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International National Trusts Organisation:

Annual Report
Annual Report 2025 INTO brings the global National Trust family together to
e F What we learned from our 2025 member survey share knowledge and tools for the protection of cultural and
P R AN R R ae e natural heritage. Their programmes and projects facilitate

collaboration in the international heritage sector.

The brief:

To create a 32-page annual report that felt informative
and professional, while remaining visually engaging and
approachable for a broad readership.
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o The audience:
The audience included members, stakeholders and
partners, ranging from highly engaged readers to those
Growth [ likely to browse selectively through the document.
INTO in Numbers The Helen Hamlyn Trust
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Maintaining visual consistency across varied subject
matter and contributors

Creating clear hierarchy and navigation

Keeping readers engaged across both narrative as well
as data-led sections

- - How the challenges were addressed:
Working through this report took some real problem-
m solving. The volume of content meant | needed to find a
INTO in Numbers P— Key Srojeets aiid partharéhins way tq organise complex data.intq navigable sections while
/ a9 establishing a clear typographic hierarchy that allowed
10 6 < _ ::"r *E " —— *ﬁ-;[w“}ﬂ:“iw titles and body text to each do their job. | used colour-coded
\ b Y ey Tocywan sections, graphic elements and infographics to help readers
| Pyl ¢ o o r e | by g e vt orientate themselves and make the data more digestible,
\ ; T A sl and wove pull quotes throughout to break up the denser text.
iy 8 : i e s s | s g o el
B 5. g -~ . S e Y The final publication successfully balanced strategic
: i reporting with accessible storytelling, creating a document
— that was both informative and engaging for a broad
v [ oo [l sevmatamn professional audience.
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Westfalia Fruits Carbon Removals
Interim Report: Colombia and Peru
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Westfalia:
Sustainability Report

In collaboration with One Carbon World, the report
communicated Westphalia’s sustainability data,
environmental initiatives and performance metrics to
stakeholders and wider audiences.

The brief:
To translate complex environmental reporting into a
structured and accessible publication.

The audience:

The audience included stakeholders, partners and readers
with varying levels of familiarity with sustainability reporting,
requiring information to be easy to interpret.

The challenges:
Presenting large volumes of data clearly
Maintaining clarity and consistency across multiple
chart and infographic styles
Supporting easy navigation through complexity
Balancing technical reporting requirements with visual
readability and engagement

How the challenges were addressed:

The core challenge here was making a lot of dry data
genuinely engaging. Sustainability reporting can easily tip
into worthy but dull, and | was determined to avoid that. |
used strong colour, clean layouts and carefully considered
infographics and data visualisations to give the numbers
some life, while a consistent grid structure kept everything
readable and navigable. Maintaining accuracy was non-
negotiable, but | wanted the design to do the work of
making people actually want to read it.

The final report successfully communicated complex
information in a format that was clear, structured and
accessible to a broad stakeholder audience.
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The Country Trust:
Impact Report

The Country Trust is a national educational charity working to
connect children from disadvantaged backgrounds with food,
farming and the environment through hands-on learning.

The brief:

To create a publication that balanced detailed reporting
requirements with engaging and accessible design
appropriate to the charity’'s audience and values.

The audience:

The audience included supporters, funders, partners,
schools and wider stakeholders, requiring the report to feel
both informative and approachable.

The challenges:

+ Presenting data and impact statistics in an engaging
and accessible way

+ Balancing detailed reporting content with a warm and
approachable visual tone

+  Maintaining consistency across varied content types
including statistics, case studies and narrative sections

+ Creating a publication that reflected the charity’s
educational and family-focused identity

How the challenges were addressed:

The tone of this one needed careful calibration: friendly and
approachable enough to reflect the charity’s educational
focus, but without tipping into anything that felt too childish
or lightweight. | used illustration, colour and playful graphic
elements to bring warmth to the publication, while clear
layouts, infographics and a strong visual hierarchy kept
everything structured and professional. Getting that balance
right meant the data and impact statistics could land
properly, without the report feeling dry or overly corporate.

The final publication successfully communicated the
charity’s impact and achievements in a format that was
clear, engaging and aligned with brand identity and values.
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Somerset County Council:
Climate Consultation

Somerset Climate Change Consultation As part of a wider public consultation programme,

Better places to live Cleaner, healthier and Less waste, More efficient Online Survey brop in Events
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for renewable energy projects
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& Q w ¥ noisy environments, with illustration and infographics doing
the heavy lifting to make complex climate concepts feel
accessible to anyone who stopped to look.




