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ALEX REGENT
INTEGRATED GRAPHIC DESIGNER

+44 747 0822 969

a@alexandrur.com

www.design.alexandrur.com
SW19 London, UK
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(Product Marketing) (Advertising) (UX/UI Design) (Email Campaigns) (Brand assets) (AnimatiorD

(Website design) (UI Videos) (Decks) (Infographics) (Photography) (Demo videos)
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RECENT ROLES

Graphic Designer - CACI
April 2025 - Present
Maternity cover. Hybrid. London, UK

CACl is a data and tech company oftering a
multitude of SaaS products and consultancy
services across most market verticals, from
government institutions to retail giants.
Within the Brand and Marketing team, | am
responsible for:

e Designing sales and marketing assets, from
initial concept to tinal delivery, across print
and digital

* Working directly with copywriters,
stakeholders and a team of twelve

e marketing managers

e Conducting market and competitor research
in order to create strategic, premium assets

e Creating a five year comprehensive brand
video strategy and brand video guidelines

e Creating advertising and product demo
videos which demonstrate product USP

* Producing, directing and editing video
shoots with subject matter experts and
voiceover artists

* Creating branding, iconography and
product books for new SaaS products

e (Organising assets within the internal
content library

e Creating assets for emails, landing pages
and the company website

e Designing exhibition stands and creating

sales and marketing collateral

Motion Graphics Designer - SOULLOOP
May 2023 - June 2024
Contract. Hybrid. London, UK

Soulloop is an innovative astrological wellness
Saa$ solution, offering personalised guidance
for selt improvement and personal growth. My
main responsibility was the creation of more

than fifty motion graphics videos across social

media and TV advertising.

Creative Designer - TRACTABLE
March 2021 - February 2023
Permanent. Hybrid. London, UK

Tractable is a SaaS computer vision unicorn
bringing the latest research and machine
learning techniques to visual assessment of cars
and homes. Within Product Marketing, | was
responsible for:

e Designing key sales and marketing assets
such as presentation decks, one pagers,
infographics, animations, emails and events
collateral, from ideation to final export

e Creating engaging product demo videos to
demonstrate product USP

e \Writing and art directing video shoots in
collaboration with agencies

 Organising key artwork efficiently within
Google Drive and Showpad

e Contributing to the re-brand process
by creating versatile video production
guidelines as well as implementing the new
brand standards

* Creating engaging landing pages and micro
sites for events and products

* Managing the output of freelancers such
as voiceover artists and brand and video

production companies

Creative Designer - SANDVIK
January 2020 - March 2021
Permanent. Hybrid. London, UK

Sandvik is a global leader in engineering Saa$S
solutions and manufacturing. As part of the
Global Marketing Team, | was responsible for:

* Developing brand identities and guidelines
for growth venture digital solutions

e Collaborating with the Head of Growth
Marketing to design all assets for digital
demand generation

e Mapping product UX journeys and
developing Ul assets, websites, microsites,
and landing pages

More on LinkedIn K

|deating and designing pixel perfect assets
for both digital and print campaigns,
including wireframes, ebooks, infographics,
reports, email templates, advertising and
social media banners

Partnering with Events Manager in order to
create assets for events such as 3D booth
design, brochures, sales decks and videos

Creative Designer - LOIZOU & CO
September 2018 - December 2019
Contract. Office based. London, UK

Loizou & Co is a tinancial services company
based in Mayfair, London. My role comprised
of working directly with the MD and the wider
team in order to create the company’s brand
assets, such as brand guidelines, brand identity,
brand recognition strategy, decks, digital and

physical assets.

Group Creative Designer
MARKETTIERS4DC

January 2017 - September 2018
Full-time. Office based. London, UK

Markettiers4DC is the UK's leading broadcast PR
specialist. | was responsible for:

|deating and designing infographics, reports,
GIFs, social media banners, adverts, MPU’s,
websites and landing pages, credentials,
presentations and email newsletters
Managing company branding and
developing brand subsets and assets
Taking photos of talent in TV and radio
studios as well as processing and editing
photos for use

Creating and executing the marketing and
social media strategy as well as daily posts
Conducting data acquisition campaigns,
data cleansing, analytics and segmentation,
nurturing/win back/newsletter programmes
and reporting to stakeholders

|deating, designing and publishing the
company quarterly printed and digital
magazine Onward.

