A creative
thinker with
an inquisitive

mind

A problem solver that can
bring brands to life through
great ideas, inspiring creative
and engaging copy. I'm always
ready to challenge what has
come before and will add fresh
thinking to create effective
communications.

Team leader,
team player
and creative
benchmarker

Be it leading a team or working
alongside others such as
strategists, planners, copywriters
and developers, I'm passionate
about championing exceptional
creative across all aspects of
design and media.

07779 589411 design@nicolathompson.co.uk @Q

A whopping
twenty
years'
experience

From blue-chip organisations
to smaller businesses with
more niche communication
needs, I'll deliver great ideas to
excite clients and engage their
audiences.

Passion and
know-how

that spans a
range of media

Digital design, branding, print,
advertising and experiential — I'll
happily demonstrate how creative
thinking can be used effectively
across all of these channels to
create content and campaigns
with added ‘wow'.



mailto:design@nicolathompson.co.uk
https://uk.linkedin.com/pub/nicola-thompson/a/33/80b
https://twitter.com/NicNoc28

The ten minute tour

Experience

JANUARY 2019 — PRESENT
FREELANCE

Resuming a key roll across many design and marketing
agencies in Bristol, strengthening their core creative

teams at a senior level with my expertise and strategic
thinking. Collaborating directly with a few small business

to help support their brand and marketing activity, whilst
also undertaking a mentoring role in the KerningTheGap
programme which helps develop female creative leadership
across the UK.

APRIL 2015 - DECEMBER 2020

SENIOR DESIGNER TO

ASSOCIATE CREATIVE DIRECTOR

HARTE HANKS, BRISTOL

Clients: Texas Instruments, Shell, Worldpay, Bristol Media

Creative lead on a number of key projects, managing the
creative output of the design team and presenting to global
C-Suite level clients. Significant involvement in the ideation,
conception and visualisation for a number of key accounts,
including Keds, Petronas and Shell. Major achievements:
Branding, development, visualisation and implementation
for Bristol Media’s Vision event 2016. Concepting and
branding for a Texas Instruments student engagement
experiential space to be rolled out across 15 universities
across Europe.

APRIL 2015 - OCTOBER 2016

FREELANCE

Worked with a number of key agencies within Bristol playing
a pivotal role in supporting creative across key client
accounts, such as Screwfix, Siemens and the University of
South Wales.

MARCH 2006 — APRIL 2015

07779 589411 design@nicolathompson.co.uk @o

CREATIVE LEAD, PERFECT STORM, BRISTOL
Clients: Sky TV, Iron Mountain, Cannon Hygiene, SMEG

Key to the growth strategy of the agency, from the design
and delivery of pitch-winning creative to the management
of internal communications and new business proposal
presentations. Managed junior designers, freelance
designers and external suppliers. Major achievements:
Won creative pitch for Iron Mountain.

MARCH 2005 - MARCH 2006
SENIOR DESIGNER SPIRIT IC, LONDON
Clients: Tesco, Harvey Nichols, G Plan Furniture, Marriott

Delivered campaign creative across a broad range of '‘B2C’
projects, including brand development and direct mail for
brands like Tesco and the Marriott Hotel Group.

Major achievements: Led major creative pitches for G Plan
Furniture, The Times and Harvey Nichols. Art directed large-
scale studio and location photoshoots for Tesco and Poolia
Parker Bridge Recruitment.

JULY 1999 — FEBRUARY 2005

MID-WEIGHT TO SENIOR DESIGNER
CARRDALE DESIGN, LONDON

Clients: The Times Newspaper, Woolworths,

Country Living Magazine

Delivered briefs from concept through to print, on a diverse
range of '‘B2B’ and '‘B2C’ clients. Managed some aspects of
print production to ensure projects were delivered on time
and to budget. Major achievements: Art directed a three
day photo-shoot on location in Norfolk and led the creative

campaign for Country Living magazine to promote their
annual Christmas fair.