Engagement & Educational Campaigns

__j I &£ f—...:;:. ‘; i = ;..._.:h “

Wells & Trametlantic Sknvery
0 Wells & Transatlantic Slavery
B s oy il snb s, o siond b B Cty . NARAAEN LE B BN e
Wl 18 St e et £t et 1 oo hees Wi 4 i)
v bed 3 Brarfiaie davery. Tos propmni oo b risks Parse Iﬁ
iy iy sl i ey Ty il st o ] T bk
g

of mamrdures mary i s anc e Cariian \ selfgiclod ool vo diseoric sives [ifkings

e T ) s AL IS e N the: Clity o Wells oo Brirish skiverny
ikt ek Mhace sk et plica, peoges B Dol bas [y

corwetiorn Bukd o, the el L b boand by warring e m Wt Toe dedicaled Wil s Tramallanta ey wetnd e for
o

R o s informuion shout T plarst Caopls and Cardibaan
‘ i T B 0 Tk B3 5.0 1Pek (B 0kl bubbnm o viLE
it vt i) o L s Weth Zisfwch ol W Lafndil aaide e T sl gL
P, iy e i, . b . s by, !_ -
That Bisbcapet Pl o, ity Abchvnt, "t Mindan Cariblonss g e i kw3 e il of G Bsfiingy BAof e
Virtuork, b M o B g snd Rarbuarts ond sespsad Bviinc] b syt TN 5l LY v cxciemy o e posbel oy
i b e e M e gl ey 1 P | e ¥ T ———
ity Paoiss Lumiey 1AL of the Ursass by | st 30uf (04
Bloh Vsl ase s ) Persion b tha groug nd tgether with
A TR Moty BBl e dape o it

e 1y

Fiaregpers st et 1oy k. | it ) o k3 4
s g, Sy ) et Pl 50 1L 1R e e e e
[0 W 1, et gt e s B Pt et v g B

i

i

-

Proud to
represent
Wells and

Mendip Hills

Froduced at no cost fo the foxpajer

WORKING FOR YOU

From my ‘Patch’ | Surgeriesin The topics that
to parliament every part of the matter to you
constituency

\

East Brent

East Huntspill

Chewton
Mendip

Pilton

Shepton
Mallet

City of Wells:
Transatlantic Slavery Campaign

A public engagement project exploring the City of Wells’
historical links to the transatlantic slave trade and its lasting
impact on Britain and the Caribbean.

| was commissioned to design a fold-out A3 leaflet and trail
map to support visitor engagement and encourage learning
across a range of audiences. The materials combined
historical information, mapping and visual storytelling in a
format that was clear, accessible and easy to navigate.

Particular care was taken to ensure the design approach
reflected the sensitivity of the subject matter, balancing
educational engagement with a thoughtful and respectful
visual tone.

Tessa Munt MP:
Campaign Branding and Communications

| was commissioned to develop a series of campaign logos,
icons and printed communications for our local MP's public
engagement and constituency campaign materials.

The work needed to feel approachable, community-focused
and easily recognisable, while remaining consistent with
the wider political party brand identity and existing visual
guidelines.

Alongside the campaign branding elements, | designed a
constituency map and round-up leaflet to communicate key
updates and local initiatives in a clear and accessible format
for a broad public audience.
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Wells Cathedral:
Children’s Sensory Trail

Commissioned by Wells Cathedral, this project involved

the creation of an interactive sensory trail designed to

help children and families engage more deeply with the
Cathedral through exploration, observation and play. The trail
encouraged children to pause at key locations and use their
senses to discover and appreciate features of the Cathedral.

The brief:

To design a resource pack that created an immersive

and accessible experience for young visitors, combining
navigation, illustration and sensory activities in a format that
was engaging, intuitive and easy to follow.

The audience:

The materials were designed primarily for children and
families visiting the Cathedral, with activities for a broad age
range and varying levels of reading ability and confidence.

