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https://www.dropbox.com/scl/fi/q6nclbfrdx4w7i0kiumm5/Katie-Kakindiros-CV-2025-v2.pdf?rlkey=egogarn1j7rozc4vyszm7r179&dl=0

BRAND REFRESH:
CORPORATE BRAND

Cushman & Wakefield

In 2015, DTZ acquired the Cushman &
Wakefield brand, initiating a fast-paced
global re branding effort. The objective was
to create a new visual identity for the unified
Cushman & Wakefield brand and roll it out
to 45,000 employees across the globe—all
within just six weeks.

An external agency was engaged to
modernise the master brand logo, while
internal design teams across various
regions reworked all supporting brand
assets. | led the European business in close
collaboration with regional leads from the
Americas and APAC to deliver a cohesive,
global visual identity.

All corporate brand assets post merger

We developed a comprehensive set of
guidelines, including:

Corporate brand identity guidelines
Alliance and affiliate brand guidelines
Sub-brand visual systems

Research presentation guidelines

A brand positioning ‘Playbook’
“What's Next” brand positioning tools

We also created and distributed content
across global platforms to ensure
consistency.

The re brand was delivered in phases. Core
brand assets were prioritised and launched
within the initial six-week period, enabling
teams to operate effectively. Additional
assets followed post-merger, allowing

for alignment and refinement across all
markets.
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https://www.dropbox.com/scl/fi/5xpifc4yhl2e38oprboev/CW-Visual-Identity-Guidelines-1.12.pdf?rlkey=bfboeo1i9z51gk0wf49audor4&dl=0
https://www.dropbox.com/scl/fi/5xpifc4yhl2e38oprboev/CW-Visual-Identity-Guidelines-1.12.pdf?rlkey=bfboeo1i9z51gk0wf49audor4&dl=0
https://www.dropbox.com/scl/fi/5xpifc4yhl2e38oprboev/CW-Visual-Identity-Guidelines-1.12.pdf?rlkey=bfboeo1i9z51gk0wf49audor4&dl=0
https://www.dropbox.com/scl/fi/avsxwy8is1tw9wld3gimp/CW-Brand-Identity-Guideline-Whats-Next.pdf?rlkey=rg2cyaz10srl0ph15eqoksjdj&dl=0
https://www.dropbox.com/scl/fi/avsxwy8is1tw9wld3gimp/CW-Brand-Identity-Guideline-Whats-Next.pdf?rlkey=rg2cyaz10srl0ph15eqoksjdj&dl=0
https://www.dropbox.com/scl/fi/wao52gzyx52iaxkk7sor1/CW-Brand-Messaging-Playbook.pdf?rlkey=l1w481o6gkb9x7sb14qnpxzlk&dl=0
https://www.dropbox.com/scl/fi/gjcaux9tzjkpumekhzy5h/Research-Template-Overview-June-2018.pdf?rlkey=kgdi7mje9tk84ejsxnhb2fjol&dl=0
https://online.fliphtml5.com/etmbb/opsj/
https://online.fliphtml5.com/etmbb/opsj/
https://online.fliphtml5.com/etmbb/opsj/
https://online.fliphtml5.com/etmbb/opsj/
https://online.fliphtml5.com/etmbb/opsj/
https://online.fliphtml5.com/etmbb/opsj/
https://online.fliphtml5.com/etmbb/opsj/
https://www.dropbox.com/scl/fi/5xpifc4yhl2e38oprboev/CW-Visual-Identity-Guidelines-1.12.pdf?rlkey=bfboeo1i9z51gk0wf49audor4&dl=0
https://www.dropbox.com/scl/fi/gjcaux9tzjkpumekhzy5h/Research-Template-Overview-June-2018.pdf?rlkey=kgdi7mje9tk84ejsxnhb2fjol&dl=0

CORPORATE POSITIONING:
WHAT'S NEXT

Cushman & Wakefield

The goal was to embed the What's Next
proposition into all brand touch points

and consistently communicate Cushman

& Wakefield's messaging, core values,

and key talking points. A playbook was
developed to support business leaders
and professionals in presenting a unified
message about the firm’s identity and value
proposition to clients.

The What's Next brand positioning
statement, which reflected the firm’s role in
helping clients navigate change, was used
across campaigns, advertising, exhibitions,
and marketing materials as a consistent
brand message.

To further reinforce this positioning, the
Meet What's Next campaign was launched.
It showcased employees across different
sectors, regions, and markets, highlighting
how individuals within the firm were driving
change in real estate. This helped localise
the messaging and demonstrate the brand’s
impact through its people.

