Jon Abbott

Visual worlds for
commerce and culture



With an ambitious new owner and one of the world’s CLIENT “We fell for the cool typeface

most esteemed horologists on board to develop a new Urban Jirgensen Sfls;gno(gﬁesfgziiyd;}: Cr?elgf‘fgaphy
collection, this 250 year-old watchmaker needed an STUDIO Jﬂrgfnsen himself)” S
identity that would take them into a new era. Winkreative —VIVIAN MORELLL, GQ

The centrepiece is a custom-drawn logotype which grjgr}l)zzlniflentit “Urban Jurgensen is one of those
takes inspiration from the ‘King’s Watch’, designed in Custom typogzaphy for product IVRYK brands.”
1820 for the future King of Denmark, Frederick viI. Custom typeface for communication — RACHEL CORMACK, ROBB REPORT
This logotype then informed an original typeface, Display hardware
which is used for communications in print and online. Packaging concept

Furthering the intricate craft at the heart of the COMMISSIONS
brand, a punch mark and a series of numerals were Custom typeface with Seb McLauchlan

Display tray by Moran’s Wood Components
developed for use on the watch.

A new face for a
storied watchmaker



THE MOVEMENT OF TIME

Urban Jirgensen is the most famous of dynasty
of watchmakers that begins with his father,
royal watchmaker Jorgen Jorgensen, and the
founding in 1773 of the family business.

8

THE POWER OF MOVEMENT
The movement is the internal mechanism
that powers an automatic watch

=== the beauty of movement

MOVEMENT ACROSS OCEANS
Jirgensen created marine
chronometers for the Danish Navy

A ROYAL MOVEMENT

The King’s Watch, made in 1820 by Urban Jirgensen
for King Frederick vir of Denmark, inspired the
lettering in the custom-drawn logotype
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THE MOVEMENT OF THE HAND URBAN JURGENSEN

From the hand-lettered watches of Urban’s
day to Kari’s design of the new collection,
the movement of the hand defines the
world of Urban Jirgensen




URBAN JURGENSEN












Born on the 5th August 1776 in
Copenhagen, the son of the royal
watchmaker Jgrgen Jgrgensen

U : ' —1 The UJ-1 miniaturizes and adapts

a version of the legendary pocket

> THE 2 5 OT]_[ watch movement into a wristwatch

for the first time ever—a feat that

ANNIVE R S ARY has l?een ts]i)u%)ht ]1)9y watcl.lll.nakers
W AT C]_[ since the Oval’s unveiling.



Robb Report

THE GRAIL IS
THE UJ1—A WRISTWATCH
TAKE ON A LEGENDARY
OVAL POCKET WATCH, [...]
BEGUN BY THE LATE
DEREK PRATT
OF URBAN JURGENSEN
AND FINISHED BY
HIS PROTEGE,
VOUTILAINEN.

PAIGE REDDINGER

DISCOVER MORE

FINANCIAL
TIMES

WITH A RENOWNED
WATCHMAKER AT THE
HELM AND TECHNICAL

INNOVATION, THE BRAND
AIMS TO BE A ‘REFERENCE
POINT’ AGAIN.

ROBIN SWITHINBANK

DISCOVER MORE




Over the past decade, Cain International had grown
from a niche investment platform into a global firm
leading city-defining developments, and their brand no
longer reflected the strength or scale of their platform.
This was an important moment to step back and reset.
As part of the rebrand, Cain were advised to shorten
their name by dropping the ‘International’. This new
name allowed for a more confident brand expression,

with the logotype set all caps in custom drawn lettering.

The pointed, wedge serifs speak to the strategic
positioning of the value of acumen, which aims to
reveal Cain’s sharp and clear perspective on the world.

Continuing the theme of the positioning is a pattern
device which suggests growth, precision and framing.
It forms a recognisable graphic signature for the brand,
and can be deployed on its own, as a grid-like structure
to house visual content, or overlaid across static or
moving imagery.

