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PRODUCT/GRAPHIC DESIGN ROBERT EVANS




The tollowing selection of product designs tackles complex, real-world challenges
faced by businesses and their users.

From fintech and enterprise platforms to data-rich products and complex
workflows, my work focuses on making difficult things feel simple. | combine
strategic thinking, user insight and a strong visual craft to turn complexity into

clear, useful and engaging experiences, solving meaningful problems for both
people and the businesses behind them.



FINTECH CUSTOMER APP

8 shawbrook

#;g... Starbucks Coffee

o\ -
{ Account ending 9823 -£43.34

04 May 2026 Good morning, Miguel Good morning, Miguel Account ending 9823 Move your money

This selection of screens is from
Shawbrook Bank PLC's ‘In Life’
banking app, designed to make

£13,236.00 £13,236.00 £6,036.00 £6,036.00

Explore

. . Predicted usage by 24/06/2026 [E' From:
managing savings and long-term y0ur
Easy access account - Easy access account
ISAs feel simple, clear and Eos ecap sonn -
_ P - — £6,036.00 2 32% AER £6,036.00 £6.036.00 O pt 10NS
reassuring. B = -
) . Easy access account > Easy access account How I"I'll.lﬂh?
The experience gives customers £7200.00 — £7200.00 o 2
quick access to their savings, Sl Cottes
¥ ?
makes moving money between bl
. --f--f----
accounts straightforward, and Starbucks Coffee
20/062026
- . v Righ
removes unnecessary friction from . gk nove
everyday banki ng. Notice accounts Notice accounts ifiﬁf:s Coftee +£12.30 To:
Notify us of withdrawals in advance and enjoy MNotify us of withdrawals in advance and enjoy
3.6% variable AER 3.6% variable AER Easy access account —=

For me, the challenge was about

Q Search ® . Starbucks Coffee £7200.00 etk AR | want to join =
. 20/062026
more than creating a clean

interface. Financial products need
D ® @ B R ® @ B () @ B

to feel trustworthy and

dependable, giving people the
confidence to understand what
they're doing and feel in control of The illustrations help
their money.

No thanks

reintorce the journey and
guide the user

Shawbrook

Simple to use. Clear in its
communication. Designed to 3421 WAk

build trust and confidence.  — ISA top up
Account ending 3567 £1 2 0 0 .0 0

11 May 2026

Starbucks Coffee

Account ending 9823
04 May 2026

Ecotricity
Account ending 9823 - £ 1 3 0. 2 8

03 May 2026

Notifications are driven
directly from in-life space so
the user has a live cross-

check of funding




DESIGN SYSTEM / COMPONENT LIB / VARIABLES

8 shawbrook

The Shawbrook Design System
was created to bring consistency,
clarity and confidence to an
increasingly complex digital
estate.

With multiple products, journeys,
teams and brands to consider, the
challenge wasn’t simply to create
a collection of reusable
components. It was about creating
a shared design language that
could scale, giving designers and
engineers the foundations,
guidance and flexibility to build
better experiences, faster.

Working across Figma, design
tokens, components and
Storybook, | helped shape and
evolve the system while
establishing stronger ways of
working around contribution,
governance and consistency.
For me, a good design system is
more than a library of Ul. It's an
enabler, helping teams make
better decisions, reducing
duplication and allowing designers
to spend more time solving
meaningful problem:s.

One language. Shared
foundations. Better experiences.

SDS

Design system

See the full design system here

° Radio option on

Radio option off

Checkbox option

Checkbox option

What is a savings account?

Search

Field text Q

Field title (&)
Sub label

Field text

Button

Date of birth
Day Month

<>

New password

@ 8 characters or more
© 1 uppercase character
© 1 special character

© 1 number

Confirm new password

Ready?

Year

{>

Rollover

<>

| confirm that I've read and
accept this information

Cancel

Yes, continue =

How would you like to receive your code?