SEPT 1998 — JUNE 1999
JUNIOR DESIGNER
ROTADEX DESIGN AND PRINT, BIRMINGHAM

Education

1995 - 1998
BA (Hons) Graphic Design
Nottingham Trent University, Nottingham

1994 - 1995
BTEC Foundation Art & Design
University of Central England, Birmingham

1992 - 1994
A Levels (4, Grade A: Art & Design)
Cadbury Sixth Form College, Birmingham

1987 - 1992
GCSEs (9, Grade A: Art & Design)
Hillcrest School, Birmingham

Software

Adobe Creative Suite

// InDesign
// Wustrator
// Photoshop
// XD

Microsoft Office

Interests

Baking, Photography, Cycling,
Food, Pilates


mailto:design@nicolathompson.co.uk
https://uk.linkedin.com/pub/nicola-thompson/a/33/80b
https://twitter.com/NicNoc28

CREATIVE SHOWCASE

Print // Digital // Brand // Advertising // Experiential




Texas Instruments

University Innovation
Engagement Campaign

/] Lead creative

/! Conceptualisation

// Art-direction

//" Creative development

To help raise brand awareness amongst students
and educators alike, Texas Instruments run an
annual ‘innovation challenge’ within universities
across Europe as part of an extended university
programme.

Using stills and motion graphics, two compelling
pieces of digital content were created to appeal
to each audience group. The first aimed to inspire
students into entering the competition whilst the
second one was used by university professors to
educate students about the benefits of entering.

Online content was supported with various collateral

around each of the campuses, including AQ sized
infographic posters.

WORLD-LEADING
TOGLS AT YOUR

FINGERTIPS

MAKE AN IMPACT.
CHANGE THE
WORLD WITH US.

UNLIMITED I?_ b

SOURCE OF [
OMLINE RESOURCES

E LEARNING

[N

|
|T
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https://vimeo.com/240743533

Texas Instruments

Experiential Innovation Space
at ESIEE University, Paris

/] Lead creative

// ldeation / Conceptualisation
/! Art-direction

//" Creative development

// Strategy

Texas Instruments wanted to promote their
University Programme within the European market,
and had secured physical space at ESIEE, Paris —

a university specialising in technology, innovation
and research.

The space needed to excite and inspire,
encouraging students to explore Tl equipment
and help them discover the endless possibilities
it offers.

Champs-sur-Marne: a library of electronic
components

@ Al

™ 5 Tas

e

the enginearing school ESIEE Paris 300
technological bricks that students can
boarow tor their projects, like a book.

TEXAS INSTRUMENTS
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Future.Now

and Activation

future

/] Lead creative
// Concepting
// Brand development

As part of his 12 month term in office, the Lord Mayor of
London, Peter Estlin has formed a coalition amongst the
top UK businesses (including banks, supermarkets and
high street retailers) to help the 12 million people across
the country who are digitally excluded.

Bringing this initiative to life meant creating a brand
that would empower people and accelerate business
across the UK. Future.Now does exactly that.

It is a bold Call to Action and defines the brands mission

to improve digital skills.

Modern yet adaptable, it
personifies future thinking
— its strength and weight
demonstrating the power
of the coalition.

Flexibility was at the forefront
of the logo, with the ‘future’
element designed to

adapt and take on the brand
attributes of other businesses
within the coalition who
would be use the logo when
communicating with their own
employees and customers.

Tl Ny

THE LORD
MAYOR OF LONDON

A world of digital skills

Our mission is to bring together
organisations to motivate people
and businesses across the UK to
boost their digital skills to thrive
in the digital age.

fute 1 action, bringing

future.now & £63 billion
R e annually

Digital skills are everybodies business
future.now is driving change throughout the
UK to bring quality FREE training to everyone

In 2019, one in
three internet users.
had not improved
their digital skills in
the past year

Today,
11.9 million adults
lack the essential

Updsted Just Hew skills to access

the internet,
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AXA

Employee Recruitment

// Lead creative
/! Concepting
// Brand development

The AXA Insurance Commercial business unit
(selling insurance policies via brokers) was
undergoing a transformation programme which
meant that all existing SME Underwriting services
from eight branches across the UK would be moved
to two new trading centres in lpswich and Bolton,
creating a need for 20 SME Underwriters to be
recruited at speed.

A campaign built upon the idea of ‘The shape
of things to come’, helped generate excitement
around the prospect of working for such a
respected brand.

Using internal and
external channels,
tactical messaging
and digital content
helped generate
energy and
excitement around
the roles at these
locations. Potential
candidates were also
sourced through a
paid talent search,
meaning we could
create very bespoke
tactical DM pieces
for each of them.