Positioning of the Cushman & Wakefield
brand

Playbook

Event graphics for all major exhibitions
and events

Advertising graphics for print, social
media, website and launch events

Localised graphics for service lines and
sectors
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https://www.dropbox.com/scl/fi/5xpifc4yhl2e38oprboev/CW-Visual-Identity-Guidelines-1.12.pdf?rlkey=bfboeo1i9z51gk0wf49audor4&dl=0
https://www.dropbox.com/scl/fi/5xpifc4yhl2e38oprboev/CW-Visual-Identity-Guidelines-1.12.pdf?rlkey=bfboeo1i9z51gk0wf49audor4&dl=0
https://www.dropbox.com/scl/fi/5xpifc4yhl2e38oprboev/CW-Visual-Identity-Guidelines-1.12.pdf?rlkey=bfboeo1i9z51gk0wf49audor4&dl=0
https://www.dropbox.com/scl/fi/5xpifc4yhl2e38oprboev/CW-Visual-Identity-Guidelines-1.12.pdf?rlkey=bfboeo1i9z51gk0wf49audor4&dl=0
https://www.dropbox.com/scl/fi/wao52gzyx52iaxkk7sor1/CW-Brand-Messaging-Playbook.pdf?rlkey=l1w481o6gkb9x7sb14qnpxzlk&dl=0
https://www.dropbox.com/scl/fi/avsxwy8is1tw9wld3gimp/CW-Brand-Identity-Guideline-Whats-Next.pdf?rlkey=rg2cyaz10srl0ph15eqoksjdj&dl=0
https://www.dropbox.com/scl/fi/avsxwy8is1tw9wld3gimp/CW-Brand-Identity-Guideline-Whats-Next.pdf?rlkey=rg2cyaz10srl0ph15eqoksjdj&dl=0
https://www.dropbox.com/scl/fi/5xpifc4yhl2e38oprboev/CW-Visual-Identity-Guidelines-1.12.pdf?rlkey=bfboeo1i9z51gk0wf49audor4&dl=0
https://www.dropbox.com/scl/fi/wao52gzyx52iaxkk7sor1/CW-Brand-Messaging-Playbook.pdf?rlkey=l1w481o6gkb9x7sb14qnpxzlk&dl=0
https://www.dropbox.com/scl/fi/gjcaux9tzjkpumekhzy5h/Research-Template-Overview-June-2018.pdf?rlkey=kgdi7mje9tk84ejsxnhb2fjol&dl=0
https://online.fliphtml5.com/etmbb/opsj/
https://online.fliphtml5.com/etmbb/opsj/
https://online.fliphtml5.com/etmbb/opsj/
https://online.fliphtml5.com/etmbb/opsj/
https://online.fliphtml5.com/etmbb/opsj/
https://online.fliphtml5.com/etmbb/opsj/
https://online.fliphtml5.com/etmbb/opsj/
https://online.fliphtml5.com/etmbb/opsj/
https://online.fliphtml5.com/etmbb/opsj/
https://online.fliphtml5.com/etmbb/opsj/
https://www.dropbox.com/scl/fi/wao52gzyx52iaxkk7sor1/CW-Brand-Messaging-Playbook.pdf?rlkey=l1w481o6gkb9x7sb14qnpxzlk&dl=0



https://www.dropbox.com/scl/fi/5xpifc4yhl2e38oprboev/CW-Visual-Identity-Guidelines-1.12.pdf?rlkey=bfboeo1i9z51gk0wf49audor4&dl=0
https://www.dropbox.com/scl/fi/5xpifc4yhl2e38oprboev/CW-Visual-Identity-Guidelines-1.12.pdf?rlkey=bfboeo1i9z51gk0wf49audor4&dl=0
https://www.dropbox.com/scl/fi/5xpifc4yhl2e38oprboev/CW-Visual-Identity-Guidelines-1.12.pdf?rlkey=bfboeo1i9z51gk0wf49audor4&dl=0
https://www.dropbox.com/scl/fi/avsxwy8is1tw9wld3gimp/CW-Brand-Identity-Guideline-Whats-Next.pdf?rlkey=rg2cyaz10srl0ph15eqoksjdj&dl=0
https://online.fliphtml5.com/etmbb/opsj/
https://online.fliphtml5.com/etmbb/opsj/
https://online.fliphtml5.com/etmbb/opsj/
https://online.fliphtml5.com/etmbb/opsj/
https://www.dropbox.com/scl/fi/avsxwy8is1tw9wld3gimp/CW-Brand-Identity-Guideline-Whats-Next.pdf?rlkey=rg2cyaz10srl0ph15eqoksjdj&dl=0

SERVICE BRAND:
FUTURES

Building a brand architecture to support the service

rUTUR=S

Cushman & Wakefield S
Rethinking people and place

The objective was to develop a visual
identity for the launch of a new service
focused on exploring the future of the real
estate industry. A key Cushman & Wakefeild
stakeholder, known for a strong personal
brand in the industry, led the initiative—
providing an opportunity to showcase best
practices in client engagement within the
real estate community.

Digital assets to bring life to the service

The platform aimed to highlight how future
trends in the real estate market would

affect clients, while also offering tailored
insights relevant to their specific sectors and
geographies.

Futures
Rethinking people and place

VISUAL EXPRESSION GUIDELINES A comprehensive programme
FUTURES PROGRAMME exploring the future of the

real estate industry. Bringing
together expertise from inside
and outside our business to
review and shape what’s next.

Positioning of a Cushman & Wakefield
specialist service

A full visual identity system

Brand guidelines to support internal Website to support the service

engagement with the program RE=S/Colider
R=S/Bench

/Intel

A website, developed in collaboration
with an external digital agency

b e e | | e | [ [ |

Video content for both the website and
presentations

/Collider  /Collider

Event graphics in both print and digital
formats



https://www.dropbox.com/scl/fi/b65tvqcpb775hc84da4q0/Futures_word_Horizontal-animate-on-and-off_1.mov?rlkey=m6ysdbi97u50lpvoqtof6s0t5&dl=0
https://www.dropbox.com/scl/fi/b65tvqcpb775hc84da4q0/Futures_word_Horizontal-animate-on-and-off_1.mov?rlkey=m6ysdbi97u50lpvoqtof6s0t5&st=ke7mdz1i&dl=0

SERVICE BRAND:
FUTURE OF CITIES

CLIENT:
Cushman & Wakefield

PROJECT OVERVIEW:

The objective was to develop a visual
identity for the launch of a new service
focused on exploring the future of cities and
the change of our metropolitan areas within
the UK, that encompassed our economies,
our infrastructure, our communities and

our real estate which are all built on the
foundation of our cities.

The platform aimed to highlight how future
trends in the real estate market would
affect clients, while also offering tailored
insights relevant to their specific sectors and
geographies.

This project was delivered as a partnership
with an external agency. My role, to align
the Cushman & Wakefield brand to the
ideas of the lead partner, whilst pushing to
the limits to sell in the new service.

DELIVERABLES:

Positioning of the Cushman & Wakefield
brand

DELIVERABLES INCLUDED:
e Afull visual identity system

* Brand guidelines to support internal
engagement with the program

* A website, developed in collaboration
with an external digital agency

e Video content for both the website and
presentations

e Event graphics in both print and digital
formats

i\

ARE YOU OPTIMISTIC ABOUT
ECOMNOMIC CONDITIONS IN
YOUR CITY?

IS IT A GOOD PLACE TO FIND
A JOB OR GROW A BUSINESS?

D |:: © -

Explering the future of

—

-

our metropolitan areas " Duricities anc !_'\:"}ur way of
arcund the glabe life need a radical shift

allla S5

of existing roles

will become at high N
risk of automation. ‘\&

cav

7 e
cushwaks Swaar_t_purpis Duy looks & Mtle dMerent scross
alia aecl Herw Zaslarsd this il i

A t
dhabed up e prarple in support of LOBTOAAS youth in.