( () Text message

J(

Q:, Phone call J

Account name Issue 00

Key product information
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DATA DASHBOARDS

% SmartSurvey

xo 2 @- Survey NHS Nottngham %00 @-

Welcome back, Rob NHS Nottingham

Dashboards can quickly become
complicated and noisy, particularly

: . ° Survey data
when they re try”-r'g t0 make SEHSE Mumber of surveys launched Total of responses received Bounce counts Response rate
O o
of large amounts of data. 81 1 023 4 778 /0
Fign i Sketch
80 .
This SmartSurvey dashboard was Your surveys Mo
designed to do the opposite, give ) \ /N \
o clarity fOCUS Sl GHREE) 0 NHS Nottingham Launch date 31/03/2026 Open rate 22% Status /ol ve " View my survey ’ h Affinity
! \
[ ] [ ] ?D ."‘*-.
over the information that matters ' -
tG them_ C Are you happy with us Launch date (07022026 Open rate /8% Status Activ View my survey . Ex It XD S al rew Gl KiJ Note Affinity Marker GOV
2070 2071 5023 Canva I CorelDRAW
Smaﬁsurvey a”OWS users tQ Create ﬁ NHS Derby Launch date 27|03]2026 Open rate 98% Status Inactive  View my survey B0 @
Suweys and then explore the data B Successfully opened and completed
i db leted
those Suweys generatef fl’Om baSIC ) How easy was it for you? Launch date 27|03|2026 Open rate 98% Status |nactive View my survey - :p:_-ne U; R
. : ot opene
analytics through to deeper
insights such as key drivers. The
: U New stone Launch date 2703|2026 Openrate 98% Status [nactive ~ View my survey
challenge was to bring all of that :
. N elp? Quicklinks
GverWhEImlng the USer. Search knowledge base Q Help guides Contact support ¢/ Marketplace

~  Marketplace

¢/  Blog

Search knowledge base CI'\‘ : Help quides . Contact support ]
: mC R : ¢~ Blog

The solution was a flexible,
customisable dashboard that

allows people to build their own
view of the data. Charts, tables,
filters and analytics can be

These spaces can be

configured by the user

u SmartSurvey u SmartSurvey

arranged around the needs of the @ 4615

to the information they need to Create SUrveys
make decisions and reinforce their with ease and
work get insights

Complex data. Clear hierarchy. A faster
daShboard that WDI"'(S the way Advanced survey software & form builder - the

yau do. UK's #1 feedback platform.

Start for free

project, giving users quick access

Combine survey

data with business
data

Revenue figures tell you something went wrong.
Feedback tells you why. Bring both into the same Power The marketing site and app

iy I




brokerhub

Forms are often far more
challenging to design than visually
striking interfaces. When they're
handling complex financial
information, every field, decision
and interaction needs to be
considered carefully, reducing
friction while making sure users
have the right information at the
right time.

The Shawbrook Broker Hub
brought that challenge together
with a bespoke navigation system,
helping brokers move confidently
through complex lending journeys
without losing sight of where they
were or what they needed to do
next.

The design focused on simplifying
the experience without
oversimplifying the underlying
process. Clear information
hierarchy, progressive disclosure,
considered interactions and
intuitive navigation helped turn a
complex workflow into something
that felt structured and
manageable.

Complex forms. Clear
navigation. Less friction. More
confidence.

v Applicant Details

Applicant Details

Loan Details

Property Information

Product Selection

/A Applicant Details

The navigation had to show

multiple state and stages

COMPLEX NAVIGATION AND MENU

8 AIP | Commercial investment
Case ref: 2022081069

v Applicant Details

Applicant Information

We need to know where you've been
living for the last 3 years, starting
with where you currently live.

Use address finder

Address line 1

‘_

Address line 2 (optional)
Town or city

‘_

County (optional)

‘_

Postcode

Country

\ v

Back to Case Tracker Back to Case Tracker

8 AIP | Commercial investment
Case ref: 2022081069

v Applicant information ()

Applicant information

Loan Details

Property Information

Address line 1

‘ 3 Y Maes

Address line 2 (optional)

‘ Glyn Ceiriog

Town or city

‘ Llangollen

County (optional)

‘ Wrexham

Postcode

‘ LL20 /DT

Country

‘ United Kingdom (Wales) N

8 AIP | Commercial investment
Case ref: 2022081069

v  Applicant information (+)

Applicant Information

We need to know where you've been
living for the last 3 years, starting
with where you currently live.