The shape of

things to come

e fotom

sking bor Undesweriters who can help shape our future, Refer a friend or family memiber
d for every ssccessful placement you'll get  cash reward through our referal scheme,
1 the iNArAmeT. @ Puagingl g sLac aime

. . ”
The_ .
search is on

Hello Sarah.

We'd like to talk to
you about areally
exciting opportuni

#shapingthingstocome

Shape
things
to come

shap in, i thingstocome
al
A

Careers

Excellence
in action

Cnar S Comtrw of Excallances

Gur Contre of Excollence at Bolton s a good fit for you.
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Texas Instruments
Online student ‘Gateway’ Portal

// Lead creative

// Art-direction

// Creative development
// UX

To maximise student engagement with their
technology, Texas Instruments wanted to create an
online gateway facility to help support their global
University Program. The aim of this programme was
to strengthen online engagement and help raise
brand awareness in the 18-22 age group.

The digital gateway aimed to provide support for
both students and professors alike, giving them
access to key technology tools that would help
support their studies. A seamless user journey
provided students with the ability to browse
technology bricks, hire them for free and then
innovate at home with ease.

The site also aimed to help build a TI community
amongst universities - helping students showcase
their latest projects and professors share Tl learning
resources.

TEXAS [NSTRUMENTS

UNIVERSITY
GATEWAY

TI.
UNIVERSITY

GO PLAY

Hire the tech a

hack at home

GO DISCOVER

All the latest innovations

0]
& o L |
jr%ol

F28069M
LaunchPad

Py —

PAODUCT FEATURES

USIMG THE TECH

BE IMSPIRED BY TECH PROJECTS
[ vesir sowcase |

YOU MAY ALSO BE INTERESTED 1N
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Shell - ©

Microsoft Dynamics 365 - THE
Employee Engagement Campaign FUTURE

OF CRMIS
// Lead creative HERE

// ldeation / Conceptualisation
// Art-direction
//" Creative development

I'm super excited to announce that
Dymamics 365 is now up, running
and ready for you to usa!

This was an internal comms campaign which
aimed to engage and excite Shell employees
globally about the launch of a new CRM platform
Microsoft Dynamics 365.

We created a bespoke campaign, designing key
characters using a distinct illustration style to
represent Shell’s business focuses. The campaign
consisted of 15 emails, toolkit PDFs, a logo and
video sting.

Y TEAM TEMPO

GET READY
FOR A WHOLE
NEW EXPERIENCE

Specifically designed to help you turn
prospects. into relationships thanks to more
efficient marketing, here are just a fow of
the things It can do:

Dynamics 365 for Marketing brings marketing-automation to markets, to help
turn prospects into business relationships. The app is easy to use on deskiop,
works seamlessly with Dynamics 365 for Sales, and has built-in business
intelligence. Use Dynamics 365 for Marketing to:

Improved marketing campaign
{h.j and nurture leads thanks to highly
persanalised experiences.

Hello.

I'm Ezra and | am

here to guide through
how fo gef the best from
Microsoft Dynamics 365.

i Smarter decislon intelligence —

|| Track and improve marketing
perfarmance and MROI, with tools
including Linkedin and our BI platform,

Create graphical email
marketing initiatives

and online content to support

g
Customizable templates for emails and landing pages help amplify your digital voice. Intuitive drag-an i @
drop design tools simplify confent creation—from personalizing the message to setting up lead scoring. | Seamless sales allgnment —
Priorilise lag automale hand-aff,
and collaborate with sales teams

POWER .
PE RFORMANCE across the entire SPANCOP process
PRECISION

WINUDOK THE SICRETS DF DTMAMICS 365

GET SET
OR SUCCESS

you to get as much as possible out
ics 365, so I've put together a whole
of info to help you get starled.

CONTOSD DESIGH PARTY

Prasciice makas perfe
Tampo have pios o proglamme

MICROSOFT DYNAMICS 365 PORTAL TOOLKIT

Onamet s @

INTRODUCING
MICROSOFT
DYNAMICS 365

BROUGHT 1O YOU BY

TEAM TEMPO

We're Team Tempo and we believe
that the future is all about bullding better
relationships, whether that's with team
mates of customers.

THAT'S WHY WE'RE SUPER EXCITED TO
ANNOLUNCE THAT THE FUTURE IS COMING!

Dynamics. 355 (5 @ next generation CRM

platform that heips wou tum g J

relationships, and we're here 1o show you
everything it has to offer.

n

FULL SPEED AHEAD

As ateam, it's Dynamics 365 that ens
more than just the sum of our parts, it
us 1 be chamgions!