A visionary perspective for
the intelligent value creators

CLIENT
Cain

STUDIO
Winkreative

OUTPUTS
Brand identity
Art direction
Website

COMMISSIONS
London photography by Dan Wilton

Los Angeles photography by Ye Rin Mok
New York photography by Paul Barbera

Web development by ON

“The refreshed Cain brand reflects the

focus and maturity of our business.
It speaks to our ambition to build
lasting value—to shape places,
brands and experiences that resonate
far beyond bricks and mortar.”
—JONATHAN GOLDSTEIN

CO-FOUNDER AND CEO OF CAIN

“Every now and again, a singular

name is all that is needed to identify
a person or a brand. Think Madonna,
Cher, Rihanna, Prince, Sting—and
now, Cain.”
—CATHY CUNNINGHAM

COMMERCIAL OBSERVER
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Breakdown of Luxury Hotel Supply Kind regards
)

8.1% Jonathan

o
1,800 1.7% 8.0%

1,600 7.5%

Jonathan Goldstein

Chief Executive Officer

CAIN

1,400 7.0%

6.6%

1,200 6.5%

1,000 6.0%
800 5.5%
600 5.0%

200 4.5%

Luxury Hotel Supply (In Thousands)
Portion of Total Global Hotel Supply

4.0%

<A Reply ~> Forward

2013 2024 2034

@ Americas @ APAC EMEA Global Portion

JLL, Evolution of Global Luxury Hospitality 2023

Geographic Exposure

(By ABR)
PORT
NL 4%
12% ‘ UK
29%

ESP
14%

Yemisi Laleye S FOL

15% 25%

Senior Financial Controller

020 7569 9000

yemisi.laleye@cain.com
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A 2‘1 ‘_ LR . estate landscape, the UK's position as an established and transparent

market is at the forefront of investors minds.
...see more

“If rates come down—particularly
an extraordinary rate cut—that
would fuel more activity from
core capital, which then helps
the rest of us.”

ArviA. l. Luoma

C€Q 340 - 2 comments - 23 reposts 1d

) Like O Comment > Repost > Send

Dublin, Ireland
Coopers Cross

UK I&L Portfolio

10 Assets

Paris, France
Colisee Il
Sens

Montemor-o-Novo &
Vila Verde, Portugal
Sonae

UK PBSA Portfolio

6 Assets

UK Net Lease Portfolio
2 Assets

Madrid, Spain
Juno Portfolio
lllescas

Northern Spain &
Balearic Islands
Eroski

London, England
Islington Square
The Stage
Belvedere

GDL

Galliard Group
Maslow’s Group
AlIBright
Swingers
Prezzo(2)

Aman Group(3)

Cologne, Germany
Kerpen
Barcelona, Spain

Juno Portfolio
Gava Mar

Courchevel, France
Six Senses Courchevel

Waalwijk, Netherlands
Van Mossel

Copenhagen, Denmark
Danske Fragtmeend | &

Poznan, Poland
Amazon
ID Logistics

Warsaw, Poland
Fabryka PZO

Krakow, Poland
The Park Krakow

Budapest, Hungary
Eotvos 12

Munich, Germany
Koryfeum

Erfurt, Germany
Erfurt

Ketsch, Germany
Ketsch






CARMEN CALIN
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Knight Frank Research provide cutting-edge, data-led
research which analyses important trends across the
global property market. They publish findings through
reports, podcasts, videos, newsletters and social media,
and needed a visual identity and design system that
could unify the myriad outputs.

Alongside the launch of the new brand, I art directed
the cover for The Wealth Report 2023, commissioning 3D
studio Mainframe to create a key visual.

Knight Frank Research returned in 2025 and
commissioned the full design of The Wealth Report
which expanded the design language and included
illustrations, infographics and photography.

Making in-depth

CLIENT
Knight Frank Research

STUDIO
Winkreative

OUTPUTS

Brand identity
Art direction
Campaign visual
Report templates
Report design

COMMISSIONS
2023 key visual with Mainframe
2025 infographics with Matteo Riva

research accessible

“Wink’s team helped us move

decisively into a new era of direct-
to-client communication—elevating
the impact of our research through
email, social media, and video.
The result, exemplified by The
Wealth Report redesign, is a more
engaging, and future-facing brand
expression that reflects the quality
and global reach of our thinking.
It’s been transformational.”
—LIAM BAILEY, GLOBAL HEAD,
KNIGHT FRANK RESEARCH






Knight 22 Knight Frank Research

Frank

Re-occupancy rates indicate the future
direction of the office market

London office pending lease expiries
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Intelligence
Talks

Your property market briefing

2023 2024 2025
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Frank Infographic: Knight Frank Research

The UK Wealth Exodus with Leslie Macleod-Miller
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The Market in 60 Seconds




The Africa
Report

Knight Frank's ultimate guide to real estate market performance and
opportunities in the world’s most exciting continent.