PREVIOUS ROLES

Creative Designer

ARTEMIS RECRUITMENT

SEPT 2016 - JAN 2017 (Contract)
Office based. London, UK

Creative Designer

ADMEDIA

MAY 2016 - SEPT 2016 (Contract)
London, UK

Design and Marketing Manager
NICHOLLS EXCLUSIVE
CLOTHING

AUG 2015 - MAY 2016 (Contract)
Office based. Birmingham, UK

Other brands I've worked with:
Adidas, Nationwide, Lloyds Bank,
Virgin Atlantic.

INTERESTS

Fine Art

Cristie’'s London - Auction 2024
Cristie's London - Auction 2022
The Auction Collective 2021
RED Exhibition 2019

Film

The Talk - Short, 2024

Magic Moments - Series, 2024
My Fair One - Short, 2012
Madame Bijoux - Short, 2011

Writing

1001 Things | Love - 2024
Fragments 2019 - Present
Poetry 201/ - Present

Emancipation - Novel, 2007/
The Last Kiss - Novel, 2006

SOFTWARE

Design solutions: Adobe Creative
Cloud, Figma, Blender and the
Microsoft Office Package.

Cloud based solutions:
Wordpress, Salesforce Pardot,
Mailchimp, Atlassian, Confluence,
OmniPlan, Google Analytics,
Showpad, Canva.

Al solutions: MidJourney, Audiio,
PodCastle, InVideo, Chat GP
and more.

Video and Animation >k

Password: dropitlikeitshot

References

EDUCATION

University of Worcester
BA - Joint Honors Digital Film
Production with Screenwriting

HubSpot Design and
Marketing Certified

LinkedIn Learning

Certificates: Colour Theory, Logo
Trends, Advertising, Storytelling
"hrough Design, Typography, Art
Direction, Animation and others.

Writing with flair
Shani Raja
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Loizou&Co - Financial Services, 2018 | Nicholls Exclusive Clothing - Made to Measure, 2015 | Baroness Lorely Burt - Politician, 2016 | Mayura Wellbeing - Holistic Therapies, 2023

Quantribute - Recruitment Agency, 2018 | The Activist Shop - E-commerce, 2018 | deBRETAGNE - Fine Art, 2018 | M:Genius - Product, Metrologic Group, 2020
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BRANDING

Version 1.0 January 2022 Tractable Brand Guidelines

@ Videography

In this chapter, we aim to establish the elements that will give
our videos a consistent brand look and feel.

Pocket Al

We'll help you assess the state of
your vehicle by taking a video of it.

Tractable Brand Guidelines 10 Videography

Ul Demo - Pop-ups

When it comes to our products, highlighting
certain features using pop-ups is a useful way
to direct attention to one key element,

Within the specifications of the frame, beit a
phone or a screen container, the pop-ups
should be evenly balanced.

Pop-ups can also be applied to footage, as
seen in the next page.

Styling guidelines

Overall Ul transparency: 20%
Overall Ul blur mark: 4
Pop-up transparency: 100%

Tractable Brand Guidelines 10 Videography

Typography In Video

Typography is particularly important when it comes
to keeping a consistent look and feel. We have a
particular set of requirements for typographic
elements in video, which are outlined on this page
and the subsequent one,

Headline

Arizona Text Light “Sentence case, no full stop™
To be used for exclusively for headiings.

Size to not exceed 80 px.

Colour contrast to be matched with background.
Please do not add full stops after headline text.

Sub-headline

1BM Plex Sans - Regular “Sentence case, no full stop”
To be used for all text in vide,

Size will vary depending on purpose.

Please do not add full stops after sub-headline rext.