HMAN
KEFIEL

intell
and machine learning will
replace your job
in the next 5 years?

of existing roles
will become at high
risk of automationi

FUTUE-CITES




v
W Chwwme Fls B0l Ve  Hstoy  Bovkewks  Profies  Teb G o 0 % @ 0 ¥ A B O Twiaiam

...BUT SOMETHING ISN'T RIGHT

THE FUTURE
F CITIES

RECEPTION  CITY ARCHIVES AMALY EXPERTS

WHY DO CITIES EXIST?

RICHARD
PICKERING

|||I CUSHMAN &
il WAKEFIELD

“ITVE OF



https://www.dropbox.com/scl/fi/e386ugnimevu0971k3m0x/Future-of-Cities-Intro-Video-h264.mov?rlkey=abs7pouhbw99ta3ky6ep0019h&dl=0
https://www.dropbox.com/scl/fi/x7cnlf9mnkzqrk6inuu4n/Hyper-reality2.mp4?rlkey=4lwtrg5svlqnp5syol2lrfhbx&dl=0
https://www.dropbox.com/scl/fi/487bzfx41l2tp7o3am8fg/Dinner-Automation-Glitch-End.mov?rlkey=ympspjn6h8qs7gnxcylwli79l&dl=0
https://cushmanwakefield-mnl-emea.preview.ceros.com/foc/page/page-62d504ca88ea8?redirect=false

STRATEGIC ALIGNMENT:
UK & IRELAND 3 YEAR PLAN

CLIENT:
Cushman & Wakefield

PROJECT OVERVIEW:

The objective was to create a visual identity
to support the launch of the UK & Ireland
CEO's new three-year business plan,
ensuring alignment with the broader EMEA
and global business strategies.

The goal was to design a visual language
that simplified complex business changes
and effectively engaged employees. This
was achieved through a range of channels
including environment graphics, films,
presentations, and a dedicated intranet site
designed to serve as the central hub for
information and engagement throughout
the three-year period.

The project was delivered in close
collaboration with the UK Internal
Communications team and the UK & Ireland
CEO.

DELIVERABLES:

Positioning of the UK & Ireland 3 Year
Business Plan to engage internal staff

DELIVERABLES INCLUDED:

* A visual identity to represent the core
pillars of the business plan

* A launch film introducing the plan’s
purpose, followed by a series of videos
detailing individual components of the
strategy

e A dedicated intranet site for ongoing
internal communication and engagement

* Environment graphics implemented
across all UK & Ireland offices

e i din
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https://www.dropbox.com/scl/fi/7piwdtmkph7ezcf931o44/Three-Year-Business-Plan.mp4?rlkey=pufci6sib8l7vywu7plvlhzgi&st=y8hhdb2l&dl=0

CORPORATE CAMPAIGN:
IWD2022

CLIENT:
Cushman & Wakefield

PROJECT OVERVIEW:

Cushman & Wakefield's IWD 2022 centred
on celebrating women'’s achievements,
spotlighting female role models and
reinforcing a company-wide commitment
to equality and inclusion—all under the
unifying message of #BreakTheBias.

The campaign publicly acknowledged

and thanked the dynamic women at
Cushman & Wakefield who embody the
spirit of #BreakTheBias through internal and
external communications.

DELIVERABLES:

Global corporate campaign to support
International Women'’s Day

DELIVERABLES INCLUDED:

* Website and mobile landing graphics and
social media graphics that were drip fed
through the week 8th March

* Landing page that had stories from
women across Cushman & Wakefield
to recognise their contribution through
their individual stories in real estate that
demonstrated their professional impact

* Internal visuals for digital screens and MS
Team backgrounds

r #CWBREAKTHEBIAS
#IWD2022

4

INTERNATIONAL

DAY

THE

OF
CUSHMAN &
WAKEFIELD

Global corporate website - Campaign page

/

INTERNALTIONAL

BREAKTHEBIAS

INTERNATIONAL

r #CWBREAKTHEBIAS
J #IWD2022

CUSHMAN &
WAKEFIELD /‘

INTERNATIONAL

INTERNATIONAL

0 #CWBREAKTHEBJAS
A i

INTERNATIONAL

DAY internal digital screens

WOMEN'S
HISTORY
MO NTH

Communication graphics; banners; mobile;
website landing page; social, MS Teams and

Website and mobile landing pages

Connect banners - series ran, customised to
local and global talent

Social graphics to include Instagram, X (Twitter)

Digital screens

Microsoft Teams backgrounds



EVENT BRANDING & PROMOTION:
7 TOWERS IN 7 HOURS

Branding for the event, extended to run in various countries with local charity.

Video to communicate the vision for the plan

Cushman & Wakefiled

This campaign was hosted by the London
Markets team who tackled climbs of seven
of London'’s tallest buildings in a single day
to raise funds for the charity XLP.

[}
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www.justgiving.com/7towers www.charitydonatingURL.es

LONDON
BARCELONA

The team triumphantly ascended
approximately 5,800 steps—equivalent in
height to 1.17 km, or about four times the
height of the Eiffel Tower.
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By the end, they had surpassed their
fundraising target:

Raised around £70,000 via JustGiving

Estates Gazette reported nearly £78,000
donated

Al funds supported XLP, a charity

dedicated to mentoring young people
from disadvantaged London estates via O
mobile community buses

SINGAPORE

1 I
1 1
| POSITIONING !
| OF LOCAL 1
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= WAKEFIELD. | !

www.charitydonatingURL.es G London Markets is fundraising % (S8 =

7 Towers in 7 Hours . (EE— : a & ~ RN
JustGiving »

Branding of event in London and identity
to support similar activities in other global
offices

Promotional event merchandise

Merchandise to support the event on , AN ’ )
the day such as t-shirts, event banner ( I\ \
graphics and signage for leading teams ‘ [ IR “
to destinations and around London

£75,061

93 supporters
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Share

Film to promote the partnership of f
Cushman & Wakefield and XLP, and the
wider impact of the event to encourage
donations ;‘

|
‘ | London Markets XLP

London Markets 7 Towers Challenge XLP

LONDON

‘ Story No supporters yet

#7 TOWERS

| |
\ /
\ | | ‘ | or th September, Cushman & Wakefie on Markets team will be climbing seven of

The team was personally congratulated } |
in the evening by Sir Stuart Lipton, \ “
who is actively involved as the Mayor’s

Champion for Tottenham in developing

Gladesmore School's community facilities


https://www.youtube.com/watch?app=desktop&v=AFC6ZEo848Mfundraising/7towers
https://www.justgiving.com/fundraising/7towers
https://www.youtube.com/watch?app=desktop&v=AFC6ZEo848Mfundraising%2F7towers

BRAND AWARENESS:
CHRISTMAS GAMIFICATION

CLIENT:
Cushman & Wakefiled

PROJECT OVERVIEW:

The objective was to engage clients in a
way that enhanced their connection with
the Cushman & Wakefield brand while
demonstrating that, as a corporate real
estate firm, we could communicate with a
sense of creativity and approachability.