S

knightfrank.com/research

1

The Africa The Africa

Report

Knight Frank's ultimate guide to real estate market performance and
opportunities in the world's most exciting continent.

Knight Frank's ultimate guide to real estate market performance and
opportunities in the world’s most exciting continent.

knightfrank.com/research knightfrank.com/research

The Africa R
Report

Q22022 Knight Frank’s ultimate guide to real estate market performance and knightfrank.com/research
opportunities in the world's most exciting continent.

Investment,
affordability
and digital

connectivity

The Africa
Report

n Knight
Frank

Knight Frank's ultimate guide to real estate market performance and knightfrank.com/research

opportunities in the world’s most exciting continent.

Market insights
Challenges to opening
the investment
floodgates

The digital race to
connect Africa
Affordability key to
unlocking Africa’s
housing markets

Country focus
Algeria
Botswana
Cote d’Ivoire
Egypt
Ethiopia
Ghana
Kenya
Malawi
Mauritius
Morocco

Mozambique
Nigeria
Senegal
South Africa
Tanzania
Tunisia
Uganda
Zambia
Zimbabwe

Market snapshots
Niger, Sudan, Rwanda

Rents at a glance

Knight frank in the
middle east and africa

The London R3ranc
Report

The London Raranc The London Rarank The London Raranc The London R arank
Report Report Report Report

London's repurposing opportunity

knightfrank.com/research

London’s repurposing opportunity knightfrank.com/research London’s repurposing opportunity knightfrank.com/research

2022-2023 London'’s repurposing opportunity knightfrank.com/research

Transform,
repurpose,
adapt, re-use

2022-2023 London’s repurposing opportunity

Chapter 1: London’s
sustainable recovery
Steppin’ out into
London’s walkable
business districts

Going back to the future
with the occupier
Reviving retail in
London two tales of

one city

Chapter 2: Capital flows -
our predictions for
investment

Financing future growth
and role of global capital
Breaking down the wall
of money

knightfrank.com/research

Chapter 3: Repurposing
in practice

From no-use to
mixed-use

Learning the lessons
from retail Inspiring
creative

communities through
heritage




WEALTH
REPORT




* THE

. WEALTH
REPORT

The global perspective on
prime property and investment

17th edition

knightfrank.com/wealthreport




What US$1m buys where

Want to know how far
your budget will stretch?
Our price pagoda

sq min 2014

Buying power change

confirms how many
square metres of typical
luxury accommodation

s @

23 4

USS$1 million will buy
in the world’s top
markets. This year we

have provided a view of
the dramatic shifts in

buying power over the
past decade, showing
how far your budget

N o

would have stretched in
2014 as well as today.

23’

The big takeaway?
The impact of surging
growth in markets

like Miami, Dubai and
Lisbon and the impact

of price corrections
and currency moves
on London, Monaco

and New York.
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With global interest rates
edging lower over the past

12 months, prime residential
price growth started to tick
higher in 2024. Our unique
Prime International Residential
Index confirms the big

themes across the world’s

100 leading luxury city, sun
and ski destinations

Growth in focus

Prime residential price
changes by region and
market type

0%

PIRI 100
Middle East

Latin America

Asia-Pacific
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Europe

North
America
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a PIRI ski

Growth markets

Top 10 markets for annual prime price growth in 2024

8.9%

Aspen

8.9%

Mexico City

8.9%

18.4%

Seoul

17.9%

Manila

16.9%

Dubai

16.0%

Corfu Riyadh
9.3% 12.1%
Orange County Tokyo
9.6%
Jeddah
Long view Hikes and lows

Top 10 markets for five-year growth to Q4 2024

Dubai 146.6%

Palm Beach

17.2%

Manila 86.6%

Miami 84.3%

Aspen 72.8%

Orange County 66.5%

Riyadh 64.5%

Seoul 60.4%

St Tropez 58.4%

Algarve 57.8%

Global central banks changing interest rates each month

2021 2022 2023 2024

rr———
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Sources: Knight Frank Research, Macrobond



