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Professional Skills

Software Skills

Experience

Jun 2022 to present - Owner at Kreations Agency. 

Jan 2018 - Jun 2020 - Owner at UP8 Marketing 

July 2020 - Aug 2021 - Director at UP8 Create Ltd 

Jan 2017 - Dec 2017 - Digital Marketer at Happy 4 Life 
Company 

Education
Wrexham Glyndwr University: 

	 May 2025 - BA Graphic Design 
	 Sept 2023 - Introduction to Branding 
	 July 2023 - Printmaking 
	 Mar 2023 - Adobe Illustrator 
	 Mar 2023 - Adobe PhotoShop 
	 Mar 2023 - Adobe After Effects 
	 Mar 2023 - Essential Digital Design, Printing 

and Publication using Adobe 

Contact
+44(0)7399598163 

hello@kreations.agency 

https://www.instagram.com/kreations.agency/

About Me
I am a Graphic Designer with a passion for visual storytelling 

and brand identity. Specialising in crafting clean, engaging 
designs across digital and print platforms, with experience 

in branding, illustration, and UI design. Always exploring 
new trends and tools to bring fresh, strategic ideas to life.

My professional experience includes providing graphic 
design, brand development, website design, social 
media marketing, and video/photo editing services 
to SMEs, along with supporting broader design and 
marketing initiatives.

Hobbies and passions
I am passionate about all things related to design. In 

some capacity, I have been a designer all my life, from 
physical arts and crafts to digital design. I also enjoy 

nature and outdoor activities, healthy eating, and 
regular exercise.
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Bud App 
Brand Identity 

This project involved creating a full brand identity for Bud, 
a Montessori-inspired digital learning platform designed for 
families, with a particular focus on style-conscious parents. 
The brand combines a clean, organic feel with a sense of 
luxury, using a soft pastel palette (lavender pink, sage green, 
and light blue) and a rounded lowercase logotype featuring a 
bear icon.

Brand guidelines were created to maintain consistency 
across print and digital platforms, supported by mock-ups 
showcasing real-world applications. 

The design process followed the design thinking framework, 
with a strong emphasis on audience empathy and Montessori 
principles. Key challenges included balancing playfulness with 
sophistication and refining the bear character to appeal to 
both children and adults.

Tools used: Adobe Illustrator, Photoshop, Indesign.

Little Paws, Big Adventures

Inspiring Growth, Together 

Con�dent Families, Curious Minds. 

Inspiring Growth, Together 

Bud 

Bud 

Bud 

“Children are souls
to be nurtured
not products

to be measured”
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Introduction

Introduction

A B O U T

Bud was created from the heart by a mum, for families.

As a mother of five girls, I understand the beauty, chaos, and 

magic of raising children. I also know how powerful it can be 

to have tools that support not just learning, but connection, 

creativity, and confidence for both children and parents.

Bud was born from a deep desire to bring those values to life in a 

meaningful, modern way. Inspired by Montessori principles and 

the natural curiosity of children, Bud is a digital space where play, 

exploration, and education come together in harmony.

But Bud is more than just an app. It’s a brand built on calm design, 

gentle colours, and thoughtful experiences, designed to grow 

with your family. From interactive learning moments to digital 

characters that feel like friends, every detail is crafted to spark joy, 

encourage independence, and empower families to thrive.

At Bud, we believe in doing things with care, from the way we 

communicate, to the visual language we use, to the message we 

share. We want parents to feel supported, children to feel inspired, 

and families to feel more connected than ever. This is more than a 

project; it also connects personally.

Welcome to Bud. Let’s grow together.

Introduction

V I S I O N

To create a world where families feel 

supported, children are inspired to learn 

through play, and every moment which 

is big or small, helps nurture connection, 

confidence, and joy.

We envision Bud as a trusted companion 

in modern parenting, blending gentle 

design with meaningful learning to help 

families grow together.

“Start your lesson now.”

“You should be doing better.”

“This feature must be used correctly.”

“Strict learning structure for children.”

“Parents must complete this step before continuing.”

“We believe education should follow structure.”

“Let’s explore together.”

“You’re doing an amazing job.”

“Bud is here to support you.”

“Gentle guidance for growing minds.”

“Take a moment to enjoy this with your child.”

“We believe in learning through play.”

