




Barclays
The challenge at hand was to design a new service or tool that made the management of money 

easier, targeting those consumers whose mental health may be impacted by their financial 
wellbeing, while being sensitive to the fact that Barclays is not a medical institution.

Money and mental health are intricately and inescapably linked. Therefore a tool to allow banking 
seem less daunting, stress-inducing, and worrisome, was a main priority. 

[an] Account For Your Wellbeing: The Barclays Wellbeing Account is a new, specialised account 
type that allows customers to temporarily suspend any and all financial obligations that may be 

currently active within the bank.

The Barclays Wellbeing Account initiative is supported by two complementary services - the 
Barclays Wellbeing App - Terrarium and a weekly Barclays Drop In Clinic.



The Wellbeing App

Barclays Wellbeing App functions as a 
separate tool away from the generic 

Barclays App, specifically designed for 
Wellbeing Account holders. In addition 

to having standard access to users’ 
Barclays account(s), the app features 
several human-centric resources to 
assist users through the process of 

financial-mental rehabilitation. 



Terrarium by Barclays

Terrarium by Barclays is a human-centric 
banking app which puts consumer's 
mental health and wellbeing at the center 
of importance. With just the right tools, 
environment and directions, Barclays is here 
to help their customers grow. 

(see video for more)







https://vimeo.com/441181019 

https://docs.google.com/file/d/1h9apxJhbI7ujjftnqlhHdAwwuCOI302s/preview
https://vimeo.com/441181019




IKEA
Looking at the architectural drawings and kooky characters found in the IKEA manuals I thought 

about the planning involved in what made a space into a place like a home. These interactive AR ads 
require the viewer to use their phone to "see inside" a home, view products and make the 

revelation. A playful approach to a practical everyday brand. The world can be a little more exciting 
even in its simplicity.

















Friends of the Earth
Ocean plastic pollution, an awareness campaign. 

A vision of the future where our currently threatened ocean life has become extinct and 
all that is left of these creatures are their impressions in the form of plastic toys, a slightly 

surreal but potential reality.





Desperados
The challenge was to build an experience and campaign for Gen Z’s that reflects the ultimate party 

personality of Desperados.

 During the COVID-19 pandemic, the party spirit has been dwindling but we want Desperados to 
bring a taste of the party to your home, to rekindle the fun and to listen to great music. 

We want to connect people no matter where they are. Hence, I have come up with a party which 
best reflects Desperados: Best of Both Worlds festival. Step from the physical into the virtual world 

at this one-off online festival that allows people to join through VR cardboard and enjoy the party 
atmosphere, in the safety of their own home. 

 Desperados as a drink and as a brand embodies cutting edge party atmosphere which deserves a 
cutting edge experience, it truly is the best of both worlds and offers people a taste of the good life, 

anywhere (La Buena Vida).





















NewsBrands Ireland
This project required us to expand upon NewsBrands Ireland’s existing campaign Journalism 

Matters. The aim was to get Gen Z and Millenials into considering the cost of journalism and the 
importance of paid, independent journalism. 

My approach to this brief was to look at specific journalists and how their work has effectively 
changed society. To Imagine a world without journalism was to imagine it without the positive 

implications of the likes of Ellen Coyne on Ireland, whose reporting has 
encouraged movements to change legislation. 

My work provides a snippet into this concept campaign which that spotlights journalists who have 
positively changed our country and the world. It would include a portrait series of journalists, 

podcast series with discussions trying to imagine a world without journalism and an insight into the 
role of the journalist, as well as extending to OOH. With greater awareness of the role of an 

independent journalist a greater appreciation and understanding to what they contribute to society 
is enhanced. 











Fáilte Ireland
Covid-19 has denied us from experiencing our island, and therefore a part of ourselves has been 

lost. This campaign revolves around the idea of embracing our homeland and therefore 
reconnecting with parts of who we are, when we are free to travel again.