TopTipz is the official guide to the best of St. Moritz. SLTFT- .
In a handy format, this curated edition presents the t. Moritz ourism

famous alpine resort town as a year-round destination, STUDIO

highlighting a breadth of remarkable activities from Winkreative

mushroom foraging to all-night raves. EtrJTrlz(IjJTiZ -
The publication features itineraries, experiences, Arf direcfion Y

and things to see and do, brought to life through original Editorial design
maps and photography, high-spirited copywriting and COMMISSIONS
a playful graphic approach. Photography by Yves Bachmann

With its fresh perspective and visual spirit, the guide
is helping the iconic mountain destination reach new
global audiences.

Helping an iconic destination
reach new audiences
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A winter’z tale

Come find yourself

19.00 Wine, dine and
shine at a local institution

It’s tradition here to follow a
thrilling day on the Cresta with
dinner and drinks at Sunny Bar,
part of the Kulm Hotel. British chef
Tom Booton uses British and Swiss
ingredients to create irresistible

Snow is falling, you can see your breath in

the air and you’re wearing as many layers as
you have fingers. Here's how best to spend
a day wintering at the “top of the world”

PIZ NAIR,

PIZ JULIER,

PIZ ALBANA

Reaching the peaks is
a piece of piz thanks to
cable cars and trails.

ST. MORITZ DORF

The upper centre finds
high-end shops nestling
alongside renowned art
galleries and indulgent
eateries, plus cool cafés,
cable cars and more.

ST. MORITZ BAD

With hotels, restaurants and sports shops,
the lower centre is the laidback starting
base for hikes and water activities.

LAKE ST. MORITZ

Pack your picnic basket and stroll around this
easy trail. There are plenty of benches to take
a breather. Just watch out for those runners!

e

WHEN  Check times

WHERE @@ Via Maistra 29
7500, St. Moritz
+41799 710 700
scala-stmoritz.ch

TOP TIPZ

GET GOING!

Turn the page and dive into our selection of
exciting activities, toothsome food and drink, top
peaks, classy culture and year-round enjoyment!

Dough-eyed
beauty

Get stuck in to some traditional
food infused with Italian brio

For all the fine dining and five-star
restaurants in St. Moritz — Langosteria,
Ecco, Balthazar, to name a few — there’s
still an abundance of well-priced but equally
satisfying food to be found here. Just ask
the regulars at Ristorante Peppino’s.

This cosy candlelit dining room is
located just past the camping area on the
way to Lej Marsch, next to St. Moritz’s
former Olympic ski jump. Its unassuming
Italian fare and Swiss dishes have made
it a hub for hungry locals and tourists alike.

Whether you’re looking for
somewhere uncomplicated to spend a
Friday night or need a reprieve after a long
hike or ski session, you can be assured of
a warm welcome and hefty servings here.
Expect regional pasta, classic schnitzels
and boozy Braulio-infused desserts.

Ristorante Peppino’s

WHEN  10.00 to 22.0

WHERE @) Olympiaschanze
Via San Gian
7500, St. Moritz
+41 81 833 54 88
peppinos.ch

TOPTIPZ

07.30 Fuel up with a
hearty breakfast buffet

‘When temperatures can sink as low as

minus 16C, it’s imperative to kick off your
day with a proper breakfast. The Crystal
St. Moritz and the Hotel Steffani both
serve a strong morning selection, so go

big on the boiled eggs, chow down on
the cheese and go HAM on that ham.
Don’t feel bad about pocketing a few
mini rolls for later either...

08.30 Take it all on board
at Piz Nair’s perfect piste

Spend the morning up in Corviglia,
on the eastern slopes of Piz Nair.
The area caters to all abilities and
cool boarders can even catch some
air at the gnarly snowpark, which
boasts kickers, rails and more.

b

11.30 Recline and unwind
with some Alpine dining

When you start feeling peckish,
ski your way down from Corviglia
to Restaurant Salastrains for some
homely Alpine specialities to see
you through the afternoon. Don’t
skimp on the main course - the
day’s just getting started.