Introduction

T O N E  O F  V O I C E

S AY  T H I S

N O T  T H A T

Logo
M E A N I N G

The Bud logo features a rounded lowercase b for a sense 

of comfort, with Bud the Bear hugging a group of trees to 

symbolise protection and connection to nature. The bear’s 

heart-shaped nose represents care and compassion.

+ +

Logo
A P P I C O N

The Bud app icon is often the first point of 

visual contact between users and the app. As 

a key element of the brand’s identity, it must 

serve as a clear and intuitive representation 

of Bud’s purpose and values, rooted in care, 

growth, and connection with nature.

The icon should be simple, distinctive, and 

thoughtfully designed to remain effective 

across a range of contexts, including the 

device home screen, app store, notifications, 

and settings. It must scale seamlessly across 

various sizes and devices without losing 

clarity, recognisability, or visual impact.

Logo
F A V I C O N

The Bud favicon is a simplified version of the 

logo, featuring the lowercase ‘b’ with the bear 

icon, designed for clarity and recognition at 

small sizes.

A well-designed favicon serves as an important 

branding tool and enhances the user 

experience. It acts as a small yet impactful 

visual cue that helps users quickly identify your 

site among many open tabs or bookmarks.

bud.com

Logo
S I Z E

While there is no strict maximum size for 

the Bud logo, it should always be scaled 

proportionally and placed appropriately 

within the design context. Avoid any 

stretching or distortion that may 

compromise its appearance.

For clarity and legibility, the Bud logo 

should not be used below 33 x 50 pixels in 

either print or digital formats. Using the 

logo smaller than this minimum size will 

result in a loss of detail and visual integrity.

If required for smaller branding, use just 

the lowercase ‘b’ with the bear inside to 

maintain recognisability at reduced sizes.

33px

50px

25%

50%

75%

100%

Brand & Identity

Guidelines

Brand Identity Manual

Inspiring Growth, Together Welcome 

To Bud

We’re so glad you’re here.

Bud is more than just an app, it’s a thoughtfully crafted space where learning, play, 

and family life bloom together. Rooted in Montessori values and inspired by nature, 

Bud is designed to feel calm, nurturing, and intuitive for both parents and children.

Our brand reflects this same ethos: soft, organic, and full of fun. With every colour, 

shape, and character, we aim to create a world that feels gentle yet powerful, where 

education is beautiful, and exploration is encouraged.

Whether you’re designing for digital or creating content that brings Bud to life, this 

guide is here to keep everything aligned. You’ll find our visual language, tone of 

voice, and all the elements that make Bud feel like… well, Bud.

So, take a moment to explore. Let our pastel palette ground you, our rounded forms 

guide you, and our story inspire you.

Together, we’re building something meaningful, an experience that’s as stylish, 

smart, and nurturing as the families who use it.

Welcome to Bud. Let’s grow together.

Introduction

V A L U E S

At Bud, we believe that learning should be 

more than just educational, it should be 

nurturing, joyful, and deeply connected to 

everyday family life and the world around 

us. Our core values shape every experience 

we create, every feature we design, and 

every moment we share with families.

J O Y F U L

E M P O W E R I N G

N U R T U R I N G

C O N N E C T E D

O R G A N I C

V A L U E S

G R O W T H

Introduction

M I S S I O N

At Bud, our mission is to nurture 

confident, curious, and connected 

families through thoughtful digital 

experiences and nature exploration.

We aim to support parents and inspire 

children by combining Montessori-

inspired learning with playful design, 

empowering every family to grow, 

explore, and thrive together.

Logo

Logo
P R I M A R Y  L O G O

Always use the logo in its original form. Do not 

distort, stretch, or alter the proportions of the logo.

The logo should be used on clean, uncluttered 

backgrounds to maintain visibility and legibility.

Ensure that the bear image within the “b” is always 

clear and recognisable.

Logo
PA R T N E R S H I P  L O C K U P

Partnership logos should follow Bud’s 

clear space rules. The bear favicon is 

used as a separator between logos. This 

maintains visual balance while reinforcing 

brand identity in a clean, subtle way.

Logo

Spacing and alignment guidance for 

aligning product names with the logo.

P R O D U C T  L O C K U P
Vertical 

Lockup

Horizontal 

lockuplllabel

label
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Inspiring Growth, Together
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Chester Zoo 
Campaign
This university project centred on creating a striking 
advertising campaign to promote the arrival of three new 
Asiatic lions at Chester Zoo. The aim was to build excitement, 
raise awareness, and drive footfall through a vibrant multi-
channel approach that included three large-format train 
station posters and a complementary Instagram social media 
campaign.

