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Personal 
Care



As light as a feather

I’m loving the light design of the shampoo bottle. 

Just by looking at it visually, you can feel the lightness in 
the bottle, especially when it’s placed next to the other 
products on the range.  
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Kristina Drozdova
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Sexy bottles!

The way Herbal Essences shampoo and conditioners fit 
together like this on shelf is a great example of a brand 
utilising bottle structure to emphasise product 
differences.

Beth Johnson



Palmolive owning the droplet

Palmolive are really owning the upside down droplet 
shape with their range. 

The way the photography of the droplet integrates with 
the shape of the bottle, the actual product and colour is 
lovely to see. 

It’s really interesting how the droplet seems like it’s 
upside down, but I personally think what Palmolive have 
done is an excellent tactic; when you go to squeeze the 
shower gel out, it will be the right way up.  
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Kristina Drozdova
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Curves to cusps (Nivea)

Care (curves) on the left, to protect (cusps) on the right.

Simon Ellis



Burt’s bees

An SRP with a review on it? Looks like a first to me. 

From my perspective, this is a good move to get 
consumers to make a decision at POS. By having a 
customer review on the SRP, it helps them make a 
decision where price can be an issue.  

“Oooh that’s a bit expensive for a lip balm… oh wait no, 
here’s a review of someone saying it’s ‘the best lip balm 
ever’ - I’m sold!” 

© Brandon 2021

Kristina Drozdova
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Ambient 
Foods



Header for this slide is 40pt. 
Alternative 2 column.

Colour background and split is optional. 
This is body copy. Purely here to give you a placeholder 
for how text would look like if it was a real life project. 
Now there’s a thing! 

To be honest, you’re not supposed to read this, but it 
looks like you are. Weird.  

I bet you’re even reading this bit aren’t you? 
Absolute nut job. If you want a read go and get yourself 
a Dickens or something.  
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A good nudge on

Here we see Pataks have nudged their design on 
through introduction of more colour and ingredients. 
Semiotically, it feels more foodie and full of flavour, while 
retaining the brand iconicity. 

They have also simplified the read order, making the 
product name stand out more and then reduced the 
romance copy from 15 words to 4!  

As Winston Churchill once famously said… “If i’d had 
more time, I would have written a shorter letter.” 

I wonder if they have maybe encroached a little on the 
brand mark and whether this would benefit clear space 
to let it breathe?  

Simon Ellis
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Great own label design.

Respect to Tesco for creating an own label design that 
rocks in this instance. It made me buy it, just to engage 
with the tin. 

Clever use of the Tesco Finest silver here and overall 
incorporation into the look and feel of the tin. 

The position of the ring pull is magic. 

Rupert Diss
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Jamie Oliver

Here we see Jamie Oliver come into the curry paste & 
sauces world. It has to win its fight for relevance against 
a sea of purple, in private label and Patak’s. 
 
The brand and design team behind this have done a 
good job at combining colour (standout) and 
typography (selection). The colour certainly takes 
influence from the Indian Holi festivals and delivers 
massive standout from such a small format. 

Richard Taylor
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Snacks
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Biscuit blocking

Simple but effective design and great use of colour for 
M&S biscuits.  

It’s not always about shouting the loudest, but speaking 
the most clearly.

Laura Branton
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Seabrook - Straight Cut

Straight Cut crisps to take on PepsiCo’s Walker Crisps.

Richard Taylor



TROO

Really caught my eye with the brand name and birds - 
also great contrast on the SRP.
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Charlotte Vallance
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Alcohol
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Gordon’s seasonal promo

No offer… just a way to attract shoppers and broaden 
occasions for the brand. 

Anyone else think they’re missing a trick not playing on 
‘Gordon’s in the garden’ or ‘A Gordon’s garden party’? 

Beth Johnson
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Nice ‘Identity’

Breaking wine codes but in an effective and carefully 
crafted way to achieve great standout on shelf. The 
story on the back of pack shows us that there is space 
to storytell on the back of wine labels if we want to!  

Lovely tone of voice.

Emma Wilson



Serving up an ACE special edition

No back handed effort from Lanson’s champagnes - just 
endless love!
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Beth Johnson



Anyone fancy a bit Ka Mate 
Mãori haha?
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What an interactive wine label; allowing consumers to 
try the wine and learn some Ka Mate Mãori Haka - a 
homage to the origin of the wine.