Use address finder

Address line 1

3 Y Maes

Address line 2 (optional)

Glyn Ceiriog

Town or city

Llangollen

County (optional)

Wrexham

Postcode

LL20 7DT

Country

United Kingdom (Wales) "

Back to Case Tracker Back to Case Tracker

8 AIP | Commercial investment
Case ref: 2022081069

Vv Loan Detaills

Applicant information )

Loan Details

Property Information

Jainnr anmnounri niay aricoeu e YTy d

for use of Automated validation of
properties in this application and the
mortgage products available.

Broker fee

Mortgage type

) Interest only

) Capital repayment

Rate type
") Fixed
") Variable

Mortgage terms

Years

Complete, incomplete and
action needed status help

guide the user

Back to Case Tracker

8 AIP | Commercial investment
Case ref: 2022081069

Vv Loan Details

Borrowing needs

Loan amount

Please be advised that changing the
loan amount may affect the eligibility
for use of Automated validation of
properties in this application and the
mortgage products available.

Broker fee

Mortgage type

") Interest only

Capital repayment

Rate type
) Fixed
:f’ , Variable

Mortgage terms

Years

Back to Case Tracker

8 AIP | Commercial investment
Case ref: 2022081069

Vv Applicant Details

Applicant Details

Loan Details

Property Information

Address line 1

Address line 2 (optional)

Town or city

County (optional)

Postcode

Country



Al DRIVEN APP

2
O

Getting a job can feel like a job in
itself. Knowing what to say, which
experience to highlight and how
to present yourself can be just as
challenging as finding the right
opportunity.

This Al-enabled app was designed
to make that process feel more
guided and human. Rather than
asking users to navigate a long,
intimidating form or work out
what information matters, the
experience uses Al to ask the right
questions at the right time helping
users uncover their experience,
skills and strengths along the way.

The design challenge was to make
the technology feel supportive
rather than intrusive.

The experience needed to build
trust, encourage users to keep
going and turn their often messy,
unstructured career experience
into something meaningful and
useful.

The right questions. A little Al. A
better way to tell your story.

9:41

What do you prefer to be
called?

We won't use this information for anything other
than being friendly ;)

Minimal user input. Audio
input is also considered to
remove the need for a

keyboard

9:41

Hi Rob, great to meet you. lets
start by uploading your CV

Upload a CV ,I,

Don’t have one yet? OK, let’s
visit the CV builder

( Build your CV )

9:41

Let’s see what we have for you

9:41

Water Design X
Egis

Coventry (Hybrid)

Active 2 days

Design Manager X
Stantec

Birmingham (Hybrid)

Active 6 days

Service Designer X
Jacobs

Birmingham (Remote)

Active 3 days

Senior Designer X

Mace
London (On-Site)
Active 2 days

Let’s see what we have for you

Salary

O

Location Type: Hybrid, Remo
Water Design X
Eqgis
Coventry (Hybrid)

Active 2 days

Design Manager X
Stantec

Birmingham (Hybrid)

Active 6 days

Service Designer X
Jacobs

Birmingham (Remote)

Active 3 days

Senior Designer X
Mace

London (On-Site)

Active 2 davs

Water Design
EQis

Coventry (Hybrid)
Active 2 days

About the job

We are recruiting for a Design Manager to join our Sisk
Infrastructure business on our upcoming public realm

and highways scheme in Birmingham.

)

Reporting into the project team you will fully understand

and manage the design requirements of the tender/
project and to provide assistance and guidance to
design co-ordinators where and as appropriate.

John Sisk & Son have been building excellence as a
family-owned international construction company by

offering trust, certainty and value to our clients whilst

being at the heart of change.

« Manage design consultants and sub consultants

along with design sub-contractors to ensure correct

and timely delivery of all design related information

for the execution of the works on site

« Manage design co-ordinators and act as mentor to

them for the projects they are
Understanding of D&B contracts
Commercial awareness

Be able to use View Point for Projects (4Projects)
Degree in construction related discipline

Apply for this role

Filters can be added to help
focus the results

Be able to use Microsoft Word / Excel / PowerPoint

Minimum six years' construction industry experience

9:41

Congratulations!