Etfectiveness: Average claim
pay-out

$2,000/

Tractable Brand Guideli 10 Vid h

Typography In Video

Typography is particularly important when it comes
to keeping a consistent look and feel, We have a
particular set of requirements for typographic
elements in video, which are outlined on this page
and the subsequent one.

Tractable Brand Guidelines 10 Videography

Ul Demo - Screen container

Screen containers are designed to display
our desktop applications.

Figma prototypes should also be built to
the specifications below.

Specifications

Position: Centre alignment, vertical and
horizontal

INote: tharn may be instances whers the soreon containe: wil
harve 8 b pOSILioned othas than centre, suth as titthe cards b
this cane, the Ui should 15 follow the apect ratio stated beiow
and, if possible, keep 10 the advised in frame display sipe

Size and aspect ratio

Standard: 15636 px by 896 px

In frame standard display size: to occupy
80% of the frame

Aspect ratio: 16:10

Curved edges: 30 degrees

- We develop Visual Al to assess
damage of vehicles and homes

+ Applications that feature typographic elements should have shared relative scaling
and positioning to create cohesion along with clear hierarchical structure

@ Tractable Brand Guideli 10 Vid pt

Ul Demo - Phone container

‘When it comes to product demos on mobile phones, a
container should be used with the specifications below.

Figma prototypes should also be built to the specifications
below.

Specifications

Pasition: Centre alignment, vertical and horizontal

other than centred. such 03 tittle cands. In this case, the Ul should st foliow the aspect
i and, if possitle, & P achvisind in diiplay sive.

Size and aspect ratio

Standard: 414 = 896 px (iPhone 11 Pro Max)

In frame standard display size: 896 px out of 1080 px
Aspect ratio: 19.5: 9

Curved edges: 35 degrees

@ Tractable Brand Guideli 10 Videography

Background Options

When it comes to videos
which require a background,
please choose from the
options on the right.

It is highly recommended that
only block colours are used,
with sublte gradients (if any).

Label

Primary text string

Pocket AI

Il help v

@ Ti ble Brand Guideli 10 Videography

Ul Demo - Screen container (Zoom in)

In order to highlight certain parts of the Ul
a zoom into Ul is required.

Specifications

Position: veer to right

Mote: iy whire the walll
B 10 b iti d other thy . h it In
this case, the Ui sh Sl iy the aspe 1o 51 below

Tractable - New video brand guidelines addition alongside product marketing collateral

@ Tractable Brand Guidelines

Split Screen

To achieve the optimal split
below should be followed.

Separator

A separator should be appli
frames meet, when the con
not strong enough to creat:

Dimensions: 5 px maximun
Colour: #000000

Objects that are part of the
phone, should be centred w
of the frame.

Logo

It is recommended that the
e used for split screens.

ELECTRIC LIGHT BLUE
HEX {+4C30FB HEX #94b8(

Label Label

Label Label Label Label i

Primary text string Primary text s/

Secondary tex

@ Tractable Brand Guideling

Ul Demo - Phont

Half phone container fram
different aspects of the Ul
should be followed.

Specifications

Position: Centre alignmen

Size and aspect ratio

Standard: (414 = 896 px) x
Aspect ratic:19.5: 9
Curved edges: 35 degrees

v

L=

¥ Tractable

Visual Al for
home damage

PN
Sa

S ]

&33353%& Gy

SHNSERN

435

2. Close-ups
Plaase take close-Up photos of
the specitic damages

amage in centee: Make sure the

damged object is in the centre of
the phato.

ez

( tractable.ai )
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Prism CNC

What's New Version History

Bug fixes and performance improvements.

Preview Welcome to the Prism CNC Support Center.

Here you'll be able to access content designed to help you on your journey with our Prism CNC.

Get Started Quick Answ

RECOMMENDED ARTICLES

Before You Start Create a Prism Account Create A Work Order

Prism is a CNC programming solution for 3-axis machining centers that
speeds up your programming workflow and replaces the manual machine Sandvik CODE
programming for everyday parts. more Develope | i

Ratings & Reviews

nough ratings or reviews to display a summary.