O mm&E
0O m 0 . 5

‘F

TOPTIPZ

TOP TIPZ

14.00 Be amused on the lake

Refuelled and revived? Head towards
town for Amusements on the Lake, which
brings a slew of family-friendly sports and
activities such as skating, winter golf
and skijoring to Lake St. Moritz every
January through February.

__ mins bus

16.30 Suit up, strap
in and hold on tight!

Steel yourself for one final ride, this
time on the Cresta Run. As one of
the signature St. Moritz experiences,
this will earn you the respect of
many locals, whether you make it
to the bottom unscathed or not.

TOPTIPZ

Take the funicular to Muottas Murag|
and dine in style at the Romantik Hotel.

This mountainside setting has epic

scenery, gourmet sustenance and,

should you want to make a night
of it, sweet suites

TOPTIPZ

fried pickles with raclette, melt-

in-the-mouth lamb hotpot and
his famed toad-in-the-hole.

21.00 End your day with
a tipple beneath the bobs

To wrap up the day’s events, call into
the Kulm Country Club & Bar, where
you’re free to select from an expansive
cocktail menu and sip a digestif beneath
the multiple bobsleighs fixed (securely,
we hope) to the ceiling.

Romantik Hotel
Muottas Muragl

WHEN December to March
June to October

WHERE € Punt Muragl 3
7503, Samedan
+41 81 842 82 32
muottasmuragl.ch
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Avaloq is a leading provider of wealth management CLIENT
: ‘o . ¢ Avaloq
software and services. The brand positioning of ‘expert

solutions, with expertise’ balanced the reliability and ;T]?ILIO |
intelligence of their software with the expertise of their tnkreative
people and commitment to their clients. OUTPUTS
. . . . .. . Brand identity
The visual identity reflected this positioning At direct
rt direction

through a sophisticated design system that signals a Website
thoughtfql and 1nFelhgent personality. A column gnq COMMISSIONS
and evolving gradient evokes the language of financial Web development by Tech Division

tables and digital flows of money, whilst also subtly
alluding to the mountains for which Switzerland—the
home of Avalog—is known.

Turning up the volume for
a financial orchestrator



EXPERIENCED EXPERTS

With decades of experience in the financial
industry, Avaloq is an industry leading provider
of wealth management software and services.

( BRAND POSITIONING J

l

SWISS MODERNITY

The use of an underlying
grid system evokes
Avaloq’s Swiss heritage.

Josol MOlor-Brockmann

Grid systems

) graphec Seskn A VISUS COMTLINCaBon Mmars
T grasphiic desigrers.
ypogrephors and
thren dimensionial desigraes

Raster systeme

far e B Handbuch Mir
wisuelis Gestaltung Grafilker, Typograton und
Ausstelungsgentatiesr

expert solutions, with expertis

SYSTEME FIGURE
DES CONNOISSANCES HUMAINES.

EXPERTLY ORGANISED
Financial tables and taxonomies of knowledge, organised
in columns, inform a clear and ordered design system.

A MODULAR OFFERING

A modular financial software and service orchestrator
across the entire banking and wealth management
value chain, from front to back office.

DIDACTIC DIAGRAMMATIC
The visual language

of scientific diagrams
influence the drawing style
of product visualisations.

THE FINANCIAL LANDSCAPE
The Swiss mountains,

and financial charts and
graphs, inspire a graphic
language that feels
distinctly digital.

ASTRODNOD M.
o










Avaloqg wealth
Industry survey

The view from the front
and investment office

Discretionary
management
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How long would you say it takes
to onboard different types of clients?
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people invest?
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170+

clients in 35 countries

CHF 4tr

client assets managed with Avaloq software

2,500+

colleagues representing 73 nationalities

AVALOQ PLATFORM

Send payment

10

seconds

Sending

View all payments and transfers

View all payment details

Payment complete

The payment has been
received by the beneficiary



avaloq

The platform for world-class
banking and wealth management

prehensive platform that meets the demands of the

Leading the way in wealth

management technology

Platfcarn

We have been supporting financial
institutions in every segment for
40 years.

The Avaloq platform brings
- together 40 years of experience in

developing sophisticated financial Efficiency
software with the best-in-class Optimize yourfront-1-+
technology from the financial
ecosystem.