Kristina Drozdova
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Frozen
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Just the tip?!

Following a ‘product reality’ that their cones are known 
for having the best bit at the bottom (yum!) 

Ben&Jerry’s have also tapped in to ‘frozen snacking’ 
with their frozen cookie dough pieces - so seems like 
frozen snacking might be becoming a busier category 
soon. 

P.S I bet you a designer somewhere tried to call this  
‘just the tip’… ;)  

P.P.S Super nerdy but seeing the metallic and a window 
on shelf is really unique, often windows not used in 
frozen as product tends to look rubbish.

Beth Johnson
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Goodfella’s

Great use of 3D structural format to deliver an 
emotional connection into the brand. 

Richard Taylor



Oatly in frozen!

Oatly have such a strong following and brand awareness 
that they don’t need to say much other than show their 
brand in the ‘typical’ ice cream format. 

They’re continuously trying to tap in to different 
categories. One to watch!
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Beth Johnson



Ice cream adventures…

Interesting to see Nuii entering the ice cream fixture 
with new, culturally ‘native’ flavours (Nordic, Indian, 
Australian) etc.  

Lack of travel in 2020/2021 has likely caused a 
consumers desire to broaden taste horizons from home.
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Beth Johnson
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Shopper 
Marketing



Mr Kipling

Front of store ‘piece of art’ - great visual partnership 
with Roald Dahl to bring some front of store fun.
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Beth Johnson



Be fantastic. 
Reduce plastic.
To the point merchandising, love it. Really caught my 
attention in store. 
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Charlotte Vallance



Tesco really pushing 
sustainability
Tesco have gone as far as removing a whole top shelf of 
products to display their sustainability message!  

Loving the emphasis on ‘removing’ 
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Kristina Drozdova
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Branded backdrop on aisle (not 
gondola end)
A great way of getting brand blocking, especially if your 
brand has products in different categories. Makes the 
brand a real destination, rather than just a category.

Simon Ellis
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Richard has been helping 
SME and global businesses 
to succeed across the 
world for over 20 years.  

He leads the key client 
partnerships within the 
business, looking to help 
make a creative and 
commercial difference to 
every brand and business 
he partners with.

Richard Taylor 
Managing Partner

Simon is a highly 
experienced Client 
Services Director, skilled   
in all areas of marketing 
comms planning, 
implementation and 
measurement. 

He has been responsible 
for growing and delivering 
success for key accounts.

Simon Ellis 
Client Services Director

Client Services Team

Emma has over a decade of 
experience working in 
design consultancies, 
previously holding 
marketing roles at Nestlé, 
Arla Foods and Heinz. She’s 
passionate about 
delivering exceptional 
strategy and creativity, on 
time and on budget, and 
delivering commercial 
results for client partners.

Emma Wilson 
Account Director

Ahead of moving up North 
from London to join our 
client services team, she’s 
done everything from 
creating mock-ups, to 
being on press.  

She is a stickler for detail 
and likes to have a clear 
plan and brief, to help keep 
brands on track to win their 
fight for relevance.

Charlotte Vallance 
Senior Account Manager

Laura has been helping 
brands stay relevant for 
over a decade, working 
with a global brands in 
agencies from London to 
Seattle. As a self-
confessed list-aholic, 
Laura is driven by her love 
of distinctive design, 
memorable brand 
experiences and 
meticulous timing plans.

Laura Branton 
Senior Account Manager
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Beth has proven 
experience of managing a 
wide range of branding, 
strategy, and design 
projects. She confidently 
leads projects and 
collaborates with clients to 
get the best out of a brief, 
ensuring a high calibre of 
work is delivered against 
timely expectations.

Beth Johnson 
Account Manager

Kristina joined Brandon a 
few months after 
completing her degree in 
TESOL and Linguistics.  
Since joining, she has 
immersed herself into all 
things client services, 
brands and project 
management – all while 
supporting the team and 
keeping them all in check.

Kristina Drozdova 
Account Executive

Client Services Team

Rupert Diss 
Project Director

Rupert has a penchant for 
detail and builds relentless 
brand relevance for many 
of our clients strategically 
and creatively. He uses his 
broad international 
experience spanning two 
decades, to seamlessly 
direct projects and future 
proof clients positioning 
and purpose. 
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