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JEMMA HART
G R A P H I C  D E S I G N  P O R T F O L I O



I’m Jemma,
with a J

2

I’m a passionate graphic designer with 
a love of bright colours and chunky 
typography, although I do I find it 
interesting to work with a wide range of 
design styles. My goal is to create unique 
and personal designs that will illuminate 
each business that I work with and I’ll 
never say no to a challenge.

07852 793111

illuminategraphics@hotmail.com
illuminategraphics.co.uk

http://www.illuminategraphics.co.uk
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fun activities that the children do at the 
pre-school. The abstract lines on a couple 
of the letters look like a typical child’s 
sunshine drawing, they’re a lovely addition 
which adds to the warm, welcoming feel 
of the logo.

Following on from the logo design, I 
designed some cute, woodland animals 
and other brand illustrations which are 
unique to the brand to be used for various 
marketing materials. Lastly, I created a 
brand guideline document which outlines 
how to use the logo, what colours and fonts 
to use and all the added brand illustrations 
that I had designed to ensure any future 
designs are consistent and on brand.

Brief
Design a fresh brand identity for a pre-
school which looks friendly, homely and fun. 

Design
A brand identity which is fun, colourful 
and modern whilst staying away from 
any ‘cringey’ designs which can often be 
found in the industry. 

The use of warm colours tells the audience 
that this is a safe place that will feel like 
a home from home for the children, 
installing trust in the audience. The fun 
typefaces add to the welcoming feel 
of the logo and the uneven placement 
shows movement, representing all the 
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Brief
Design the graphics for a whole stand, 
including the panel graphics and game 
designs, following Hownow’s brand 
guidelines and current campaign.

Design
Following a rough brief from the client, I 
designed all the graphics shown on the 
stand whilst following the company’s 
brand guideline document and utilising 
the assets from their ‘Cut the Fluff’ 
campaign. Overall, I designed an 
interesting, welcoming and fun looking 
stand which represented the brand well 
and left the client feeling very pleased.
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Brief
Design the graphics on a game for the 
globally recognised brand Yoplait.

Design
Whilst following Yoplait’s brand guidelines 
I designed the graphics for this digital 
engagement, making use of the brand’s 
assets as well as creating my own to dress 
the game and add interest to the designs.
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creative design compliments the branding.
https://illuminategraphics.wixsite.com/altereco

The social media posts mainly use the 
primary colour pallet and any photographs 
are edited to follow the brand colour 
pallet. The posts follow a sequence to 
ensure a clear and clean look overall. 
There are also posts for key food-based 
occasions throughout the year such as 
advertising pancake mix for pancake day.

The video advert advertises the brand 
and explains why people should shop with 
AlterEco. It informs the audience about 
why they’re sustainable, where they can 
find the products, reviews and so on. 
There’s a short and long version, with the 
long version being released first to inform 
and the shorter version used as a reminder. 
https://youtu.be/driBxGku1OE

Brief
Design a complete brand package, 
packaging and advertising for a high-end 
sustainable food brand.

Design
AlterEco has the full brand package, 
including a logo, brand guideline book 
website, social media, video advert, 
packaging and supermarket advertising. 

The logo is simplistic and sophisticated, 
it speaks to the target audience and 
communicates the tone of voice. The 
simplistic, abstract flower and rounded 
sans-serif typeface gives the brand a 
modernist twist compared to the usual 
design that eco-friendly brands go for. 

The website is an introduction to AlterEco 
and a source of information. The simplicity 
creates good UX and the clean and 
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the boxes and on hanging signs over the 
fruit and vegetable sections.

Supermarket advertising will be used to 
tell consumers that the shop is stocking 
AlterEco’s products and encourage them 
to buy the products. Hanging banners 
will be hung near the products in order to 
reassure consumers and create a personal 
connection. From the research, I found 
that people connected with people so 
displaying the farmers who produce the 
food will show the audience where the 
food comes from and establish trust.

Custom labels will be supplied with the 
name of the product, a description and 
our symbols. The most important symbol 
will be the sun which represents when a 
product is in season. When a product is in 
season, a label with the ‘in season’ symbol 
on will be used and when it’s no longer 
in season, the label will be swapped for 
a label without the symbol on. This is to 
encourage seasonal eating, a key part to 
sustainable eating.

AlterEco’s modernist packaging is 
guaranteed to stand out in the market. 
The nostalgic look will allow the target 
audience to reminisce about their 
childhood with its inspiration taken from 
Sainsbury’s own-brand designs from 
the 70’s. The brand furniture is used to 
represent the product in an abstract way 
and the colours used from the brand’s 
colour pallet represent the product. 

AlterEco will take advantage of specific 
times of the year in order to boost sales 
and provide consumers with sustainable 
options. For example, pancake mix will be 
released on the run up to pancake day 
and Christmas dinner meal boxes will be 
sold at Christmas. 

