
S E B A S T I A N  H A R D I N G

S E N I O R  D E S I G N E R



A B O U T 

I am a Senior Designer skilled at overseeing 
multi-channel marketing and communications campaigns 

encompassing site (UX, UI),  
print and motion design. 

My experience ranges across multiple sectors including 
luxury goods (Jo Malone London, Ralph Lauren),  
Tech (Adobe), broadcast (MTV, BBC) and lifestyle  

brands (Tails.com, Fresh Fitness Food).
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C H A L L E N G E

The company recognised that over the last 10 years their 
physical presence had been successfully scaled up whilst the 

brands digital footprint had expanded without coherency. 

As a result the brand was left with a baggy site where the 
customers experience was both incoherent and convoluted.

The brief was to redesign the global digital presence of the 
brand. The new site had to maintain the connection with 
the established customer base whilst targeting a younger 

consumer used to the uncluttered aesthetic of competitors 
such as Aesop and Diptyque.

C L I E N T 

Jo Malone London is one of the nation’s most cherished 
brands with an established Global customer base. The 

luxury brand, known primarily for its colognes and soaps, 
has continued to keep astride of competitors whilst 

developing its hold over new markets.
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S O L U T I O N

The new site (launched in Summer 2020) envelops the 
consumer in the narrative of the brand. We chose to 

bring editorial content to the forefront of the site with the 
intention of increasing customer dwell time. 

With six scent ‘families’ and over 54 Colognes the customer 
is presented with a vast array of choice. Whilst this is 

something to celebrate we wanted to simplify their journey 
and employ aesthetic markers guiding them through the 
site. Their end result being that the experience is both 

enjoyable and commercially seductive.

In early consumer tests we found that over 90% of those 
using the site swiftly found the products they 

were looking for. 

We also noted customers were over 60% more likely to buy 
more than one product thanks to a redesign of the product 

pages and the high standard of editorial content.
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C H A L L E N G E
Working within the agency The Brooklyn Brothers I was tasked 

with designing the launch campaign for the car focussing on 
email communications, site and digital advertising.

Our intention was to capture the essence of the brand and the 
excitement of this new consumer product. 

Our target audience was comprised of both Electric car 
enthusiasts as well as a more elusive group consisting of 

millennial (predominantly female) consumers. 

The latter group provided a stimulating challenge due to the 
nature of this new product. 

From early tests in consumer research, it was clear an element 
of education would be required.

C L I E N T 

MINI has long held the reputation of being *the*  
quintessential ‘British’ car. 

In 2020 this iconic brand is preparing to plunge straight into 
the present with the launch of the MINI Electric. 
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<name>, do you fancy securing your very own MINI Electric? 
Place your order to start feeling like a VIP. Or should that be 

VEP? Once you put your £500 deposit down, your spot  
on the production line at Plant Oxford will be secured. 

Put your order in today to start your MINI Electric journey. 

If you want to find out more about MINI Electric and  
speak to our expert team, then hit the button below and fill  

in your details. Your local MINI team will give you a buzz 
shortly after. 

#FEELMINIELECTRIC

FEELS LIKE  
LOCKING IT IN

GOT ANY QUESTIONS?

ORDER NOW

CONTACT YOUR MINI CENTRE

If you’d like to take a break from updates - Just click unsubscribe

BMW (UK) Ltd, is a company registered in England and Wales with company number 1378137 and has its offices at BMW (UK) Limited, Summit ONE, 
Summit Avenue, Farnborough, Hampshire, GU14 0FB. BMW (UK) Limited is authorised and regulated by the Financial Conduct Authority in relation to its 

credit broking activities. The VAT number is 584451913.

SUBJECT
Secure your place

Put your name on your MINI Electric. Need a better look? View this email online.
To guarantee some MINI in your inbox, add our email address to your address book safe list.

WANT EVEN MORE MINI?
WHY NOT FOLLOW US?

S O L U T I O N 

The work we created is shot through with an energy and 
vibrancy not usually seen in automobile Marketing. 

The imagery, featuring young empowered women, makes use 
of animations and motion design which hones in on moments 

of drama and energy. 

For the email communications I worked closely with 
the creative team to deliver punchy concise copy which 

compliments the designs.  
 

We also developed a graphic visual language making full  
use of the ‘MINI yellow’ which stands out in an 

 otherwise monochrome colour palate. 
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C L I E N T 

Worked with Netflix and agency WMA 
on the creation of key identity artwork for  

a range of titles. 
 
 

B R I E F 
 

Creating designs for a broad range of titles (new 
releases to archive gems), I was tasked with creating 

stunning artwork for both the main platform 
 and social channels.