Mo, we're here o help you master the skills you
need 1o become a champion oo - enabling wou
1o create better experiences for yousalf,
YOUT leam and your customers,

MEET THE TEAM

To do great things, you need team members
that collaborate and complement each other.
Qurs do just thal.

DRIVER 1
ISABELLA

» Passicnate
* Energetic
> Compatitive

SPECIAL SKILL
Driving batier sales
with Dynamics 365

DRIVER 2
EZRA

> Caim -

i [

REALISE THE
FULL POTENTIAL

OF DYNAMICS 265

Dynamics 365 is lival
Now you've had a chance to
ch

o relationships?
Ty IS5Ues?

PREPARE FOR SUCCESS

Just in case you need & helping hand, I've put @
couple of links 10 some usefd tooks below, but ket
e know if there's anything else you need

ONLINE TRAINING TOOLS
To gel you off on the tronl tocd, I've creased an
onling portal packed with all sons of usehul videos.

EXTRA SUPPORT
1 you fee! Tke a training 1op up. Ive also put
Rogether & simpie user guide for you

ALL SYSTEMS GO

As adways, f you have any questions about
Dymamics 385, don'l hesitate, just ask.

Until the next time,
keep the Tempo up!

SHOWCASE // 2020



Shell

Digital Transformation Program

// Lead creative

// Ideation / Conceptualisation
/] Art-direction

// Creative development

Shell offer their global Fleet customer base an
online portal system called Shell Card Online
(SCOL). This gives business customers access to
core tools and support directly from Shell.

Historically, the way that Shell had communicated
with their fuel card customers was poor. Digital
touchpoints across the customer journey

were disconnected and the look and feel of
communications were aesthetically poor and
unengaging.

We were tasked to develop a strategically led
suite of communications to help drive further
engagement with the portal, and help Shell Fleet
Managers support their customers. It was a key
objective to deliver a more personalised
experience using tools such as Moveablelnk,
enabling real-time data share to help drive dynamic
content that was unique and relevant to each
customer. This would ultimately help to nurture
stronger relationships and reduce the likelihood
of customer churn.

) O )

" AISHA . BURCIN
Discover miles | |sheen an
Here’s a more smiles

epic journey
so far...

and we're not quite ready to ket it end yet.
b fe b T b

with Shell.

bloh Bloh Blah sub heoding here.

little noLe. to
say a bi
I'ha;k yo?l.

v m h Sl o |

¥ g ¥
30 wn thought wad touch biase 1 moke e your geing all the
suppen yon e born w3 Ko e o Lassress grow.

business 4

¥
and hopefidy thene have been mone than o few smies along
tha ey 0z wall
Thet said, we've noboed your fusling with vt has cropped.
bt 0.0 valved cusiomer we juat warnled 1o maks swe everythings
OK and ko et you know thet weire here for you it you need us,
it cand wheressss thed smight be

TELL U5 HOW ELSE WE CAN HELP

WE'VE BEEN WITH YOU
EVERY STEP OF THE WAY

Halping your busioss flourish has ahways beon our top
oy and we' wont & moke s thal your usng
o e Vs bk Fe s

TELL US HOW EISE WIE CAM HELP

WLIE ONLY

OFF EVERY
LITRE OF FUEL

Actvate your offer now
and see your ravings

CALCULATE YOUR SAVIMNGS

Hello Aisha.

TOP TOOLS FOR YOUR BUSINESS
Introducing the power of
telematics for fleet
| hear you say. Greal quesbon

.

| hope you're well and business is booming at Anderson
Haulage. As you know, we're abways keen to share the latest
solutions that we think will be valuable to you and your fleet.

We recently launched a new lelemabcs offermg thatl we
think would be perfect for you,"What's telematics”,

& you'ta making Full e of all e snacss,
st fueding of the pump, we'd thought we'd
P Bips 10 snaute your Reet is in tip top shope.

Rk

5 MADE

COMBAT
2 CARD FRALD

Top fipa b help you

£18,674

s i e

Fasten your
seatbelts
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ADT
DM Campaign

// Ideation / Conceptualisation
/! Art-direction
// Creative development

ADT had identified some challenges maintaining
their market leader position in the U.S,
particularly with younger generations of
homeowners. Despite always being an innovator
within the security sector, people had stopped
associating ADT with technology.