The challenges:

+ Designing materials that balanced education with play
and exploration

+  Ensuring navigation and instructions remained clear and
intuitive throughout the trail

How the challenges were addressed:

This one tested me on multiple levels, technically and
creatively. The centrepiece of the resource pack was a
conceptual 3D illustration of the Cathedral, which sounds
straightforward until you're trying to make it both visually
engaging for young children and accurate in terms of scale
and detail. | worked from a wooden model of the Cathedral
to establish the outer shell, then used photographs and a 2D
floor plan to work out where everything inside sat in relation
to everything else; visualising that in a way that was both
artistically coherent and spatially accurate was genuinely
hard. Beyond the illustration, | designed the lanyard cards
for the resource pack using colour and simple visual cues
throughout to support navigation without overwhelming
younger users, creating something structured enough for
families to follow together but with enough flexibility to
encourage children to explore independently.
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The Country Trust:
Farm in a Box Campaign

Developed for The Country Trust, the Farm in a Box
programme was designed to support hands-on learning
experiences for primary school pupils through sensory and
nature-based educational activities.

| was commissioned to create a series of Early Years word
banks and supporting materials designed to encourage
curiosity, confidence and engagement with farming, food
production and the natural environment.

The brief:

To design visually engaging and accessible educational
resources for young children, combining illustration,
language learning and sensory activities in a format that felt
playful, approachable and easy to use.

The audience:

The materials were designed primarily for Early Years pupils
and educators, requiring content to remain highly visual and
suitable for children with varying reading abilities.

The challenges:

- Designing resources suitable for very young audiences

+ Balancing educational content with engaging visuals

+  Ensuring materials remained clear and easy to navigate
for both children and teachers

How the challenges were addressed:

This was a real test of my illustration skills. The challenge
was taking often quite complicated agricultural and natural
world concepts and distilling them into images that were
immediately recognisable and clear to young children.
Simple enough to understand at a glance, but accurate and
engaging enough to actually teach something. | used colour,
playful graphic elements and a consistent visual language
throughout to bring the materials to life, while keeping
layouts clear and uncluttered so that both children and
teachers could navigate them easily in a classroom setting.



Editorial & Institutional Communications

Nursery and pre-prep pupils
stirred up a festive feast of
Christmas magic with their
colourful performances of

A Christmas Recipe at the
end of the Advent term!

Congratulations to Old Wellensian, Josh Beauchamp, co-founder of Samphire, an
independent music and arts festival on Exmoor, which won the small festival award at the
National Outdoor Events Association in November. Josh, who left Wells in 2008, and co-
founder Flora Blathwayt, were invited to be keynote speakers at the ceremony in Bath's
Pump Rooms at the awards reception. They met fellow Old Wellensian, Michael Eavis, who
was presented with an award for 40 years inspiration to outdoor events for the Glastonbury
Festival. This year's Samphire Festival will take place between 7th and 9th July - for more

information visit samphirefestival.com.
—

Carol of the Year finalist

Congratulations to Old Wellensian Ghislaine Reece-Trapp, who was one of the six finalists

in the BBC Radio 3 Carol of the Year Composition Competition at Christmas. Ghislaine, who
was the junior organ scholar at Wells until 2010, went on to become n scholar at
Guildford Cathedral before taking up her place to read music at Christ Church, Oxford.
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Junior school and pre-prep teachers
ran a very popular creative craft l L
stall at the Wells Rotary Club
Reindeer Parade on the first Sunday
in December, helping to decorate 80
gingerbread reindeer and creating
beautiful brown reindeer bags for the
young recipient of each sweet treat!

Strictly tango

‘| InNovember pupils in Years 4 and 5 took part
in tango workshops led by professional tango
dancers Dante Culcuy and Miriam Orcutt, who
later performed Carismatico: Tango de Amor at
Cedars Hall.

Back to Skern Lodge!