You have successfully sent your
application to Egis

To make the next application
faster, complete your profile and
let us tdo the searching for you

Complete my profile




MARKETING & ECOM WEBSITE

Aldi's website had to do a lot of
work. It needed to bring together
products, recipes, offers, stores,
services and brand content while
remaining simple and effortless to
navigate.

The challenge was creating an
experience that could handle a
huge amount of content without
making the user feel like they
were navigating a huge website.

A carefully structured information
architecture and bespoke mega
menu gave users a clear route into
the experience, helping them find
what they needed while also
encouraging discovery.

Alongside the navigation, the
visual design focused on bringing
Aldi’s distinctive brand to life
across the digital experience
balancing clarity and usability with

the personality and energy of the
brand.

Lots to discover. Simple to
navigate. unmistakably Aldi.

@ Select your store Postcode

-

The marketing site is huge so

a megamenu was designed

™ W ¢V =

Signup  Pricedrop  List Menu Special Buy Dates 3
(_ Finda product

Products >
k- Offers >
A Discover >
e Recipes >
Health & Wellbeing >
Summer b

Super 6 fresh deals
Sweet Gem Lettuce 2 pack (19.5p each).

The account for the user can

[ Discover Savings } [

be accessed here too

~pacial Buy Dates Products Ulers Discower Fecipes Health o Wellbemng SEgsonaEl spacial Buy Dates Products Ceers - [iscover Facipe: Health & 'Wellbeing Se3sora

P .

: - %
. - El ': I i . 5
. ° 4y 4 e e R
:s :sel . | a s ..'.:-'_:';: ;If ¢ ' SpecialBuys -9_ Fresh Food ‘Hil; Food Cupboard
» . 4 # —_n - L
4 m A ﬁ % Chilled Food lﬂ Alcohol ‘ Drinks
g
‘s | -
£2 9 9 ~9 ' ' T T Frozen Food ‘m Home Essentials &8 Bakery
i L] - I
;‘ TN i o4y Health & Beauty a Baby & Toddler .n'h Pel Care
: B - ~f .
‘. vVegelanan & Plant Based i Summer Range ’ Higher Protein Food & Drink
.
e Price Drops ‘ Specially Selected m Picky Bils

! _ -F'_H-
|.-I-

SAVE &5 (¢

uF 70

0/0 = N
= | N

39p

Super 6 fresh deals Fresh Meat and Fish Wine Of The Week Super 6 fresh deals Fresh Meat and Fish Wine Of The Week
Sweet Gem Lettuce 2 pack (19.5p each). This weeks lasty prices Calilornian Zinlandel, 75cl. £6.65 per litre. Sweet Gem Lettuce 2 pack (19.5p each). This weeks 1asty prices Californian Zintandel, 75d. £6.65 per litre.
- - = - =
Dtscover Savings Discover Savings Browse Offers [ Discover Savings Discover Savings Browse Offers J
PRICE DROPS show all > PRICE DROPS Show all >

L 7
Cp—— =

© . < e < < <
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The first 10 years of my career were deeply creative, rooted in graphic design,
illustration, typography, POS and visual communication. While my career has since
evolved into product design, |'ve never left that creative side behind which | think
is vital in product design.

I've always looked for opportunities to bring more than functional design to a
project, using creativity, visual storytelling and craft to add depth, personality and
value to the experience. For me, product design and graphic design have never
been separate disciplines; they're different expressions of the same belief: good
design should solve a problem, communicate clearly and make people feel
something.



JONES VARIOUS CAMPAIGNS

JONES

O O T M A K E R

EST. 1857

Great retail design needs to work
wherever the customer encounters
it from the shop window and store
floor to the pages ot a magazine.

My work for Jones Bootmaker
covered a range of marketing
campaigns, bringing campaign
concepts to life across in-store
POS, promotional materials,
magazine spreads and advertising.
Each format had its own
requirements, but the challenge
was to create a consistent visual
story that felt recognisably Jones
while still giving each campaign its
own character.

The work brought together
typography, photography, layout
and art direction to create
engaging retail communications
designed to catch attention,
communicate quickly and
ultimately help drive customers
towards the product.

It's a good example of my early
creative background and the
foundation it gave me for thinking
about design as an entire
experience rather than a single
piece of artwork.

One campaign. Many
touchpoints. One consistent
story.

