

Although in t th

ubtle di Setween the articular
eometry and PFJ kinematics of differen
MS TKAs and grouping them does not

A few other desig aim to be medially
ilised TKA. However, they are either not
tween the femur and

tibia. As such, they do not provide inherent

sility through the range of motic

Appendices

SAIPH”

F&B RR Prom

“
How would you describe the

”
results of your knee replacement?

The SAIPH® knee: A knee
designed for the head and heart. 94.6%

said ‘much better’ after year.

93.2%

said ‘much betterafter 2 years.

[}

Overall, how are your
problems now; comparedto
before your knee replacement?

95.6%

voted ‘good - excellent’ after Tyear.

96.3%

voted ‘good - excellent’after 2 years.

Appendix VI

next project
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Lenovo

| was asked to conceptualise a new B2B campaign for the Lenovo
Thinkstation range during my time at Revere Agency. The aim here
was to capitalise on the ‘WFH" and hybrid working culture that has
now come into full use since the pandemic.

The campaign focussed on updating systems so that workers
could work from home more comfortably and efficiently.

Full project here

— MOCKUP —

YOUR DESIGN

HERE
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https://www.behance.net/gallery/157203599/Lenovo-Work-From-Home-Conceptual-Campaign

Lenovo

hext page
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The Lenovo
ThinkStation
P620 is the
sharpest tool
in our box

WE KNOW THAT
FEELING. WE HAVE
YOU COVERED.

EMBRACE THIS
BRAVE NEW

WHATEVER THE
WORKSPACE
THINKSTATION

WORLD OF
REMOTE WORK, HAS THE ANSWER.

WORK COMPUTER
ON THE BLINK
YET AGAIN?

Toriefiation

REMOTE WORK IS
ALREADY HARD
ENOUGH RIGHT?

o
o ..

TAKING YOUR
BUSINESS TO
THE NEXT LEVEL.

WE'VE GOT WHAT
YOU NEED FOR
¥OUR BUSINESS.

Q -

Snaning af £685 50 par Lt mih Eachsshs
membser-oriy o wikh Lancres Pro
Thirk afficiont. Think. Efectivn.

i
TFFECTIVE.

T
EXTRADADMASY.
] E

0 -

E2aing 0l EB50 90 peb sk with anchiaie
ermioes-oriy Oers with Lancnes Pro
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Illustaration

| am a digital artist. Often inspired by Sci/fi, fantasy and all sorts of pop culture.
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Thank you.

I'd love to hear from you.
Here's my contact details:

george@walkerdinedesign.co.uk
07975 602 176 back to the start
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