Cutting-edge banking
software. Trusted partners.
Expert services.

We deliver a powerful and market-lesding platform that
combines advanced financial software, a trusted
partner ecosystem, and deep industry expertise,
tailored for banks and wealth managers. Whathar you
choose our fully managed softwane as a service
solution, a flexible self-service platform as & senvice or
an on-premises deployment, you'll benefit from a suite
of end-to-end capabilities and highly automated
Banking Operations.

Growth

Ourfocus Improve efficiency and client service. We
enable investment solutions at scale for

the mass-affluent or highly personalized
advice for high net worth and ultra-high
net worth investors.

Over 170 clients seutche spothess WBARCLAYS

worldwide run on
Avalog's platform
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California: Designing Freedom was the second summer
exhibition at the new Design Museum on Kensington
High Street. The exhibition charted the journey of
Californian design, from the counterculture of the
1960s to the Silicon Valley tech culture of today.

The identity of the show utilised the emblem of
the sun, evoking the spirit of California as a frontier
state and a place of light and space. A dot gradient
referenced screen-printed dots and iPhone pixels,
whilst the typography alluded to billboard advertising
and digital operating systems.

I led a team of designers working across the
editorial, exhibition and campaign components of the
project, including the on-site installation of show and
publicity graphics.

CLIENT
Design Musuem, London

STUDIO
Barnbrook

OUTPUTS

Brand identity
Exhibition graphics
Environmental graphics
Campaign

Print design

Book design

COLLABORATORS
3D exhibition design by Plaid

Exploring tools of
personal freedom



Pesigning:Freedom

T TR






g - - &

-~
‘ =
_.t“-—}
_h__. "
e -
. —
— -

/

Tools of Self-Expression
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24 May-15 October 2017

An exhibition about
the how California has

DESIGN changed your life

e
24 May-15 October 2017 A

An exhibition about _
the how California has ~

DESlGN changed your life

MUSEUM #California MUSEUM #California

Designing
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Designing Freedom JOINWHO YOU WANT
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In the rgms freadam s two wheels and an open read. In
H 2020, it will be not owning a car or even driving one,
E"'" putting yourset! in the hands of artificial intelligence,
The driver becomes a passenge

NG FREEDOM

Tools of Personal Liberation

JUSTIN McGUIRK
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mid-cenury mode
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ot WHAT
YUU WANT

Tools of Perception
and Fantasy

From Disneyland to Skywalker Ranch, California is a place that
manufectures fantasy. This capacity for make-believe cosxists
alangside a commitmeant to inwenting media and new ways of
seing the world. LS, a tool of perception that helps shape the
counterculture of the 1960s, offers a way to plug in to alternate
realities. That tendency becomes mainsiream with the development
of video games, and is extended with tools that enhance our vision
o create virual and sugmented realities. At the sama time, the
profiferation of 1iny cameras has bred a culture that records and
ebserves itsell obsassively. To sea what you want i ta opan dodcs
1o fantasy in the virtual world and saff-surveiliance in the real workd.

oAV WHAT
YUUWANT

Tools of Self-Expression

and Rebellion

Thi political agitation of tha 159605 results in a surge of freedom

of expression, from the Free Spesch Movement at tha Uinsversity

of Calitornia, Berkebey, to moverments in support of clvil rights for
African Americans, women and the gay community, By the 1980s
this activist graphic cultun gves way 10 8 néw wave of graphic
expression that is individualistic, anarchés and Efestyle-oriented. This
ﬂnrlhmg-gcgs_ Southern-Californian sesthetss is in stark contrast to
tha corporatized modernizem of New Yok, Today, personal expression
has baan universalized - we can &l broadcast our individuslizm but
through the standardized interfaces of socinl media platforms. Now
Betivists and presidents vee the same formats to say what they want.
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Arrow electronics is a Fortune 500 company that CLIENT

. . . Arrow
provides electronic components and enterprise
computing solutions. It uses its expertise to help original STUDIO

. . Winkreative
equipment manufacturers bring products to market.
Following a period of growth, there was a need to ;UTPETZ |
. . . it

consolidate and unify the brand. The new brand design et e
system defined consistency whilst allowing for flexibility, Image library
and reimagined Arrow’s core assets. The brand includes Custom typeface
a bold new colour palette, a suite of patterns, and an Signage and wayfinding
original, versatile, typeface family with cuts that can COMMISSIONS
scale from label-small to warehouse-huge. Custom typeface by Dalton Maag

[llustration by Joseph Carrington

Unifying one of tech’s
biggest players



AMPLIFIED SCALE

Inspired by the Eames’ films The
Powers of Ten, the photography
concept shows the breadth of roles
Arrow plays in the wider world—
from supplying solutions to driving
a city’s infrastructure.

