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BRANDING

Researching and Celebrating
100 years of Women’s History
and Experiences in Scotland

Real time AI powered company valuationsReal time AI powered company valuations
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www.wren-uk.com

WREN
Construction Ltd

RELIABL E

WREN

www.wren-uk.com

WREN
Construction Ltd

RELIABLE

CONSTRUCTION MANAGEMENT
Reassuringly reliable
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WREN CONSTRUCTION. NEW BUSINESS BRANDING AND MARKETING MATERIAL.



They’re obsessed 
with straight bananas
Let’s tell them where 
to stick em’
Use your vote 
on June 8th 
‘We are European’
Join us
www.euromovescotland.org.uk
facebook.com/EuroMoveScotland
twitter.com/euromovescot 

Join us
www.euromovescotland.org.uk

facebook.com/EuroMoveScotland
twitter.com/euromovescot 

Their world 
is an island

Our world 
is connected

Vote to be heard 
‘We are European’

She talks about 
the people
But does she 
listen to you?
Send her a message  
on June 8th
‘We are European’
Join us
www.euromovescotland.org.uk
facebook.com/EuroMoveScotland
twitter.com/euromovescot 

Will they go looking 
for a fight?
Or fight for your 
interests in Europe?
Vote to be heard
‘We are European’

Join us
www.euromovescotland.org.uk
facebook.com/EuroMoveScotland
twitter.com/euromovescot 

Their thinking 
is chaotic
Ours is crystal clear
Time to say no 
to Brexit.
We are European
Join us
www.euromovescotland.org.uk
facebook.com/EuroMoveScotland
twitter.com/euromovescot 

Be my Valentin
e

WEWE
LOVLOV
EUEU

WEWELOVLOV
EUEU

EMIS. BRANDING. CAMPAIGNING MATERIAL

BRAND DEVELOPMENT. PRINT. DIGITAL. EXHIBITION & PACKAGING. INFOGRAPHICS T. 0131 552 8827. M.07753 425646. E.chris@theroundroom.uk www.theroundroom.uk



Homemade Tartare Sauce

malt vinegar

M
E
N
U

Cod loin
£0.00

BRANDING - INTERIOR AND EXTERIOR SIGNAGE, WEBSITE AND BRAND ROLL-OUT
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MID BLUE
PANTONE 300
CMYK 99 51 0 0
RGB 0 101 189
WEB 0065bd

NAVY BLUE
PANTONE 295
CMYK 100 70 8 54
RGB 0 47 95
WEB 002f5f

Real time AI powered company valuationsReal time AI powered company valuations Real time AI powered company valuationsReal time AI powered company valuations

Real time AI powered company valuationsReal time AI powered company valuations
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UNLISTED. TECH START-UP BRANDING AND MARKETING MATERIAL.



Real-time AI powered company valuations

4th Floor, 115 George Street, Edinburgh EH2 4JN
hello@unlistedvaluations.com

00000 000000 

www.unlistedvaluations.com
All information provided is private and confidential and is intended solely for the attention of the addressee(s). If you have received this email in error please return it to the sender and 

remove any copies from your system. Unauthorised use of any information provided is not permitted. All information or advice is tendered on the basis that every effort is made to 
ensure that it is correct and valid, but no guarantee is given and no liability for error accepted.
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Business success metrics

00%

00%

00%

00%

The break-even point

Leads generated/converted

00%

00%

Net income ratio/profit

00%

00%
Sales indicators
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UNLISTED. TECH START-UP BRANDING AND MARKETING MATERIAL.



‘To find the pleasures in every season’

The earth beneath your feet
The ever changing skies above your head

The roaring heat of the open fire
The rhythm of the River

Feeling the first warmth of the sun 
The rustling of the leaves
A secluded tree-lined oasis

A dining room under the stars
A menu of ever changing smells, sights, sounds 

and tastes…
Where there is no such thing as a dull day

The Greyhound on the Test - 
An exquisite country inn with a fine dining restaurant 

and handsomely stocked bar. 
Boutique bedroom suites, a water meadow garden 

and a river beat on one of the world’s 
most famous fly-fishing rivers.

Finding
the pleasures

in EVERY
season
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THE GREYHOUND ON THE TEST. HOSPITALITY BRAND RE-POSITIONING.



Finding
the pleasures

in EVERY
season

THE GREYHOUND ON THE TEST. HOSPITALITY BRAND RE-POSITIONING.
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Emotionally intelligent, technically expert 

MANAGEMENT
CONSULTING

PANTONE - 40% 
C25 M9 Y2 K15
R148 G170 B193
WEB a3b9cc

PANTONE -
C0 M3 Y5 K3
R243 G232 B223
WEB f6ede5

PANTONE -
C0 M10 Y8 K0
R252 G225 B216
WEB fee7e0

PANTONE 654
C100 M73 Y10 K50
R0 G33 B76
WEB 002d5d

PANTONE 634
C100 M13 Y10 K40
R0 G88 B124
WEB 006a8e

PANTONE 716
C0 M63 Y99 K0
R235 G102 B18
WEB f47d22

PANTONE 357
C93 M19 Y94 K69
R0 G51 B20
WEB 00421c

PANTONE 7504
C17 M36 Y47 K38
R123 G94 B74
WEB 90725d

PANTONE 690
C30 M98 Y13 K70
R60 G0 B40
WEB 4f0034

Data

Organagram

Workforce by role

22%

28%

19%

31%

21%
Efficiency

8%
18%

29%41%

4%

34% 11%

4%

4%

4%

34% �Vel illum Dolore eu 
feugiat nulla facilisis at 
vero eros et accumsan et 
iusto odio di.