Often working with limited resources the challenge 
was to create imagery which could sit harmoniously 

alongside other titles on the platform.
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C L I E N T
Tails.com offers a unique product of tailored pet food at a 

competitive price.  

Their ascendancy from start-up to major business was secured 
in 2019 when they were acquired by Nestlé increasing  

their annual turnover to over 23 million.

C H A L L E N G E

Any start up that has seen short-term large scale growth will be 
faced with the problem of how to represent  

themselves to their audience.
 

For Tails.com many of their original customers were drawn 
to the concept of them as an independent business and 

consequently their promotional material traded on  
this home grown image.

My challenge as a designer was to maintain this authentic tone 
whilst elevating the brand to bring it in line with

their international competitors. 



P O R T F O L I O S E B A S T I A N  H A R D I N G

T A I L S . C O M P A G E  1 8

S O L U T I O N 

Focussing on paid social advertising my focus was to 
redefine the companies paid content with a simple 

and direct approach. 

Working alongside the CMO and head of Marketing I was 
tasked with art directing a number of seasonal campaigns. 

Once our internal team was aligned in terms of vision I 
was then responsible for ensuring this was filtered out to 

photographers, stylists and designers. 

The results were a number of stripped down campaigns with 
simplified messaging and neutral product focussed imagery.

On average my campaigns saw a 20% increase in 
sign ups from new customers.
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Heard 
about 

our 
new 

range?

Looks  
great...

Tastes 
better.
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C H A L L E N G E  1
The company had previously launched a lifestyle app called 
‘Where Chefs Eat’ aimed at promoting the best restaurants 

across the world but by 2018 it was in dire 
need of an overhaul. 

C L I E N T 

Phaidon Press has long earned the reputation as one of the 
foremost publishers of Art, Design and Fashion titles. 

In recent years they have published acclaimed volumes with 
such internationally recognised names as photographer 
Annie Leibovitz and musician/businesswoman Rihanna.

Whilst still focussing on traditional publishing formats in 
recent years they have launched a number of innovative 

digital products. Over the course of 2 years I worked with 
this client on a variety of campaigns and digital products.
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S O L U T I O N 

Taking the decision to redesign the entire app we focussed 
on ensuring the user journey was uncomplicated and 

entertaining.

The key component of the app is that the user can 
filter by chef, cuisine or city. 

We simplified user’s navigation, redesigning the menus and 
creating additional search functions.
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C H A L L E N G E  2

In autumn of 2018 Phaidon Press launched a new title aimed 
at harnessing the growing interest in middle eastern cuisine. 

The Mezze Cookbook combines recipes from far flung 
destinations as Lebanon and Iran with 

 eyewatering photography.  

Our aim was to create a campaign targeting a savvy 
aesthetically attuned audience more used to following 

influencers and accounts emulating the ‘Kinfolk’ aesthetic 

S O L U T I O N

Our campaign made use of both a striking colour palette 
and the eye typography of the title. Employing my skills as 
an animator and motion designer I developed a dynamic 

advert which made use of the striking design and stunning 
photography of the book.  

Our digital campaign was launched on screens across tube 
stations and graced the main page of The Guardian online.
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C L I E N T
Fresh Fitness Food is a young lifestyle brand  

with a simple concept. 
Healthy nutritious meals delivered daily on a monthly 

subscription basis. 

Launched in 2017 the start-up has fast become one the leading 
UK companies offering bespoke nutrition with over 1000 meal 

bags delivered to London customers every day.

C H A L L E N G E

A brands core marketing assets can quickly become stale or 
seem incongruent in a fast and fluctuating marketplace. The 

company were in the process of redesigning their site and felt 
that it’s photographic assets could benefit  

from a designer’s eye. 
 

I was called on to create a brand document that assessed both 
photography and it’s use in a digital context.
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S O L U T I O N 

Taking into consideration the ethos of the brand I designed 
a bold and uncompromising vision for the company 

which places their identity in context amongst its lifestyle 
competitors.

Focusing on product photography I developed a colour 
scheme, defined compositions and outlined the tone 

of all outgoing imagery. 

Working alongside the CEO I finalised the project by creating 
a set of Brand Guidelines which can be used by future 

marketers, photographers and designers. 



P O R T F O L I O S E B A S T I A N  H A R D I N G

F R E S H  F I T N E S S  F O O D P A G E  3 2



P O R T F O L I O S E B A S T I A N  H A R D I N G

F R E S H  F I T N E S S  F O O D P A G E  3 3