Instead of producing traditional printed
Season'’s Greetings cards, which involved
significant print and production costs, we
opted for a more interactive and cost-
effective alternative.

This initiative served as an opportunity to
drive brand engagement through a more
dynamic and memorable experience.

* Nearly 10 thousand people played the
game in the 28 days it ran

* Just over half a million impressions on
social media channels

* 571 shares on corporate social channels

* Increased time on the Cushman &
Wakefield site for the game by 37% in
comparison to the cushwake.com main

pages

DELIVERABLES:

Brand Awareness/Engagement :
Gamification

DELIVERABLES INCLUDED:

* Visual treatment of game, packaging and
card design for both print and digital,
including social media graphics

e Game idea ‘Smash the bauble-bauble’.

* Worked with a digital company to
produce the online game for both
desktop and mobile

* Created a prize element sent out to each
winner of the game daily — a glass bauble-
bauble as a keep-sake with the game
visuals and a ‘Season’s Greetings' card

Bauble Game Campaign
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CONFERENCE: EUROPEAN
PARTNERS’ & DIRECTORS’

® Chrome File Edit ‘ Chrome  Fila Edit  View Mistory Bookmarks Profiles Tab Window  Help
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The Partners’ and Directors’ conference was ﬂ Cushman & Wakefield Conferences Directors Partners Cannes Winning Together Staging Fims EventBranding iPad Interactivity ~Environment Design  Presentations  Production

to reinforce our wider European platform,
to highlight the opportunity for cross-selling

via the global platform, sector alignment = e 2o _ ' . <2y - @ susamans
and engage with new corporate messaging S AT T e A : R oo : P oume: | il b r .
being developed to 700 senior members ji e . . ' ) _ A ' i

from our European and wider global firm. / ; i ‘ e AR

My role was to work with partners to bring
the conference together from the visual

treatment, reinforcing the messaging and
delivery of the conference. ‘WINNING TOGETHER’

DEACH OF
DISTiwCTION

European Internal Staff Conference

Event theme and branding: Created
the visual treatment around the theme
‘Working Together’

Stage building: Worked with AV and
stage company to build a 360° stage (in
the round) and supply full AV support to
produce the event

Film assets and production: Worked

with a film company to produce a set of
14 films and the producer to lead the
filming of the event and live broadcast

at the event that was being transmitted
online, to the wider firm. Also produced a
film wrap to encapsulate the value of the

" 7 /. Y/ /
conference / IRy , TTBR, : ) /0/7/7
LT B 7 \v-\

2 /I
Event production: Worked with XN  z - e, Y\ 7, ey 'V’f/// /
5::;|ieprrfo ;roggce tﬁé Zeliv\\/”eryir:c;?ep X / e @ Y ////4//////////%//

conference content and interactivity using QQ
individual iPads

Presentation documents: Created and
delivered numerous presentations for key
speakers

Party event: Delivery of an end of
conference party at second location


https://www.dropbox.com/scl/fi/vo6f465z8rla9n67d07z5/2_Intro_Film-2.mp4?rlkey=qzmiyh1iska6o85xyupi9f8ui&dl=0
https://www.dropbox.com/scl/fi/i0nebjjxu5x3c2bdzesyg/1_I-Pad_Film.mp4?rlkey=a0fc2ugi6rvge767xr5sqyk16&dl=0
https://www.dropbox.com/scl/fi/vpf3xm1jnx1vy79hk1q9f/4_InternationalCollaboration.mp4?rlkey=fye6kqy11j9i1f82euf0njsul&dl=0
https://www.dropbox.com/scl/fi/4n2jx0ibcoomqonvzcw9i/3_Around_The_World.mp4?rlkey=ct0ojxm5q4lctqx9jre3ujmpz&dl=0
https://www.dropbox.com/scl/fi/ipmouxdz7a7xel51eekao/7_WinningTogetherDOD.mp4?rlkey=4lpbm27fgx8ev0ce0x53b9ajb&dl=0
https://www.dropbox.com/scl/fi/f1fjoeznaqnh7km9z7jav/5_MakingAFilm.mp4?rlkey=3re3vql8jg3y5frdb1qpjo0l6&dl=0
https://www.dropbox.com/scl/fi/8zu4s0y31cfxemkwinkvl/Wrap-Film-01.mp4?rlkey=2pk74gcisxrxd8ayln18s34bq&dl=0
https://www.dropbox.com/scl/fi/9uno2bx14rkjoyp20q27f/13_Closing_Film.mp4?rlkey=bp1cp0vbswi326topvxjnn5ux&dl=0
https://www.dropbox.com/scl/fi/xm785he8pa2hdlhsia4yy/6.-BidToWin_WIP_v4-2.mp4?rlkey=2voewitb0e3iumh144j1vgy35&dl=0

CONFERENCE:
ASIA LEADERSHIP
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The Asia Leadership Conference was Al Cushman & Wakefield Conferences Leadership Shanghai Staging Fims EventBranding Environment Design Presentations  Production

designed to bring together leadership
teams from across the region and build on

the messaging established at the European ' y CUSHMAN &
gng P ‘! \ - ¥ WAKEFIELD.

Partners’ and Directors’ Conference. With

a new theme of "Transformation,’ the event
focused on showcasing progress and
developments since the European conference,
while maintaining alignment in strategic
messaging. My role involved collaborating
with suppliers and partners in Asia to shape
the visual identity of the event, reinforce key
messages, and support the overall delivery of
the conference.