YOUR AMPLIFIER

Today, Arrow are in the business of high
growth potential. cEo Mike Long famously
says ‘growth is in the mindset’.

A CENTURY OF CONNECTION

Arrow started out in 1935 on New York City’s
Radio Row. In a new age of innovation, Arrow
recognised how to connect people to technology.

oo > YOU» I amp l 1 ﬁ CI

TN 1 T

CONNECTING WITH THE FUTURE

Today Arrow helps people connect
with a more progressive future. One
where new technologies, materials and
electronics make life better.

ALWAYS FORWARD
Alongside experts in aeronautic
systems, flight medicine and spinal
injury medicine, Arrow empowered
quadriplegic, former Indy Car race
driver Sam Schmidt to take the

wheel again—in a car controlled
TECHNOLOGY THAT CHANGES LIVES with only the motion of his head.

Arrow believe that great ideas and
new technology have the power to
change lives and transform society.

GUIDING INNOVATION FORWARD
Arrow helps people transform
their ideas into real, working
solutions that are efficient to
make and simple to use.
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Developer

Composite

Arrow Display Bold
Arrow Display Bold Italic
Arrow Display Medium
Arrow Display Medium Italic
Arrow Display Regular
Arrow Display Italic
Arrow Display Light
Arrow Display Light Italic

Arrow Text Bold
Arrow Text Bold Italic
Arrow Text Medium
Arrow Text Medium Italic
Arrow Text Regular
Arrow Text Italic
Arrow Text Light
Arrow Text Light Italic
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At the core of
the network '
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AN Meeting Rooms
—> DataIntelligence
—> Financial Services
< NextGen Data

< Support services

Venlo

Monday 24 March

7 °C Partly sunny

Melbourne

Beijing

Cape Town

Buenos Aires

Centennial

> 9°C partly sunny
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16°C cloudy

6°C clear

17°C showers

22°C sunny







Attracting over two million visitors to twelve museums
around the world, David Bowie is is one of the most
successful exhibitions in the V&A’s history. Organised
with unprecedented access to Bowie’s personal archive,
David Bowie is explored the work of an artist whose
reinventions, collaborations, and characterisations
revolutionised the way we see music and ourselves.

I led the design team that created the visual
identity that came to life in the exhibition itself, the

accompanying merchandise range, and OOH campaign.

[ also designed the exhibition book and its three special
limited editions.

Wonder if he’ll ever know,
he's in the best selling show

CLIENT
V&A Museum

STUDIO
Barnbrook

OUTPUTS

Brand identity

Art direction

Campaign

Print design and production
Editorial Design

“How does one unify the life of

a multitalented performer in a
consistent typographic style? How
does one pin down David Bowie in
any way at all?

... the designers realised they
needed one strong, distinctive
visual language to tie everything
together, so they chose Albertus.

Recalling that show by flipping
through the catalogue—those full
graphic spreads emblazoned ‘David
Bowie Is Forever And Ever’, ‘David
Bowie Is Moving Like A Tiger
On Vaseline’—one wonders how
anyone could possibly have chosen
anything else.”

—SIMON GARFIELD, ALBERTUS:
THE BIOGRAPHY OF A TYPEFACE
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AMAIOR EXHIBITION AT THE VICTORIA AND ALBERT MUSEUM
BOOK NOW ONLINE OR 020 7907 7073* V&A MEMBERS GO FREE
€ SOUTH KENSINGTON & KNIGHTSBRIDGE

Kl VICTORIAANDALBERTMUSEUM W@V _AND A #DAVIDBOWIEIS

SOUND EXFERENCE BY

F SENNHEISER
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David Bowie is | I David Bowie is
watching you | sl | ahead of himself
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well a5 Bowse's idol, Littie Richard. Along with hs dstinctwe beght

red hairaut Bowie wears fabulous and ever more flamboyant costumes
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With the Hong Kong show newly acquired and in the
planning, Art Basel—the premier international art fair
for modern and contemporary works—set out with a
renewed global outlook and asked Barnbrook to pitch
for its identity.