This DM campaign aimed to reconnect them with
a younger audience by demonstrating how new
products and innovation could help differentiate
the brand from a sea of security sameness.

The concept line ‘Connected and Protected’
was to be used as a campaign lock-up. However,
it resonated with the client so much that
consideration was given to whether it could

be a message to underpin the brand on a more
permanent basis.

Connect and Protect your
home with ADT

SHOWCASE // 2020



Petronas
Industrial Lubricants Portal

// Lead creative

// Conceptualisation

//  Art-direction

//" Creative development

Petronas were looking for a B2B channel partner
to help grow their share of the industrial lubricants
market across Europe. The pitch proposal was
centred around the concept of an online portal,
under-pinned by the theme ‘injecting ingenuity’.
Customers would be given a fully personalised
online experience, and served content relevant

to their tier’ and industry vertical.

To create impact and cut through similar competitor
platforms, thought needed to be given to branding,
art direction, content creation and broader
marketing communications in order to drive
customers to the portal and create a seamless
customer experience.

Your tralring modules \_‘) e

MODULE WD MOBULE OHE MOBULETWO

NNOVA

Welcome to NNOVA
i S

Why choose Disr
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Headforwards

Lead creative
Concepting
Brand development

Headforwards is a leading software development
outsourcing company, based in Cornwall.

Having won a major new contract with Cornwall’s
Local Council, they needed to hire top

IT talent with specific technical expertise.

With the IT talent pool predominately based in
London and Oxfordshire, a recruitment campaign
was needed to attract candidates by selling in all
the benefits that came as part of a lifestyle choice
to relocate. ‘Making a change for good’
underpinned this but also nodded towards the
positive impact the role would have in shaping
better local communities within Cornwall.

The visual articulation of this was key in creating
a campaign that had stand-out amongst

a tech audience. The campaign was rolled out
across a microsite, digital advertising and an
animated content piece which was shared
through recruitment portals and LinkedIn.

Headforwards have now begun to roll out this
look and feel across other areas of the business
based on the success of this campaign.

e headforwards” About HeadBrwards Omclert  Whatweoffer  Meetsomeof the team

Escape busy ity life and grow your skills, whilst helping
to grow the community of this unique location

START YOUR OB SEARCH

Irside Headforwards

Eument

obs

P

Make a change for good

OUR CULTURE

headforwards

AL DEMEETTC

Full Stack .NET Web Developers e headforwards’
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Castrol
B2B Partner Campaign

// Lead Creative

In a constantly evolving and challenging global
marketplace, Castrol had identified a need to build
stronger relationships with their Marine and Energy
distributor network.

The Platinum Partner Programme, provided an opportunity
for a select number of distributors to unlock extra benefits
and become part of a unique Castrol network that would
provide them with additional support and sales tools to
fulfil a shared business ambition for growth.

R A Re1--N E_R

PLATINUM PARTNER PROGRAMME

years of experience
g 0 0 across a 48-strong
9 technical team
We're looking for commitment WHY CASTROL?
Platinum Partners will be ready to invest in their relationship with
Castrol GME. To work more exclusively with our brand and focus
on building a long-term partnership, so we can all grow together.
To work more exclusively with our brand and focus on building
along-term partnership, so that we can all grow together.

e every industry on Earth with our Liquid Engineering.
ate high performance oils, lubricants, fluids and greases
for every application you can imagine.

FROM.-YOU?

Marine & Energ

WHAT DOES THAT MEAN IN PRACTICE?

CASTROL IN MARINE

#2 countries and at more
than 800 ports worldwide

We support fleets
of all sizes

A strong brand partnership.
We'l align our values,
polices. You'll have aur sup
and materials when you nee local
exhibitions, customer events, or anywhere
else you find opportunities. And we'l bath
agree to deliver a sustained level of business
performance and growth - and to hold each
other accountable to that agreement

d operational
with advice

Taking advantage of our business
Solutions. We've designed our business

solutions to benefit us al, and we're proud
to share them. Using tools like Turfiew and

maintaining a dedicated and capable salesforce
for Castrol lubricants, we'll commit 1o deliver
against ou jointy agreed business plans.

A robust product portfolio.
We'lwork with you to decide on the right
defined product range inventory for your
business - and support you to hold sufficient
stock to fulfl a minimum of two months
demand. Betuween us, we might ako decide
that there's an opportunity for additional
stockholding in support of wider international
business opportunities

innovation, growth and
tothe future.