Asia leadership internal staff conference

Event theme and branding: Created

the visual treatment around the theme
“Transformation’ to include motion graphics
for the screens

Stage building: Worked with AV and stage ."ﬁg ﬁj&é‘#ﬁ
company and supply full AV support to w Py

produce the event

Film assets: Worked with a film company to
produce follow on film tailored for the Asia
market

AV production: | was the live producer for
the Asia Conference, calling and producing
the live event alongside the AV team

Event production: Worked with an app
supplier and produced the delivery of the
conference content and interactivity via
mobile devices

Presentation documents: Created and
delivered numerous presentations for key

speakers. ———
Party Event: Delivery of an end of

conference party. ‘——)



CONFERENCE:
GLOBAL LEADERSHIP 2020

CLIENT:
Cushman & Wakefield

PROJECT OVERVIEW:

The Global Leadership Conference was
designed to bring together teams from
across Cushman & Wakefield globally. Held
during the COVID-19 pandemic, the event
was delivered entirely online in response to
restrictions, with the aim of strengthening
internal relationships and reinforcing the
importance of client connectivity.

My role involved collaborating with brand
leads in the US and Asia, and providing key
AV assets to support the event's delivery.

DELIVERABLES:

Global leadership internal staff conference

DELIVERABLES INCLUDED:

e Consulting on direction of the conference
for European leads

* Presentations to support the European
business

e Set of six EMEA client films produced
in-house

* Animations of ‘straps’ for all speakers

Branding

ACCELERATE

R JOURNEY- B>

Picture in Picture for live camera feeds

Straps - ready for overlay in production

PowerPoint Deck Template
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EMEA Client films
from EMEA business


https://www.dropbox.com/scl/fi/1p0bmehyqkcp2fnweky9r/STRAPS_TRIPLE_RED-Colin-Wilson.mp4?rlkey=9dwjutbbezn0cqr77dchya6k4&dl=0
https://www.dropbox.com/scl/fi/nvryv6oa3t0tssv6qy6xd/3.-OPERATIONAL-EXCELLENCE4.mp4?rlkey=auiht819bqb6txrsk5xllsapx&dl=0
https://www.dropbox.com/scl/fi/xt2s1mi4gerk44kpqevcq/Film9-GLC2020-THE-OFFICE-AND-ITS-FUTURE4.mp4?rlkey=was8t0duzzqa9zt38k2b2sbmo&dl=0
https://www.dropbox.com/scl/fi/sx9avopjk1gucc7ab5ul5/Film15-GLC2020-CLIENT-EXPERIENCE4.mp4?rlkey=dz6c7ibzb1lrkqr2o0ylgsmcq&dl=0
https://www.dropbox.com/scl/fi/fskkz20nzjrjo69xy1xr5/Film5-GLC2020-ECONOMIC-OVERVIEW4.mp4?rlkey=jxwtnfqfyrxv3cainrniexhas&dl=0
https://www.dropbox.com/scl/fi/99pavfy4rbraue6lbxu57/Film24-GLC2020-DATA-AND-ANALYTICS4.mp4?rlkey=9pqi2rvnwi7tzj724wcilio0s&dl=0
https://www.dropbox.com/scl/fi/jyimoswqf4vnt6xdrnlc2/Film20-GLC2020-HIGH-PERFORMANCE-CULTURE4.mp4?rlkey=x6ma0i9ft0x9479cc36i5654j&dl=0
https://www.dropbox.com/scl/fi/1p0bmehyqkcp2fnweky9r/STRAPS_TRIPLE_RED-Colin-Wilson.mp4?rlkey=9dwjutbbezn0cqr77dchya6k4&dl=0

CONFERENCE: UK STRATEGY -
DRIVING PERFORMANCE

Cushman & Wakefield

The UK Strategy Conference was
developed to realign the UK business
around a new organisational approach.

| worked closely with the UK CEO, Head of
UK Strategy, and Head of UK Operations
to create communication assets that
supported the launch of the new strategy.
This included developing the visual identity
for the conference under the theme ‘Make
an Impact.’

The event took place during the COVID-19
pandemic and was delivered online to all
UK staff.

UK Strategy internal staff conference

Event theme and branding: Created the
visual treatment and animated sequences
around the theme 'Make an Impact’ to
include motion graphics for the screens

Film Assets:

Worked on a film with key stakeholders
in the UK under the theme of Driving
Performance - a theme discussed at the
conference

Worked on an explainer film to visually
explain the strategy and how it would
take effect using persona’s

Created a set of films to demonstrate
where we were making an impact around
four sub themes

MEET
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\
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https://www.dropbox.com/scl/fi/ehusqteeidn7sieylbzvn/12.2020-Driving-Performance-UK-Strategy-Q12020_Films_Our-Business_INTERNAL-FINAL.mp4?rlkey=8l0okpe25iimz4nmqc39r0wpx&dl=0
https://www.dropbox.com/scl/fi/qztkat3gpknzcqahx6wsd/12.2020-Driving-Performance-UK-Strategy-Q12020_Films_Persona-Micheal-FINAL.mp4?rlkey=iupf6574mnnoqikyguznoqqms&dl=0
https://www.dropbox.com/scl/fi/uokgld3pvciokyk8y2wg0/12.2020-Driving-Performance-UK-Strategy-Q12020_Films_Our-Values-Sustainability-FINAL.mp4?rlkey=8t070km5b7dork3hehkw9f8ia&dl=0
https://www.dropbox.com/scl/fi/bx7svdmktm5pcryf1veof/12.2020-Driving-Performance-UK-Strategy-Q12020_Films_Our-Values-D-I-FINAL.mp4?rlkey=sie3ol56xstbhutgz0u3cpu1v&dl=0
https://www.dropbox.com/scl/fi/x11axd1cky53oxnvl29js/12.2020-Driving-Performance-UK-Strategy-Q12020_Films_Our-Values-Engagement-FINAL.mp4?rlkey=lc1j8yke6lonnty3pgwzd376v&dl=0
https://www.dropbox.com/scl/fi/u2gf29zcbmnxejem16kp9/12.2020-Driving-Performance-UK-Strategy-Q12020_Films_Our-Values-Charity-FINAL.mp4?rlkey=vw40g43pc5r1tzlafx215eszk&dl=0

ENVIRONMENT DESIGN

CLIENT:
Cushman & Wakefield

PROJECT OVERVIEW:

Over a period of several years, the global
offices have gone through several changes
of which messaging and engaging internal
stakeholders with clear brand messaging
and treatment has been a rewarding
exercise.