PRISM - App Store, email and Zendesk assets creation
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CRM

@ cribwise.com
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CribWise will help you
save money from day one

Is this email not displaying correctly?
ECRIBW|SE View it in your browser.

Catalog services for your vital data
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Grow your business with intelligent inventory management. With CribWise you get instant
access to more than 40 leading cutting tool manufacturers tool data. Import item data such
as descriptions, geometric data, pictures, technical drawings, 3D-models, ISO-parameters
and related spare parts by a simple search.

Utilize CribWise on your existing inventory storage or combine CribWise with various
types of vending cabinets. Choose between a fleet of different solutions, all configurable
based on your needs.

If you're interested in a free demo of CribWise, contact us and we'll get you started.

Contact us

You are receiving this message because %%email%% or your organization has been identified by us as someone who would be
interested in receiving information about Sandvik Applied Manufactunng Technologies. If this is not the case, you can opt-oul of

receiving future emails by clicking unsubscribe

For more information about how we process dala, please see our Privacy Policy
Sandvik Applied Manufacturing Technologies
Regeringsgatan 58, 112 27

CribWise - Web design and email campaign sample
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PRODUCT AND ADVERTISING
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Adidas - The Original Superstar featuring James Dean, speculative advertising campaign
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ADVERTISING

BE REWARDED @ MeDIA
FOR HAVING
YOUR SAY

Join our insight panel now
and win monthly prizes!

~ As a thank you,
| each month 5 respondents
: )/ will win amazing playing on your heart strings in the sky

i AMAZON VOUCHERS!
HOW TO JOIN

tRdmedia
44:40) 20 7927 7119 Weadmediaco.uk

Admedia - Drive Panel Campaign | Virgin Atlantic, speculative advertising campaign


https://design.alexandrur.com/

ADVERTISING
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markettiers - The Radio Map, 2018

NATIONAL AND LOCAL —~ '
201 8 BBC AND COMMERCIAL RADIO STATIONS 5 m?ll(:t(aetst J(ers

'www.marketti'ers.com
info@markettiers.com

London

Morthburgh House

10a Morthburgh Street
London, EC1V OAT
D207 253 8888

Manchester
Neo, Charlotte Street
Manchester, M1 4ET

D161 457 7185

Dubai

Executive Heights

Office 1402, PO BOX 211802
= D:l.qb_ai. UAE

+971 (0)4 369 2709

TP
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INFOGRAPHICS

IC Resources | Together Mutual | markettiers
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INFOGRAPHICS

markettiers

HAPPY LOCAL RADIO DAY 2017 | THESTATS 7 markettiers
900 e®® :nirus YMN@®

' ' ' ' ' ' FOLLOW THEIR ' '
FAVOURITE

YEAR ON YEAR RADIO
WEEKLY REACH IS UP

48.2 million adults  THERE ARE APPROXIMATELY PRESENTER/ (@)@ @ @ @
;gg;f;;gfig;gszﬁgid 400000 NEW LISTENERS ESr0TT

X MOST LISTENING TO THE RADIO
78 BBC 34.2M HAPPENS AT HOME
O COMMERCIAL  34.5M FOLLOWED BY WORK AND COMMUTING

LA NN X N

in Q1 2017 TUNING INTO RADIO SINCE Q12016  SOCIAL MEDIA
BBC AND COMMERCIAL RADIO RACE

DIGITAL SHARE OF ALL RADIO LISTENING ~ BBC LOCAL RADIO STATIONS ON THE RISE

012012 20 90/, 41.2%

BBL RADIO KEN BEL RADIUNEWGASTLE | BBL RADIO WILTSHIRE
+30,000 LISTENERS +14,000 LISTENERS +26,000 LISTENERS
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THE LLOYDS BANK