 It is an act of encouragement, of reassurance. Fáilte Arís means Welcome, again. It is about 
experiencing Ireland with a renewed fondness, for connecting with the places and little things that 

define who we are, again. This campaign brings to life the profound connection we have with our 
country, we are literally part of it and it is part of us. 

Again, we can enjoy the little things. Again, we can explore. Again, we can breathe. Fáilte Arís.



















Specsavers
The challenge in this assignment was to create a TVC for Specsavers which was inventive and didn’t 
use the line Should have gone to Specsavers. My take was to look at other Specsavers products rather 

than the usual glasses. I put hearing aids at the focus of this TVC. I came up with a set of kooky 
characters who personify the senses and told the story of a band, The Earonauts, who desire to 

listen to and play alongside music. 

The line Tune Your Senses is a nod to musical language and audio for the TVC, but I also explored 
Tune differently in terms of it’s visual connotations within OOH iterations. These are made to be 

interactive executions, and use illusions as a basis for visual. Like fine tuning a guitar, or a tv, senses 
need to be fine tuned also.













The European Union
This project was produced in response to an international competition by Wieden and Kennedy 

Amsterdam to rebrand/reposition the EU. It was made in partnership with designer Ciaron 
Fitzpatrick and we placed in the final 13.  

We are all proud and protective of our homes and culture. This possessiveness has developed into 
an “us and them”. Let us be proud of what makes us individual and different - definitely. But let us 
share what makes us unique because with more knowledge there is more understanding, respect 

and camaraderie. It means our collective cultures live on and thrive. In encouraging connection and 
conversation across the EU we hope that people become more understanding and open.



We have this rich and diverse community.

We are not confined to a marked plot. 

We are not alone. 

We are not forgotten. 

We are free to discover what other EU citizens have to give. 

We can share the hospitality of our own homes.

Let’s talk. Let’s connect. 
Let us be truly a union. 

We are individuals part of a greater whole. 

We want to encourage conversation and learning across EU citizens 
and countries. 

Knowledge opens doors to discovery.  

We aim to offer a view of the EU to its citizens of a community 
which is diverse, open, fun and connected.



Discover Your Union 

An app to encourages conversation and openness. 
It’s a space to allow people to discover personal insights 
into another citizen’s locality. A space to offer advice on the 
best traditional meal in Stockholm, or where to find an 
enthusiastic companion who will explore the oldest zoo in the 
world with you, or a friendly face who-knows-someone-who-
knows-someone who can give kaba gaida lessons in the 
Rhodope Mountains. 

This app offers the opportunity to discover other EU countries, 
cultures and people at your own leisure. It also allows you to be 
an ambassador for your home. It offers a space for you to be 
proud of your locality while discovering the homes of others. It 
is your union, it is their union, it is our union. We have the 
power to strengthen our community and celebrate what each 
country has to offer. That is the ultimate benefit and reward. 



Incentive

There are rewards for people who are active 
participants in the app and each would receive points 
based on feedback/reviews. Feedback is known as a 
“heads-up”- were you happy with your interaction? Has 
the person you’ve been speaking to been a good 
ambassador? Not everyone will do a walking tour but we 
believe everyone has something to share. People like 
being acknowledged for doing well or being helpful (e.g. 
as passengers in an Uber we want to be rated for being 
pleasant), why not put a similar system in place but one 
which actually benefits people and society on a whole. 
These points could be exchanged for travel vouchers, 
further encouraging travel within the EU zone.





Limited edition EU football jerseys

Whether it’s the UEFA League, the Olympics or the Tour de France, sporting events bring people together from across borders to watch their 
heroes perform. We have come up with designs which are unique to individual countries but reflective of the EU on a whole. These would be 
limited edition items celebrating the European Union and sporting camaraderie.



CONNECT WITH 
OTHER 
EU CITIZENS

CONNECT WITH 
OTHER 
EU CITIZENS

DISCOVER MORE 
FROM OTHER EU 
CITIZENS



Thank you 