DELIVERABLES:

Environment design across UK offices

DELIVERABLES INCLUDED:

* Built and installed lightboxes across our
UK offices to unify the brand messaging

Created messaging on walls around the
new brand proposition, engaging with
clients and internal staff

With the move into new offices it was
an opportunity to revamp and refresh
tired spaces, unify the brand visually and
message core brand elements

Created campaign specific messaging
using empty wall space — unifying current
campaigns across print and digital
Produced spaces for localised messaging

in offices that were easy to manage and
cost effective

|E|.|.|‘I!

CUSHMAN &
D WAKEFIELD

GLOBAL
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PROPOSAL:
LE MADELEINE

Le }-’Iz-ulvl' '

Cushman & Wakefield

Developed a distinctive look and feel for
the pitch, designed to demonstrate a deep
understanding of the Le Madeleine area
and its broader context within Paris.

Produced a brochure-style document that
was both stylish and aspirational, which was
very well received by the client.

The document served as a valuable
reference tool for the client, extending its
relevance beyond the pitch and providing
insight into Le Madeleine and its investment
potential.

Written Submission and Presentation

Collaborated on-site in Paris with French
teams, integrating expertise from retail,
development, and investment teams for
a mixed-use development proposal in
central Paris

Conducted original photography in and
around Paris for use in the pitch materials

Created all illustrations required for both
digital and print formats

The

Lie-Madeleine

.

an iconric building
HISTORY (OF LE MADELEINE'
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PROPOSAL: THE CROWN
ESTATE & OXFORD PROPORTIES

CLIENT:
Cushman & Wakefield

PROJECT OVERVIEW:

Developed a distinctive look and feel for the
pitch, with a focus on simplifying complex
charts and diagrams through a cohesive
infographic-led visual approach.

Created a brochure-style document that
balanced the client’s brand with Cushman
& Wakefield's, establishing a neutral and
professional tone throughout.

DELIVERABLES:

Written submission and presentation

DELIVERABLES INCLUDED:
e Pitch book document

* Appendix document and supporting
materials

® Presentation

“ Outstanding use of
illustrative infographics to
bring the pitch to life and
provide easy understanding
of complex aspects of the
pitch.

PREPARED FOR
THE CROWN ESTATE & OXFORD PROPERTIES

B @l cusHmans
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BROCHURE DESIGN: o

HR POLICIES
WHAT ARE KIT BAYS? WHAT DO | DO IF THE EMPLOYEE
p e ¥ SAYS SHE WANTS TO CH ANGE HER
HOURS WHEN SHE RETURNS TO
CLIENT: wm.m
Cushman & Wakefield

— V4 e i ay TERNITY & |
PROJECT OVERVIEW: . ‘1 &M RB%RPNTIIEYN : rSOPTION LEAVE w

The Human Resources (HR) team required
new materials to help elevate the visibility

H H N AN RESQURCES SOME ONE IN MY TEAM HAS CAN | CONTACT MY EMPLOYEE
of key policies. We started by designing ; . TN OAMED ME THEY ARE WHILSY DHE 1o ON LEAVES
PREGNANT? WHAT DO | NEED =
TO DO?

the maternity and adoption leave brochure, /
using it as a foundation to establish a new
visual style aligned with the updated brand .
elements. This formed the basis for a 111l
broader suite of materials that the HR team : {tr
could continue to develop.

WHILST ON LEAVE, DOES THE
EMPLOYEE STILL HAVE ACCESS TO
THEIR IT SYSTEMS, EMAILS ETC?

CAN | ASK MY EMPLOYEE WHEN SHE
15 INTENDING OM RETURNING TO
WORK AND ON WHAT HOURS?

The design approach was intentionally
people-focused and inclusive, ensuring the
content was both accessible and engaging
for all employees.

DELIVERABLES:
Maternity brochure for UK & Ireland

DELIVERABLES INCLUDED: MATERNITY &

MATERNITY & - SURING YOUR LEAVE ANG KLEFRHO AT APPSO DU EMALOTER'S
ADOPTION LEAVE : : i

ADOPTION LEAVE

e \Written document to be available in
digital format

Wit oy Eaore U B ST DR FTALAITETY 401 SI0ED0 1

FREARAYE CHECHLIFT (1-3 MONTHE
N LBAYED

WHAT 00 | KEED TO DO WHEN 4
EPSPLOYER FETUSIHS TO WORKS

i
* Set a style for Human Resources : C e e
var GETS SGNED OFF SICK BF ORE

o
- AETURN FROM LEAVE - 040 |
A WD BEVONG
= (m)
] OW [0 | AREANCE FOR SOMEONE
8 MAMDOVER PLAN (3-4 MONTHE T AN MY TEAM A% LEAVE COVER?
BEFORE YOU 00 G LEAVES o ¥ . 7
MATERNITY & Bl onE YOUR MFLOYER G008 GH  RIFGRE TOLR EMPLOYEE SOKL OF - PRE BIRTH
£ froiviay

ADOPTION LEAVE TIMELINE

WHER YOUS! ERFLOTEE ROTIFES
YOI THAT SHE 15 PRSGHANT ¢
HAVING A CHAL

L] seon
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BROCHURE DESIGN:
SELF STORAGE REPORT

THE 10
K ¥i
AS FOL g AR E
FouR INVITATION

Cushman & Wakefield . . | 2

CUSHMAN & F i ", w Us FOR
rdﬂ'l wakerieLe [T e 3 H':f:f:;ﬁuc“ OF THE
il S LE Tl

SELF STORAGE

Cushman & Wakefield partners with the
Self Storage Association UK (SSA UK) to

produce the annual SSA UK Self-Storage 2 ~

Industry Report, providing comprehensive .. Sng"A%E

insights into the UK self-storage market. | ANNUAL REPORT 2022

The report contains numerous interesting
insights and was presented using a
professional yet engaging illustrative style.
This approach effectively balanced charts,
diagrams, and infographics, resulting in a
clear and easily actionable presentation.