57 enthusiastic children from Years 5 and 6
spent a few days at Skern Lodge in North Devon
over the October break, taking part in high rope
activities, climbing, abseiling, tunnelling, archery,
surfing, orienteering, kayaking, assault courses,
and swimming!
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Record deal for debut jazz album

Old Wellensian jazz trumpeter, Henry Spencer, who left

‘Wells in 2008, has recently signed a record deal with
prestigious international label, Whirlwind Recordings, for

his debut jazz album, The Reasons Don't Change, with his
multi-award winning quintet, Henry Spencer and Juncture. ~ ®

Band leader and trumpet player, Henry, penned the fresh
and original compositions for the album in collaboration

with New York based Grammy Award Winner, Dave

Darlington. The band won the Best Newcomeraward at the ~ ®
Marlborough Jazz Festival and in 2014 they were also named

.
winners of the Emerging Excellence Awardby HMUK. With
sell-out performances at Ronnie Scott’s, gigs at the Barbican
Jazz Club and the SE Collective, Henry Spencer and Juncture ®

Archive update

are making waves on the contemporary jazz scene. : ‘Wells looks back on 1,100
years of history, and there

o« is now anew, easy way to
‘ ‘ ® record our ongoing story.
® The Wells Living Archive is
a searchable e-document
o store that already contains
« 23,000 pages going back to
® 1833. The Wells archivist
® s head of history, Chris
+ Eldridge.

livingarchiveewells-
cathedral-school.com
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Wells Cathedral School:
In Touch Magazine

Produced for Wells Cathedral School, In Touch is a

biannual publication communicating school news, events,
achievements and community updates across a wide range
of age groups and audiences. The publication combines
editorial content, photography and feature articles within a
substantial multi-page magazine format.

The brief:

To design a visually engaging publication capable

of presenting a large volume of varied content while
maintaining consistency and engagement throughout.

The audience:

The magazine was designed for a broad audience including
pupils, parents, staff, alumni and prospective families,
requiring a balance of professionalism and accessibility.

The challenges:

+ Maintaining engagement across a lengthy, content-
heavy publication

-+ Creating visual variety across both playful and more
formal editorial content while maintaining a cohesive
publication aligned with the school's wider brand identity
and ethos

How the challenges were addressed:

Every brief for each issue of In Touch arrived with a
mountain of content, and a big part of my role was editorial
as well as design; | was responsible for editing the text

and making judgement calls about which stories deserved
prominence, which could be condensed, and how to pace
everything so the publication felt dynamic rather than
exhausting. It was like a jigsaw puzzle, fitting everything into
sections while making sure it all breathed. | used flexible
layout systems and varied typography to give different
sections their own character, while keeping the whole thing
feeling coherent and aligned with the school’s identity: lively
and dynamic, but never chaotic.



Editorial & Institutional Communications

Wells Cathedral School:
Prospectus

Produced for Wells Cathedral School, this 108-page

If you have prospectus was designed to present the school in a

discovered that your

life revolves around | i more contemporary and distinctive way than traditional
music-making, | independent school publications.
then you should be i+ 3
at Wells. .
The brief:
A To move away from a conventional prospectus format and
T s a , Pl create a publication that felt visually distinctive, engaging

life revolves around music-making, you should be
at Wells. It is a course for highly gifted young people
of great potential who may wish to consider a carees

and reflective of the school’s character and values.

r
you will be offered

ge of choices and opportunities to help
achieve your full potential ill be taught
skilled music teachers, many of whom are
international artists.

L

The audience:
The prospectus was designed for prospective families,

Most specialists leave Wells to study at the main
conservatoires in the UK or abroad, often gaining

scholarships at the institution of their choice.

wells cathedral school

We will give your
child opportunities
to develop their
talents and to
create new ones.

o

-~

The Junior School shares the same site as the
Senior School and feels like

this ethos becomes second natu en your
child eventually leaves us they are a mof
individual, able to cope with greater independence
with the rather more demanding aspects of Senior
School life and the world beyond

child opportunities to develop

We will give y
s a create new ones - whether it's

trument, scoring goals or creating

s should be nurtured,

t as important for your
d enjoy what they like
get really good at it! We
urage them to tackle things they don't

rly like; they may discover a new interest

wells cathedral school

agents and wider school stakeholders, requiring a balance
between aspirational presentation, clarity and accessibility.