FURTHER REDUCTIONS

70°

SALE

o OWVER 1,000 LINES

I =

BOOTMAKER

F'Efusa.a the range that is our namesake, the style
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PROMOTIONAL ARTWORK

JAZZ & SOUL

@,

Before product design became
such a big part of my career, music
and visual creativity were a big
part of it too.

This promotional piece was ,
created for Good Coldmore, a
band | was part of, to promote a
performance at Birmingham'’s
annual Jazz Festival. It was an
opportunity to combine two
things |'ve always loved music and
visual design creating something
with enough personality to

capture the spirit of the band and
stand out in a busy festival
environment.

The work is deliberately
expressive, using typography,
composition and visual treatment
to create a sense of energy and
character rather than simply
communicating the event details.

Music, creativity and a little bit
of attitude.

GOODCALMOUR

12-21 NOVEMBER

2 0 2 5 JAZZ & SOUL JAZZ & SOUL
The design makes use of the
establish vector style

GOODCALMOUR

12-21 NOVEMBER




ILLUSTRATION

8 shawbrook

llustration has always been an
important part of my creative
toolkit. For me, it sits somewhere
between the simplicity of an icon
and the realism of photography
giving a product or brand another
way to communicate ideas,
emotion and personality.

Used well, illustration can make
complex subjects easier to
understand, create a more
distinctive visual language and
bring warmth to experiences that
might otherwise feel overly
functional. It can also give a brand
much more flexibility than relying
solely on photography, particularly
when the subject matter is
abstract, technical or difficult to
capture authentically.

've used illustration throughout
my career as a way of bridging
that gap creating visuals that are
expressive enough to engage
people, but focused enough to
communicate a clear idea.

Not quite an icon. Not quite a
photograph. Somewhere in
between.

| developed illustration
guidelines to help determine
when and where they can be
used or it needed at all

Shawbrook




BRANDING

Good branding should give a
business a personality before a

customer has even experienced it.

Verde Bird was a branding project
for a bakery, creating a visual
identity that felt distinctive, warm
and full of character.

The challenge was to buila
something that could work across
everything from packaging and
signage to printed materials and
digital touchpoints, while still
feeling unmistakably like the
bakery.

The identity brought together
typography, illustration, colour
and graphic elements to create a
visual language that could grow
with the brand.

Rather than treating the logo as
the brand, the focus was on
creating a flexible identity with
enough personality to make the
bakery memorable.

It's a good example of the kind of
creative work |'ve always enjoyed
taking an idea, finding its
character and turning it into
something people can recognise,
connect with and remember.

A brand with personality. Made
to be remembered.

‘A‘; l‘!_;k% *S a—jm{ker

early versions




ARTWORK

Sometimes a brochure needs w ;
ournvile

COLLEGE

something more than good
photography and well-structured
content.

A strong piece of artwork can give
it personality, create a focal point
and help an otherwise familiar
message stand out.

Throughout my creative career,
I've produced promotional
artwork for a range of customers
and magazines, using typography, .
vector illustration and graphic Il gt _ ) CYANTI F I C , an.l.!m
composition to bring campaigns == - . " ' S Ever"n &
and brochure work to life. | S (& Communlty

_ o o S Courses
The work often started with a Al < J U B E I Ty _ April 2008
simple brief or message and - X N
evolved into a visual idea that 1 _ N .- / 3) Bournvile College
could carry the communication il . . - _ ) : ' HOAX/ ¥ | ® .
creating something memorable - | —— a1l A _* | g a

while still working within the wider K LI _ . FAB LE/

i
S

brand and layout.

/ADAM TURNER/

It's a reflection of the part of ' | 1 4 », —

L S B -
design I've always enjoyed most: ——— _ ‘ffC! WAPIO o !3&5'
taking an idea and finding a m— . -' Ny —

creative way to make people stop,
look and engage.

A good idea deserves a strong
visual voice.




HILLARYS BLINDS VARIOUS CAMPAIGNS

THE HOMES

INE FOR MODERN meﬁ‘o

HILLARYS

A campaign rarely lives in one

place. For Hillarys, | designed
creative that needed to work
across print, email, website, digital
advertising and a range of other
customer touchpoints.