Creative styling and content management

Written document to be available in
digital format

Invitation for the launch event

SELF
STORAGE

2022 ANNUAL REPORT é -
B o

CUsSHMAN S [ SEBA
d‘wn::rlsm wE==



https://online.fliphtml5.com/etmbb/opsj/

AWARENESS: 20 THINGS TO
KNOW ABOUT SUSTAINABILITY

Cushman & Wakefield

Cushman & Wakefield’s “20 Things You
Need to Know About Sustainability and
Property” is an insightful resource that
delves into the intersection of sustainability
and commercial real estate.

We delivered highlights online using Ceros
so that we could create localised language
versions of the highlights that could be

embedded on local country landing pages.

Online interactive highlights

Produced in Ceros

Local language versions

20 things you need to know about

SUSTAINABILITY
& PROPERTY

ooy 3%
Cities cover only (o)

of the planet’s surface yet
consume  78% of energy
and produce 60% of
greenhouse gas emissions!

More than

people live where
air pollution levels

exceed WHO limits2
P 990090800

OB
tons

of materials are
consumed annually
(or the equivalent of
301,370 Empire State
Buildings)3

N
/XX XX XPXIXDX

Over the next 35
years, we will build

of construction
globaiiy, an entire



https://infogram.com/1pdplgmdy5mwg9um71nngxjq9mfkwqwjwxd

WITH A PASSION FOR FILM

AND ANIMATION, | HAVE BEEN
INVOLVED IN SEVERAL PROJECTS
FROM EDITING TO PRODUCTION
AND CREATIVE DIRECTION


https://www.dropbox.com/scl/fi/6omfrc7a9cnlm49fd08fj/Video-Content-examples-Katie-Kakindiros.pptx?rlkey=umiulaff0pywk48rp9kjan4uq&dl=0

PRINTED WORKS

CLIENT:
Cushman & Wakefield

DELIVERABLES:

Various print works
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WEBSITE DESIGN AND BUILD

Threatproof

FORGING A FUTURE WHERE FIRST-RATE
SECURITY IS THE STANDARD

| was commissioned by Threatproof, a
UK-based cybersecurity firm, to design

and develop their website. As a newly
established business, they required a
professional online presence to introduce
the company, showcase their products and
services, and provide insight into their team
and company culture.

Website

Produced site layouts in Figma

Produced site in Webflow per the request
of the client

Generated their visual online look and
feel

ABOUT THREATPROOF

THREATPROOF FORGES UNBEATABLE
SECURITY ALLIANCES WITH LEADING
CYBERSECURITY VENDORS

icynet < e " RAPIDI} |

Matwaretytes

isecure @ V(}Le »

g cynomi

ABOUT THREATPROOF ARE YOU HJSZ READY?

NI NEWS AND : <2
FEATURES | ™




BRAND ASSETS

Threatproof

Threatproof requested additional services
to unify their brand for trade events and
presentations to potential new clients.

Brand assets

Stationery set including business cards,
comp slips, letterhead, invoicing and
quote digital templates

lconography set for use in materials and
online (website)

PowerPoint deck template

Event banners for various trade shows
and pop up stand graphics

threatprooF

INFITE SETURITE ™.

Etes-sous podt 20uebe KBS
[ —
dos arni

threatprof

A Avenue Lowise 231, 1060 Brussels
W theeatproal.com

threatproof

BE +3243176 0000
UK +44 T4 1230 4768
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threatproof

INFINITE SECURITY ™

Etes-vous prét pour le NIS2?

Réservez votre analyse gratuite
dés aujourd'hui!

MANAGED S0C
vCISO
ENDPOINT & NETWORK SECUR ITY
CLOUD & EMAIL SECURITY

HUMAN SECURITY

DATA SECURITY

COMPLIANCE MANAGEMENT

CYBER INSURANCE

" www.threatproof.com

~
threatproof
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CLICK TO EDIT MASTER TITLE STYLE

= Chck to add text
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* Chck to add text
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RE BRAND, BRAND ASSETS
AND WEBSITE DESIGN & BUILD

CLIENT:

Sian’s Fitness and Nutrition

PROJECT OVERVIEW:

Sian initially approached me to create a
website. During our discussions, it became
clear that her brand needed a refresh —
her existing logo and visual identity felt
outdated. We took the opportunity to
modernise her brand, developing a look
and feel that could be applied consistently
across all aspects of Sian'’s Fitness and
Nutrition. The goal was to maintain
engagement with her existing fitness clients
while repositioning the business to attract
new nutrition-focused clients, an area she
was keen to expand into.

We also created a membership website and
developed a social media strategy aimed
at promoting the brand and engaging both
existing clients and new audiences, with a
particular focus on growing the nutrition
side of the business.

DELIVERABLES:
New Logo
Brand assets

Website

DELIVERABLES INCLUDED:
* Refreshed logo

* Brand guidelines to include logo,
typography, revised colour palette,
iconography and visual photography
treatment

* Brochure and various flyers for print and
new website

* New website
* Social media graphics

* Photography for website and social
media

¢ Films for website and social media

Sian had created the logo
herself when she started her
fitness business ten years ago.

Her logo was dated and
only included fitness, not the
nutrition part of her current
proposition.

The logo was a flat jpg and
had not been produced so
that it could be used across
various media.

l\n/ij

SIANS

BRAND IDENTITY
REQUIREMENTS & GUIDELINES

Eng/‘.'j

L FITNESS AND NUTRITION

\\\’“/% “//I S | A N ! S -~

FITNESS AND NUTRITION ™

SIAN'S

FITNESS AND NUTRITION

Looked at various options

to modermise the logo,
introduce nutrition but keep
elements that related to Sian’s
personality.

Simplifying the multicolour
aspect of the logo and unifying
a brand colourway to inform
the overall brand architecture
in print and online.

T
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SIAN'S

FITNESS AND NUTRITION
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SIAN'S

FITNESS AND NUTRITION
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I'M Poppins Extra Light
HI,
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I'm Poppins semibold.
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I'm Poppins Extra bold.
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GET
STRONGER.
FEEL BETTER!

Strength training is important.
Improving muscle mass will
speed up your metabolism,
you'll improve your bone
strength and improve your
ability to do everyday activities.