The challenges:

+  Creating a distinctive publication within the conventions
of independent school marketing

+ Maintaining engagement across a lengthy publication

+ Balancing strong visual storytelling with clear and
concise information

How the challenges were addressed:

| produced three editions of this prospectus over my time
working with the school, each around five years apart,
which meant longevity was built into the brief from the
start; it had to be classic enough not to date. When the
first edition came out in 2011 the concept was genuinely
unconventional; school prospectuses at the time followed
a fairly predictable formula, traditional and A4, and this was
deliberately neither. Taking inspiration from editorial coffee
table books and high-end fashion catalogues, | used an
unconventional format, with generous layouts, restrained
typography and natural photography on recycled uncoated
stock to create something that felt calm, tactile and
contemporary rather than corporate. It was well received
enough that the design has only needed small tweaks and
updates in the editions since - which | think is true evidence
that the original concept had real staying power.
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The Bishop’s Palace:
Visitor Communications
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Find us The Bishop's Palace
: & Gardens

i Produced for The Bishop’s Palace, this ongoing body of
work included visitor guidebooks, information leaflets, event
materials and illustrated promotional assets designed to
- s n support visitor engagement and public communications.
em ke Ve e b e i Neconbilly The work needed to remain closely aligned with the Palace’s
o —— established visual identity and heritage setting while
providing accessibility and visual consistency.
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The brief:

The initial brief focused on designing a visitor guidebook
and entrance ticket for first-time visitors, ensuring
information was clear, welcoming and easy to navigate.
Subsequent projects included biannual information leaflets,
event collateral and a series of illustrations designed to
support the Palace’s in-house promotional materials.

— s Palace
The Bt r\’_‘__-n_d potrles

: J;:-.lq-: with SUER®

The audience:
The materials were designed for a public audience including
tourists, families, event visitors and community groups.

The challenges:

- Communicating information clearly for first-time visitors

+  Working within strict existing brand guidelines

+  Creating materials that balanced heritage, accessibility

8 Galley,, ] and visual engagement

iy - Developing illustration assets that complemented the
Palace’s established visual identity

Entrance Hall and Undercroft

A Guide to

The Bishop's Palace

How the challenges were addressed:

The Bishop's Palace has a strong and well-established
visual identity, and my primary challenge throughout this
body of work was ensuring that everything | produced felt
genuinely at home within it. Working within strict brand
guidelines can sometimes feel restrictive, but here it

was more like a creative framework. | used clear layouts,
restrained typography and consistent visual systems to
support navigation and accessibility, while making sure
every piece of work felt coherent with the Palace’s heritage.
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strengthen community cohesion, address inegualities, improve people’s health and wellbeing
and fill some of the gaps in existing treatment and support services.
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faith groups, and to help build skills and assets in thedr vas
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Stronger Communities:
Brand Identity and Website Design & Build

This project involved creating a visual identity and website
designed to support community engagement, local
collaboration and accessible communication across a broad
public audience. The project combined brand development,
digital communication and information design within a
flexible and community-focused visual system.

The brief:

To create an approachable and adaptable brand identity
alongside a clear and easy-to-navigate website that
reflected the organisation’'s focus on connection, support
and community engagement.

The audience:

The identity and website were designed for a broad
audience including residents, community organisations,
volunteers and partner groups.

The challenges:
Creating a visual identity that felt approachable and
community-focused
Ensuring the digital experience remained accessible and
easy to navigate for varied audiences

How the challenges were addressed:

| developed three concepts for this identity, each trying to
balance the ideas of strength, love and the complexity of
the human mind. The winning concept centred on a heart,
but shown not as a perfect whole, rather pieced together
like a puzzle. The thinking was that healing is often not
about returning to what was, but rebuilding something new
from fragments. The puzzle element also speaks to the
inherent complexity of being human and our deep desire
for things to fit together, both within ourselves and in our
connections with others. The visual system and website
were built around the same principles: clear, warm and easy
to navigate.



Brand Identity and Digital Communications cedare Hall

Brand Identity and Marketing Collateral

This project involved developing a primary visual identity
m for Cedars Hall alongside a related submark for Quilter Hall,
supporting the launch and promotion of the venue's public
events programme. The identities were subsequently applied
E D A R H A L L across a wide range of promotional materials including
leaflets, posters and programmes.
The brief:

To create a distinctive and flexible identity system reflecting
the Hall's contemporary architecture, heritage setting and

&. &. role within a wider cultural network.
m A A broad audience including concertgoers, visiting

Q U I LTER HALL . " performers, schools, community groups and arts audiences.
u The identity needed to feel contemporary, accessible and
CEDARS J

appropriate across both cultural and educational contexts.