-:"'..5-'*“ R T

L '_|:'_ _.. I.-.. .-‘l -._. y :1
* o R = et
oS- SN
T =
- L M

The challenge was to create a
visual language that could adapt
to very different formats without
losing its identity. From printed
marketing and promotional
material through to email
campaigns, website content and
Google display banners, every

e smesory. e - EOUNGE SIYLE
o FURNITURE MUST-HAVES

ATTERN
N o e &
SCANDI-STYLE KITCHENS ~ $%

Discover the look of the mﬂ. oy =k
o AR, e

A

This meant thinking beyond o _ N T A e O g e e B Ly SR L At LM & Coants P ke 1os il - o0 et Nonoupedier pas
. . . . . . ST ' Design, the dust had barely settied on a months-iong renovabion on hel but looked forward as weil. With the help of associate designer Catherine Radcliffe, the
individual designs and considering e e s R R aiia ek e At Sstan Pak Bt i MG s Bord Srcaipion. e e LR U oo ol Aot SRION Mol cuiet oliide bt Gieo
Al space didnt quite feel like home. A lew years garber, Jo-Ann and her late husband, Hugh, suitable for accommodating lots of guests — namaly Jo-Ann's four grown sons, thair
. 2 g had sold their family home in Kelowna, B.C.. and every stick of furniture along with i, so significant othars and her anergalic threo-yaar-old granddaughtor
how typography, imagery, S i oo waw iy henaeosd s tad lls ok spiicane v
i = Now, the condo has plenty of ife and colour, with every piece considered carefully

“There are no pretty props here just for show,” says Catherine. Jo-Ann agrees

messaging and composition could e +Evoryting had 1o 6o s place:
flex across different sizes, channels ' '
and contexts, creating consistency
without making everything feel
identical.

It's a good example of how my
graphic design background has
always been about more than
making something look good. It's
about creating a connected visual e
experience that works wherever . S i ey o Rl s

the customer encounters it. | |

HILLARYS

|

reweewery
T 'r‘i;ﬁ
|
FH

I —,—. - ‘ Il-.I
|
|
R i
| |
N N

T
. e R

One campaign. Many channels. B = i
. < A | Make a |
One connected experience.

Statement

. Wih Styfinh Shotiers this Summer

.

:
i

ARRRERLS

i ol o ol s ol

1

MORE SHUTTERS )
I

Hellarys Swpnature Serace

MADE-TO-MEASURE




SCREEN DESIGN

Good screen design has to
balance a lot of competing needs.
It needs to support the goals of
the marketing team, communicate
the brand clearly and create
something visually engaging, but
it also has to be accessible,
intuitive and genuinely useful to
the person using it.

Throughout my career, |'ve
worked across both print and
digital, designing experiences for
brands including Boots the
Chemist, Wacky Warehouse and
travel and brochure-led
campaigns. Moving between
these mediums taught me to think
carefully about how information is
consumed, how hierarchy guides
attention and how a design needs
to adapt depending on where and
how it is experienced.

For me, the best work sits in the
middle of all those requirements.
Strong visual design, clear
communication, good UX,
accessibility, responsive thinking
and the smaller details that make
an experience feel considered.

It's not about choosing between
marketing and usability. The
challenge, and the craft, is
making them work together.

Beautiful enough to engage.
Clear enough to understand.
Accessible enough for everyone.
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Boots commissioned multiple
designers to help shape the

modern face of the
marketing website
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BRANDING

Parrot

Sometimes a campaign needs more
than a collection of individual
assets. It needs a visual identity of
its own.

For Parrot Media, | was responsible
for developing the design style that
would define the brand across its
customer-facing communications.
Working independently, | created a
visual language that could work
across in-store POS, digital
experiences and printed marketing
materials, giving the campaign a
consistent and recognisable
presence wherever customers
encountered it.

The challenge was to create
something distinctive enough to
establish a clear identity, while
tlexible enough to work across very
different formats and environments.
Typography, imagery, composition
and graphic treatments all became
part of a system that could evolve
across the campaign.

It was a project that gave me
complete creative ownership from
establishing the initial visual
direction through to applying it
across the wider customer
experience.

One creative vision. Many

touchpoints. A look that became
the brand.
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