Website going live August 2025

FITNESS SHOULD
BE FUN!

Passionate about making fitness enjoyable and

empowering for all. With a focus on personalised training

programs and nutrition guidance, Sian's Fitness and




BRAND CREATION, PROMO
MATERIALS & PHOTOGRAPHY

CLIENT:

New Era Event Management LLP

PROJECT OVERVIEW:

New Era Events Management was
established by Emma, Rachael, and

Alex as they launched their own event
management business focused on property-
related events. Having worked together
for over a decade within a professional
services firm, they recognised the strong
synergy between them and wanted a
brand that reflected both their close
working relationship and the collaborative
partnerships they build with clients.

They had a clear vision for how they wanted
their new brand to be visually represented
and provided a mood board to guide

the creative process. | interpreted their
ideas and developed a range of logo
concepts that captured the essence of their
connection and partnership, ultimately
creating an identity that embodied their
shared approach.

DELIVERABLES:

Brand assets

DELIVERABLES INCLUDED:
¢ New Logo, stationery, PowerPoint deck
e Merchandise

* Promotional film and event photography
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Partner
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https://www.dropbox.com/scl/fi/8ru5prs7zcw7lmxd9vi6b/New-Era-Events-Management-Final-Edit-2025.mp4?rlkey=5zkiq5ce0ovokdqyadh01rbtd&dl=0

Photography assignment for New Era Events Management at a West End Office Agents Summer Party 2025 at Forza Wine, The National Theatre



NEW BRAND CREATION

CLIENT:

VAS Interior Spaces

PROJECT OVERVIEW:

Valerie needed a set of essential visual
assets to launch her company and be client-
ready within a five-day turnaround. She

had clear requirements: her brand identity
for VAS Interior Spaces needed to reflect
adaptability and agility, while maintaining a
vibrant, modern feel that would appeal to
corporate professionals in the commercial
real estate sector.

We collaborated to develop a brand
starter kit, which included a logo, business
cards, letterhead, and financial stationery
templates. These assets were designed
for digital use, enabling Valerie to engage
professionally with potential clients right
from the outset.

DELIVERABLES:

New start up brand

DELIVERABLES INCLUDED:
* New Logo
e PowerPoint Deck

e Stationery

‘ ‘ Katie delivered exceptional
branding for my new
business. She was
creative, collaborative, and
responsive — the results
have already impressed
clients and partners. I'd
highly recommmend her to
anyone looking to elevate
their brand.

VAS

Interior Spaces

VAS

Interior Spaces

VAS

Interior Spaces

VAS

Interior Spaces




NEW BRAND CREATION

CLIENT:

Lucidity Marketing Services

ne/GiDianan | UCIDITY

PROJECT OVERVIEW:

Lucidity Marketing Services needed a brand
identity and launch materials for their new
property-focused marketing business. They
wanted a bright yet professional look that
reflected their adaptability and creativity,
aligned with their tagline, ‘Reimagining
Marketing.” The visual brand was designed
to capture this ambition within their niche

eI | UCIDITY

New start up brand

DELIVERABLES INCLUDED:
* New Logo

e PowerPoint Deck

* Stationery

‘ ‘ Katie's personable approach

! E
and creative delivery of . % .. _. MAIN HEADING HERE
my brand was fantastic. — : MASTER TITLE STYLE b STLE &t :

Yy =" LUCIDITY [ i | i
She listened to the brief . i e '

and brought it to life over a
number of different assets
and | was delighted with
the results.

MAIN HEADING HERE




NEW BRAND CREATION

“S) BORGO TECH @ BORGO TECH

Borgo Tech

Borgo Tech, a property technology
company in the real estate sector, required
a visual identity for both its corporate brand
and its first product, PropT.

PropT

TRANSFORMING REAL ESTATE
FOR A DIGITAL WORLD

The brief emphasised reflecting the tech
sector and illustrating the connected
transaction life-cycle, incorporating
technologies such as blockchain, Al, and
loT — all key elements guiding the creative
direction.

@ BORGO TECH @ BORGO TECH

DIGITAL DISRUPTION IS DRIVING CHANGE

Where is Real Estate on that journey?

New start up brand

Digitisation impact on incumbents across industries - and Real Estate? 1

FUTURE

New Logo
PowerPoint Deck

Stationery

37% DIGITISED ii

Provide an
holistic solution
which re-engineers
all rali el rather than
data rationalises
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NEW BRANDING & PROPOSALS i

- SMITH & WILLIAMSONLONDON
= PROPERTY PROJECT

CLIENT:

Work.Place.Create.

Carrie Amatt

Senior Interior Designer | Technieal Del

Peter Thomas

Senkor interior Designer | Technical Delive

PROJECT OVERVIEW:

Work.Place.Create, a contemporary
architectural and interior design practice,
needed a logo and essential brand
materials as a new start-up. With a focus on
quickly engaging clients, they required a
logo, fonts, colour palette and a proposal
template for a live client bid. The materials
were designed to be easily adapted by their
in-house team for future use.

DELIVERABLES:

New start up brand

DELIVERABLES INCLUDED:

* New Logo, fonts and colour palette

¢ Client Proposal

work.place.create.

L 4
5=

& b
work place create 18
Creating space where people thrive W :"‘f i

- .'_’ i‘

%
-

work.place.create.

Creating space where people thrive




PROPOSAL

CLIENT:
ProMor

PROJECT OVERVIEW:

ProMor, a specialist in interior design,
fit-out, and refurbishment for office and
commercial spaces, needed a fast and
flexible solution for client pitches. We
developed a core proposal template that
could be easily customised to align with
client branding, helping ProMor save
time and reduce costs while maintaining
consistency in their proposals.

DELIVERABLES:

Business development

DELIVERABLES INCLUDED:
* New proposal template

¢ Client proposals




ANNE

BRAND &DESIGN LEAD

PORTFOLIO SAMPLE
2025

| HOPE WE GET TO WORK
TOGETHER SOME TIME



https://www.dropbox.com/scl/fi/q6nclbfrdx4w7i0kiumm5/Katie-Kakindiros-CV-2025-v2.pdf?rlkey=egogarn1j7rozc4vyszm7r179&dl=0
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