The visual identity of the campaign was designed to feel 
powerful yet approachable, using striking imagery of the 
lions, warm earth tones, and dynamic typography. Each 
poster told part of a visual story to spark curiosity and draw 
viewers in.

With a focus on storytelling and emotional impact. A 
key challenge was creating a consistent tone that felt, 
adventurous, and visually cohesive across both print and 
digital formats.

Tools used: Adobe Illustrator, Photoshop, and InDesign.
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Chester Zoo Chester Zoo
Chester Zoo

ROAR WITH POWER B ORN TO RULE MAJESTIC BEAUT Y
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This project involved creating a refined brand identity 
and website for N&N, a contemporary jewellery brand 
aimed at modern, fashion-forward consumers. The brand 
reflects a balance of minimal elegance and individuality, 
with a focus on clean layouts, neutral tones, and subtle 
luxury.

The website was designed to be visually engaging yet 
user-friendly, showcasing product collections with 
spacious, editorial-style photography and intuitive 
navigation. The design emphasises unique character of 
each piece, enhancing the customers experience across 
desktop and mobile platforms.

Tools used: Adobe Photoshop, Illustrator, WordPress and 
WooCommerce.

N&N Jewellery 
Website Design

Alongside the website, a full set of brand assets 
and mockups were created to demonstrate N&N’s 
visual identity in real-world contexts. These 
included the monogram logo, jewellery box 
design, styled imagery, and applications of the 
logo across various brand touchpoints.

The brand identity conveys understated luxury 
while remaining accessible and trend-aware, using 
elegant typefaces and a muted colour palette to 
appeal to a style-conscious audience.

Tools used: Adobe Illustrator, InDesign, Photoshop.

Brand Identity
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A full website was designed for Nestlings Forest School, 
reflecting the brand’s nature-based, child-centred ethos. 
The site combines hand-drawn illustrations, earthy tones, 
and organic shapes to create a warm, inviting digital 
experience. Structured for intuitive navigation, the layout 
highlights the school’s educational approach, outdoor 
ethos, and community values.

Illustrated elements and textured visuals enhance 
storytelling while ensuring accessibility across devices.

Tools used: Adobe Illustrator, Photoshop, InDesign, 
WordPress.

Nestlings
Forest School

Website Design
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A complete brand identity was developed, 
inspired by forest textures, natural forms, 
and the Montessori philosophy. This 
included a hand-drawn logotype, a soft 
and earthy colour palette, whimsical 
illustrations, and custom icons.

The visual system was designed to feel 
nurturing, playful, and grounded in nature, 
aligning with the values of early years 
outdoor education. The branding supports 
consistency across signage, uniforms, 
stationery, and digital platforms.

Tools used: Adobe Illustrator, InDesign, 
Photoshop.

Content was created to bring the Nestlings brand to 
life on social platforms, with a focus on community 
engagement and parent communication. This included 
branded templates, story highlights, illustrated posts, 
and educational content designed to build trust and 
convey warmth.

The social media strategy balances professional 
consistency with the authentic, earthy tone of the 
school, reinforcing the brand’s mission and values.

Tools used: Adobe Indesign, Photoshop, Illustrator, 
After Effects and Premiere Pro.

Nestlings
Forest School

Nestlings
Forest School

Brand Identity Social Media 

Nestlings Forest School
Nestlings Forest School
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This uni project involved developing a full brand identity 
for Wonticious, a quirky, strawberry-scented perfume 
aimed at a teenage audience. The brand embraces a 
playful, energetic aesthetic, combining bold personality 
with a sense of fun. Character-led design inspired 
by the stylised fashion of Rainbow High dolls, with 
whimsical and imaginative influences from Charlie and 
the Chocolate Factory. The custom character wears a 
colourful outfit adorned with strawberries, helping to 
build a recognisable and engaging brand world that 
resonates with Gen Z consumers.

The design process explored how to capture a sense 
of individuality and self-expression through colour, 
illustration, and tone of voice. Key challenges included 
making the design feel both fashionable and accessible 
while standing out in a competitive teen fragrance 
market.

Tools used: Adobe Illustrator, Photoshop, InDesign.
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Brand Identity

W  WON T I C I OU S

W  W  WON T I C I OU S
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THANK YOU