The challenges:

Balancing heritage and contemporary culture within both

school and community settings
—— +  Ensuring the Quilter Hall submark felt distinct while
remaining clearly connected to the primary identity
Designing a flexible visual system suitable for a wide
range of applications
Maintaining consistency across all marketing materials

How the challenges were addressed:

The central creative challenge was how to hold two very
different buildings within one identity family: the ancient
medieval architecture of Quilter Hall sitting alongside the
sharp contemporary lines of Cedars Hall. Rather than

trying to resolve that tension, | drew from it, using clean
linear forms that felt both classic and modern, restrained
enough to carry a sense of permanence and tradition while
remaining adaptable across a wide range of applications.
The result needed to be strong and resilient - an identity that
o e et could work as confidently on a concert poster as it could on
a school leaflet, and that would grow with the venue as it
established itself as a prominent cultural destination.

The 4! Conference:

i

i

f

¥
=

i

rFF3

1

Tithrts: £10 - 118
Free far 75 and undes

b

13



Brand Identity and Digital Communications

14

= Naturally
(*¥") Sormerset

-.1"'-"1' He

MG

'."'-"I".' AT s

bl oo Bopects fonum Moew

Food  Eneagy hHouung Refute, Redece, Aroaic Recycl  Carban & Paturs

Eraniset VR O Do Oh DDA Lk

EROCLOE 0SS a0 DSl YW WEOITs: STAonE D o Lt e pecoind
= mioeity. Z500m at The GEoge Inn ubwlaes Tncton foom

Taon & ook pround our 2ite 1o Soe what wa have donn and our pland tor the fulure

Somerset LNP:
Website Design & Build

This project involved designing and building a digital
platform for a cross-sector organisation working to protect
and enhance Somerset's natural environment.

The brief was to create a clear, accessible and structured
website that communicates the partnership’s strategic role,
supports stakeholder engagement, and presents complex
environmental programmes in an understandable, navigable
way for a wide mix of users including local authorities,
environmental organisations, landowners, policymakers,
community groups and the public.

The site needed to balance technical clarity with public
accessibility. A structured, content-led approach was used
to break the organisation’s work into clear thematic areas,
including strategy, projects and working groups. Strong
hierarchy, concise language and modular layouts improved
navigation and readability, while visual restraint ensured the
content supported understanding of complex systems.

Green Wedmore:
Website Design & Build

This involved creating a website for a community-

led environmental group focused on reducing carbon
emissions, restoring nature and supporting sustainable
living in Wedmore and surrounding villages.

The brief was to create a clear, accessible platform that
communicates a wide range of local climate and nature
initiatives, while supporting engagement from residents,
partners and community groups. The site needed to
balance practical information with an inviting, community-
focused tone. A structured, content-led approach was used
to organise activity into clear themes. Strong hierarchy,
concise language and modular layouts improved clarity and
navigation, ensuring complex environmental information
remained easy to explore and understand.
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Orange Cat:
Brand Identity and Website Design and Build

Orange Cat Design Studio is my own independent design
practice that specialises in communication design across
editorial, digital and public-facing projects for schools,
charities, councils and community organisations.

The project involved developing a visual identity, website
and supporting digital communications designed to feel
professional, approachable and visually distinctive.

The brief:

To create a flexible brand identity and digital presence that
clearly communicated the studio’s focus on thoughtful,
accessible and strategically-led design.

This included the development of a consistent tone of
voice and visual approach across social media and online
communications.

The audience:

The brand and website were designed for prospective
clients and organisations, requiring the communication
style to feel approachable, credible and engaging.

The challenges:
Balancing professionalism with warmth and personality
+  Presenting a broad range of work clearly and coherently
Maintaining consistency across website and social
media communications

How the challenges were addressed:

Designing for yourself is never easy! It required a real deep
dive into working out who | am and what | wanted Orange
Cat to stand for. The brand and website needed to feel
immediately like home, a true reflection of my personality
and approach, while remaining calm, professional and
credible to prospective clients. | developed a restrained
visual system using typography and colour that could
work consistently across print and digital, with a website
structure that prioritised clarity and a social media presence
that maintained a consistent tone of voice throughout.



Thank you for taking the time to explore my portfolio.
| hope it has given you an insight into my work and the
creative passion | bring to every project.

If you would like to discuss any ideas or opportunities,
please don't hesitate to get in touch.

Julia Thurling
Orange Cat Design Studio
07798 662288
orangecatdesign.co.uk
orangecatdesign@icloud.com