NATIONAL
BUSINESS

AWARDS UK 2017

LLOYDS BANK

THE

AMBITION

FACTOR

ASTUDY OF BRITISH BUSINESS AMBITION IN 2017

Lloyds Bank - The Ambition Report

@

¢

BUSINESS
AWARDS UK

LLOYDS BANK

“Ambition is not to

your di

Ul

Defining the drive

sout for centuri

achieve it. But wi

s the type

it to others. It

1 have no issue taking th

However, the research study shows a new positive attitude towards business ambit

something to be celebrated and key to accomplishing great things. We ask:
to define ambition in business. The most popular description was a des C
(34%), followed by striving to be the best (25%) and exceeding expectations (1

SMEs and mid-market businesses also noted, although in smaller num

determination to realise a plan (9%), relentless work ethic (7%} and stretching
your comfort zone were important factors in making up the DNA of UK busine:

Sectors rating ambition as a desire to succeed

50%
] ;

35% = 33% gy, —
_ _‘ RN rrensmremmmT _ o
Professional Arts and Finance Legal Sales Retail and L
Services Culture Leisure F

NATIONAL “Brexit will unlock amazing opport
ENE’RSD{;NUESS LLOVDS BANK If it hadn't happened, then | woul
ST OF BRITISH AMBITION the potential in the USA. Brexit h

tomy g

The Brexit Barometer

How life post exit is affecting British business ambition

The UK is now on its way out of the European Union after the triggering of Arti
sets into the motion a series of legal, political and economic changes that the |
leaders we consulted say will empower and embolden Britain.

When asked whether or not their business has become more or less ambitious ¢
year, just over half (51%) said they had seen no shift in ambition levels, thre
of leaders from the HR sector also agreed with this sentiment. 44% of all res

said their businesses had become more ambitious, particularly those in Sales Mec

Marketing (69%), contrasting with a tiny 3% who said their business had becc
ambitious. There is a prominent shift in opinion across generations, an aptim
of 16-24 year olds think their business is more ambitious than last year,
with only 27% of those above 55. Regionally, Glasgow is the most ambiti
nearly two thirds (60%) feeling an increase in their business ambition.

Of those who confessed a dip in their business ambition, a third attributed it tc
inspiration, whilst only 6% said it was because of a challenging business clima
Brexit/economic downturn.
Looking into the reasons for increased

i 9 e o
ar-nbmon,oulfr‘esearch revealed thzft 4QA No shift in ambition
are of the opinion that to succeed in this More ambition
challenging environment, businesses oreafibition §
need to up their ambition. This view 2 1N am
resonated most with the legal sector,
reaching a substantial 56%. Regionally,
67% in Northern Ireland supported this
opinion.

changed since B
% of people who said i
ambitious in 2017 th;

When asked about the formal

a positive impact on b
ns by creat

1ce into the

s constraints ar

cracy

dream
your dreams but to live
][T]S”

Shaw

;‘;

“Ambition isthe seed of

AL iS'what directs

Ork, dedication

< Trandideas in the direction
towards your goals”

Sheldon Morgan-Dickson
Managing Director, an Dickson

‘| was always ambitious. From marbles g%ﬁéss

to selling confectionery at knock down £9/lhibe SR L LS R
prices in the canteen... | think | have

always had the entrepreneur gene”

Chris Forbes

Why business favours the brave

Although global uncertainty may seem like the biggest barrier to business ambition,
research has revealed that in fact there are multiple barriers. Bad management
was cited by 42% of respondents, closely followed by no clear strategy (38%). Too
much self-serving ambition is revealed as more of a barrier for men (21%] than for
women (16%).

When asked how much of an impact ambition can have on the success of a
business, nearly two thirds attributed it as the biggest driver. The age split presents
an interesting dichotomy, 70% of 16-24 year olds agree with the statement,
contrasting with 36% of over 55 year olds. Furthermore, 32% of the over 55s
agreed that ambition is meaningless unless you have the experience, the biggest
percentage across the age brackets.

In terms of how ambition was developed Biggest Ambition Drivers

in business, it was revealed that half of
respondents (50%) credited success to
the support of friends and family. Those
who had been working for under a year
valued the support more than those who
had been working for over 11 years (71%
compared to 41%).