ALREADY DOING GREAT WORK TOGETHER
LET'S MAKE IT EVEN GREATER

base locations
support 72 countries

The exclusive nature of the proposition facilitated a
real departure from the green and'red of the Castrol
brand, paving the way fora premium look and feel
which is now being used across a number of different
marketing tools, on and offline.
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Harte Hanks

Quarterly Thought-Leadership
publication

// Lead creative

//"|deation / Conceptualisation
//  Art-direction

/! Creative development

In a world where we consume so much content
digitally, finding ways to engage an audience is
increasingly challenging. Harte Hanks Quarterly
(HHQ) was an opportunity to connect with clients
and C-suite level contacts away from the usual
digital channels.

It provided a platform for us as a business to
become thought leaders, promote our services and
showcase some key client campaigns.

Designed to feel like a premium publication, the
magazine combined key brand elements with
engaging photography and illustration to help
connect with the target audience.

ISSUE2 | Q1 2018

HARTE HANKS QUARTERLY

RTE HANKS QUARTERLY

O
O
H
PERSONAL

The path to making marketing human

WER
=

ook at
ng's

1 and Trust: Marketing in Managing a Merger
essing Risks for CMOs  the Mew Age . 1
T PLUS
R
Do my tweets reach the C-suite? 2018 predictions
Everyone is on Twitter, Looking at what this year

— but what are they reading? in marketing will hold
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Harte Hanks

Quarterly Thought-Leadership
publication

H

HARTE HANKS QUARTERLY

—_—
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Abbvie Pharmaceutical
IBD App Patient Tutorial

// Lead creative

// Conceptualisation

//" Art-direction

//" Creative development

In an attempt to provide better healthcare support
for young patients suffering with IBD, AbbVie
wanted a short animated video to promote the
benefits of a new online app.

Designed to help overcome the day-to-day
embarrasment they might experience living with the
illness, the app aimed to make sharing information
about their condition with healthcare providers less
awkward.

The animation combines vibrant colours,
contemporary illustration and cheery background
music to create a piece that feels engaging and
upbeat for this younger audience.

Set
r Ny L 4 Parsonal
Welcomeback, Lucy. - Cashs

~ Heakh

% Share with Dr James
( ol

J\

...... J

AbbVie Care IBD
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https://vimeo.com/240579444

Bristol Media
Vision Event 2016

// Lead creative

/! Conceptualisation

//  Art-direction

/! Creative development
/! Project Management

Every other year, Bristol Media hosts a creative
conference event targeted at industry creatives
across the south west. Once they had set the event
theme, branding, supporting event communications
and conference graphics needed to be rolled out.

The event identity was conceptualised and created
from the theme "Connecting Creativity’, The playful
logo, created from a series of complex connections,
was then evolved to create an impactful brand
identity which was used across all aspects of

the event including print, digital and social media.

..... voratone UK % 2154

TOF POSTS
< #visionbristol

O activationdigital

Qv

17 likes CONECTNG CREATVTY 12 AT
activationdigital Here we go! @visionbristol L 6
E@bristol_media #visionbristol

n markborkowski
[ Q
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Harte Hanks
Happy Socks Christmas

Campaign

// Lead creative

//|deation / Conceptualisation
//  Art-direction

// Creative development

Creating a compelling christmas campaign that
engages with your clients is no easy feat at a time
of year when everyone is bombarded with festive
content.

Our campaign aimed to tell an emotive christmas
story, but rather than focussing on the typical
iconography of christmas (Santa, Angels, Crackers
etc), we centred our attentions on the other festive
favourite — socks! We choose to bring the nations
much loved go-to gift to life by creating a heartfelt
animation about the year long adventure of a sock
who gets separated from its other half.

In addition to the animated short, our clients were
sent a campaign email and physical DM piece which
of course included a pair of 'Happy socks'.

THE

THE

OF TA0 *

WK
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Harte Hanks
Happy Socks Christmas

Campaign

iy e

i
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HARTE|
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From all at

HARTE HANKS
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Thank you

07779 589411 design@nicolathompson.co.uk @Q



mailto:design@nicolathompson.co.uk
https://uk.linkedin.com/pub/nicola-thompson/a/33/80b
https://twitter.com/NicNoc28
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