Having led the pitch that won the account, I then led
the project for a number of years, and in the process
executed every conceivable application for the brand
including art direction of its OOH campaigns, the global
concept and production of its print collateral, and the
design and installation of signage and wayfinding for all
of its three shows: Basel, Miami Beach and Hong Kong.

A new horizon

CLIENT
Art Basel

STUDIO
Barnbrook

OUTPUTS

Brand identity

Art direction

Campaign

Print design and production
Environmental graphics
Wayfinding and signage

COMMISSIONS

Photography by Marco Argtello
Photography by Oliver Lang
Photography by Kris Vervaeke
Photography by Alastair Philip Wiper

for the art world
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Conversations
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femoon Salon program isan
s for short presentations =

often informal - such as artist talks,
panels, lectures and performances
with a range of speakers including
artists, curators, academics,
collectors, architects, art lawyers,
critics and other cultural players.

Salon is held daily from Thursday,
June 18 to Sunday, June 21, from
1pmto 7pm in Hall 1 of Art Basel. It is
open to the public and free of charge.

H_igl-mualityvidens of all Salon talks
will be available shortly after the
shnwatarthasel.mm/basel/saion.
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THUHSL‘#M’ JUNE 18

ik | BioLab Studios

ipm to Zpm Artist Ta
Robin Meier, Harm van den Dorpe!andﬁmnk.aﬁ
Moderator; Christoph Thun-Hohenstein

actor Talk | Key Collections

Partout

2pm to 3pm | | Coll

from Eastern Central Europe: The New Era . 1 2 5.

Gregory Jankilewicz, Zuzana BartoSovd and
Zsolt Somloi
Moderators: Paulina Kolczynska, Kasia Redzisz
3pm to 4pm | Unlimited Talk
Julius von Bismarck, Jacob Kassay, Sheila Hicks
and Joe Bradiey
Moderator: Gianni Jetzer
4pm to Spm | Artist Talk | Paclo Scheggi:
Milan in the 60s
Bemard Blisténe and Luca Massimo Barbero
Moderator: Mirta d'Argenzio
Spm to 6pm | Art Market Talk |

c
s ommissioning in

Benjamin Weil, Heﬂ'ﬁ”um
Re Rebaudengo and Mare meﬂto
Moderator: Josh Baer

Epmo Tom | Ar
tect Talk | | Consta
mmmm%mn Halem nt's New Babylo







Jon Abbott is an art and design
director with over twenty years
of professional experience
at some of the world’s most
renowned studios. Operating
across a range of sectors has
allowed for a highly varied output
that includes brand identity,
digital, campaigns, packaging,
type design, print, editorial,
environmental, and wayfinding.
Today, this experience
feeds into a practice that is
focussed on turning great ideas
into successful brands. With
strategic underpinnings to
every project, a concept-based
approach is combined with a
methodical working process
and a keen eye for detail to
deliver outstanding results.

Experience
2019—Present

Winkreative
2017—2019

Independent practice
2007—2017

Barnbrook
2006—2007

Interbrand Amsterdam
2005

Neville Brody’'s Research Studios

Wire Design
2004

The Consult

Barnbrook

Teaching
2017/2021/2023

University of Greenwich
2017/2018/2021

University of Hertfordshire
2020

Leeds Beckett University

Selected clients

Andermatt Swiss Alps

Arrow Electronics

Art Basel

Avalog

Banksy

Cain

David Bowie

Design Issues, MIT Press

Hawaiian Host Group

Hyundai

Knight Frank Research

Les Echos

Mori Building Co

National Gallery of Victoria,
Melbourne

October Salon, Belgrade

St Moritz Tourism

Tate Modern, London

Thames & Hudson

The Design Museum, London

The Museum of Old and New Art,
Hobart

Turner Contemporary, Margate

Urban Jurgensen

V&A Museum, London

Wired Magazine, UK