Glasgow
Engaged workforce

Research showed that 34% of respond-
ents revealed their ambitious leaders
drove their own ambition, contrasting
with only 1% who reported they had
leaders with no ambition. This was most
true amongst 16-24 year olds, 46% of
which admitted that their ambitious
leaders empowered them, and those
who had been working for 1-5 years,
(43%).

Belfast
Clear plan

Sheffield
Motivational quotes

Birmingham
Friends & family

This, once again, reinforces the widely
held notion that good, ambitious leaders,
that share their vision and strategy, have
the ability to empower and engage their
wider organisation.
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TRUST TRUST TRUST

Trends,

Influence and
SR . "‘-%“rkettiers
Belief in media () The Brosdcast Speciist

markettiers - Trust Report

Researcher, author and TED

talker Brené Brown tells us that

trust begins with connection. As

a medium built on the successful

\ ability of its presenters to connect

® with audiences, its perhaps not oblivio

unsurprising to see broadcast crafted anc

media  out-performing  both

prnt and online in trust stakes,
according to research.

The new:s source enjoying the

highest levels of trust amongst
the Britizh public iz national TV
news (28%). The top five are
then made up by local TV news

(24%), national radio (21%),
national news websites (19%)
and local radio (17%). National
(14%) and local newspapers
(13%), as well az social media
(8%) all fall outside the top five
sources with the highest level of
trust associated with them.

— 17%

E 13%
= 8%
.Locn\H‘-l, & ¥

|

National TV News

Key om-awn " Soeisl Meda

4.

Most people think it's likely you will find

MISLEADING OR

UNTRUE NEWS IN

90%
L

84%
-

72%

Whilst most (52%) say it's
unlikely you will find it listening
to the radio. As for TV, opinion
is split, with 50% saying it's
likely and 50% saying it's
unlikely you'll see misleading or
untrue news on television.

Key
el v W Social Media

@ Radio [ Online

E 5:} Print

Coverage and the
Court of Public Opinion

The importance of measuring, monitoring
and evaluating media influence

As broadcast communications
strategists, our dose relationships
with-andreadyaccessto-broadcast
media dedsion makers at a local,
national and global level, mean we
are able to provide our clients with
analysis and insight designed to
give them a competitive advantage.

Analysis that evaluates media
perceptions of your brand. Analysis
that tests brand understanding,
awareniess of who you are, what you
are doing and where you sit within

the market. Analysis that ngorously
questions how the media see you
and how you see yourself and
where the gaps may be found.

This analysis, from our Broadcast
Listening reports and Broadcast
Media Audits, can inform and shape
your communications strategy. But
it can also test interest and appetite
levels in the stories, the subjects,
the spokespeople or corporate
profiling opportunities that matters
to your business,

misTRUST

&

Most people believe a company
spokesperson being interviewed
on the TV (53%) or radio (52%)
would be trustworthy. However,
this iz not the case in print, online
or across social media, with
most people saying they would
not trust a spokesperson being
quoted in print (58%) or online
(63%), or tweeting a statement
(60%).

63%
J
66%
L J
Key AAMMRNARRNNRININNNNNN s2%
& Print =]
Il ool 217V ANNANNNNNNNNNN\NEZE
W Twitter @ Radio
5
Whilst we have seen newspapers take something of a
"trust bashing'- perhaps unsurprisingly after high-profile
fakery and sensationalism- online news outlets tend to
deliver far higher audience numbers and greater levels
of trust. Indeed, three of the top five online news sources
are broadcasters, rather than newspapers.
=2 _
A
v
26% of the public voted BBC Online as their most
trusted news outlet with Sky News in 2nd place with
13%, followed by The Guardian with 11% and ITV
News 7%. Perhaps unexpectedly, the FT and The
International Business Times were ranked the least
trusted online news outlets, beating both tabloids the
Mail Online (7%) and The Sun Online (2%).
";%
T B
7
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markettiers - ONWARD Magazine agency and business segment
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