Vegetable boxes make buying fruit and 
vegetables easy and free of single use 
packaging. Consumers pick a small, 
medium or large box, fill it with any of 
AlterEco’s range of fruit and vegetables 
and take it to the till to be scanned and 
weighed. Instructions will be displayed on 
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Brief
Design the panel graphics for a huge 
14x10x6m exhibition stand for a next-gen 
technology company.

Design
These graphics were designed to look 
slick, professional and modern which was 
essential for the client to gain the trust of 
their audience at this show. It was essential 
to use my knowledge of designing large-
scale graphics for this project due to the 
impressively large size of this stand.
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Brief
Design a brand package for a luxury 
animal portrait product company which 
look friendly, high-end and professional.

Design
The overall look of this brand represents 
the products that the company sells 
which feature clean, vibrant designs, 
predominantly on white backgrounds. The 
script, signature-like typeface used for the 
logo gives the brand a luxurious feel whilst 
representing the craftsmanship that goes 
into drawing each animal and printing 
every product. The added heart shape 
detail not only represents the business’ 
name, it also adds to the friendly feel of 
the brand and represents the love that 
goes into each product. The rest of the 
brand assets follow the same design rules, 
predominantly using the white and teal 
brand colours and utilising the company’s 
hand-drawn animals where possible to 
add to the advertising.
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design a tuna tin with the book’s title 
and author’s name. The packaging topic 
was shown throughout with the use of a 
cellophane wrap texture which overlaid 
the cover, contents and title pages. I 
delved deeper into the ‘evolution’ side 
of the text by including a timeline which 
ran throughout, giving the reader a quick 
snapshot of how the packaging industry 
has developed. The events on the timeline 
are taken from key points which are 
mentioned in the text as well as some 
other key events of the time which will help 
the reader to put the events into context.

Brief
Design a book for a manuscript about the 
evolution of own-brand food packaging. 
It must display strong editorial skills 
throughout in order to clearly display text 
and image whilst representing the theme 
of packaging and change over time.

Design
I really enjoyed the task of laying out this 
84 page editorial piece which consisted 
of both image and text. As the manuscript 
was about food packaging, I decided 
to get creative with the front cover and 
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Brief
Design attention-grabbing physical and 
digital graphics for a stand using a retro 
superhero comic book theme.

Design
Designing the graphics for such a fun 
stand was a joyous project throughout. The 
process included discussing the client’s 
desired outcomes, researching inspiration, 
pitching moodboard presentations, 
sketching out some ideas, creating and 
designing the graphics (including all the 
small details) and lastly, presenting the 
final outcomes which the client loved.
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Engagement Focus
Once the stand graphics had been signed 
off, it was time to make a start on the 
digital designs. This particular stand had 
three engagement screens which allowed 
me to carry the theme throughout 
multiple outcomes.
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Brief
Design some luxury packaging for Luxe 
Beauty, including a box for their products, 
a ‘thank you’ card and some packing 
tape for all of their parcels.

Design
The use of white and nude skin colours 
represented this makeup company well, 
with the gold foil effect adding a luxurious 
feel across each design. The mixture of 
serif and sans-serif fonts match the logo to 
keep the brand image consistent.
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Brief
Design some advertising for a charity fund 
raising event that will cover various touch points 
including posters, social media and clothing for 
the volunteers.

Design
I organised this fund raising event after a large 
group of friends and I lost a friend to cancer. I 
felt really passionate about this project because 
I have a strong connection to charity work. The 
friend’s favourite colour was purple so I chose 
that as the primary colour, with Macmillan’s 
two shades of green as the secondary colours 
because that was the cause they were raising 
money for. The chunky typeface is attention 
grabbing and friendly.
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They’ll make the most impact when 
students wear them at school as it 
will encourage the school to look 
into Shift’s campaign and introduce 
sexual harassment lessons into the 
curriculum. Many of the campaign’s 
target audience will use social media 
platforms such as Instagram so having 
an account will help raise awareness. 
The video uses vectors and typography 
to illustrate the message in the hand 
written poem. It’s very emotive, mainly 
due to the voice recordings from 
different female actors reading over the 
top, which will instigate change. 
https://youtu.be/aXlYGk2U0Ns

Brief
Create a brand that tackles an issue 
that you feel passionate about.

Design
Shift is a brand that aims to stop sexual 
harassment by getting schools to insert 
the subject into the curriculum. The logo 
portrays the word ‘shift’ by showing 
movement with the split between the 
top and bottom and the italicised text. 
The pink represents the strong female 
audience whilst the added navy colour 
avoids excluding any other genders 
or assuming that all women like pink. 
Badges will help raise awareness and 
any profits will fund the campaign. 
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07852 793111

illuminategraphics@hotmail.com
illuminategraphics.co.uk

http://www.illuminategraphics.co.uk