22% �Vel illum Dolore 
eu feugiat nulla 
facilisis at vero eros 
et accumsan iusto.

People
PROCESS

Power

Emotionally intelligent, technically expert 

MANAGEMENT
CONSULTING
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BRAND CREATION, GUIDELINES AND ROLL-OUT



CREATION MANAGEMENT PRESERVATIONAGE	 20	 30	 40	 50	 60	 70	 80+

WEALTH CREATION WEALTH MANAGEMENT ASSET PRESERVATION
YOUNG ADULT   FAMILY FORMATION   FAMILY DEVELOPMENT   FAMILY MATURITY   RETIREMENT

FAMILY PROTECTION

SAVING

INVESTMENT

ESTATE PLANNING

LATER LIFE PLANNING

RETIREMENT PLANNING
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CORNERSTONE ASSET MANAGEMENT. BRAND RE-POSITIONING. 



Re-positioning of Cornerstone Asset Management started 
with refreshing the language and use of imagery.
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CORNERSTONE ASSET MANAGEMENT. BRAND RE-POSITIONING. 



Roslin tech
making protein better a reduction in grazing 

means more arable farming

“ We envision a world where everyone has access to affordable, 
nutritious, and responsibly-produced protein ”

a world of 
better animal 
husbandry

We’re ambitious, AGILE. A cutting edge biotech 
company focused on food and agriculture. 

We’re Alive to world issues, caring and 
compassionate, using our talents for good, 

working to create responsibly-produced 
sustainable , affordable nutrition for all.

free from slaughter, 
free from GMO, - free from 
antibiotics, high in protein, 
low in saturated fat
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BRAND PROPOSITIONING FOR BIOTECH START-UP



Using Wi-Fi / mobile devices5

Wi-Fi precautions:
● Personal details are less secure on public Wi-Fi
   because unauthorised people can intercept what 
   you are doing online.6
● Use password-protected Wi-Fi for transactions
   and always sign out.
● Fake networks are set up to look like the real
   deal. Make sure you connect to the right one.

Mobile device precautions
● Only download apps from official app stores.
● Keep smart phone operating systems updated
   with the latest security patches and software.
● “Jail breaking” or “Rooting” your device weakens
   its security.

Mobile device benefits:6

● Check your balance regularly anywhere. 
● Make payments easily.
● SSL certificates - yellow padlock at the bottom
   of your mobile browser means the site is protected
   by 128-bit encryption.
● Firewall protection - prevents unauthorised access
   and safeguards your account information.

FAKE

SIGN-OUT

REAL

1. Website URL 
address security:
look for https at the start 
of the URL and make 
sure the green bar and 
padlock are present in 
the browser bar.

3. Avoid unsolicited 
emails. Links and files 
in unknown emails 
could be a scam and 
hold viruses or take 
you to fake sites to 
collect your personal
or financial details.

4. Use mobile 
banking online. 
Check your 
statements regularly
or get mobile alerts
for your bank account.

2. Wi-Fi security 
checklist: Check you 
are connecting to the 
right network. Avoid 
making financial 
transactions on public 
Wi-Fi, use a password 
protected network.

14. Ensure you know 
who you are buying 
from.

15. Register your credit 
card with Verified by Visa, 
Mastercard Secure or 
American Express SafeKey 
for added security.

13. Use a secure 
payment site such
as PayPal unless
you know who you’re 
paying money to.

1234 5678 9111 2131?

Tips to help you avoid scams
Safe internet use:7

Look for an actual
geographical 

address/contact/phone
number and check

it’s legitimate.

Make sure you are
using the most up to date 
version of your browser as
the latest versions of some 

browsers can identify 
fraudulent websites

by default.

Check the display
on the bottom left hand

corner or hover over
the link with

your mouse to reveal
its true destination.

Be cautious
when putting unfamiliar

USB sticks and CDs
into your device as
they may already

contain harmful files. 

If a pop-up message
warns about

a website’s security
certificate, be warned.

Buy legitimate 
software from 

reputable 
companies and 
official sources.

https://www.
https://www.

6. Security software 
is essential. Parents 
can use age 
appropriate filters to 
monitor and block 
online activities. 
Update regularly.

7. Beware of fraud. 
Report any suspicious 
activity to Action Fraud 
as well as your bank.

8. Social Networks2 
are increasingly used 
by fraudsters. Watch 
out for things like fake 
friend requests and 
YouTube links 
containing malware.

5. Always log out 
after an online 
transaction instead
of closing down
the browser.

LOG-OUT

10. Be cautious when 
purchasing tickets.3
1 in 10 UK ticket 
buyers have 
purchased fakes.

11. Read Terms & 
Conditions4 before 
agreeing as accepting 
is entering a legally 
binding agreement.

12. The Sale of 
Goods Act applies
to online sales in
the UK.

Shopping safely online

FREE
WIFI

CAFE

COFFEE BEANS

80%

ActionFraud

Suspicions of 
fraudulent 
activity to 

Action Fraud.

Report:

Encountering illegal material or behaviour:7

IWF

Illegal images/
criminal 

material to
the IWF.

POLICE

Illegal/
discriminatory 

content to
the police.

Your dispute
to the small 
claims court

as a
last resort.

SOURCES
 1 http://www.getsafeonline.org/themes/ChristmasCampaign/GSO_ Xmas-2013_leaflet_spreads.pdf
 2 http://blog.emsisoft.com/2012/05/15/tec120515/
 3 https://www.getsafeonline.org/shopping-banking/buying-tickets/cr
 4 https://www.getsafeonline.org/protecting-yourself/accepting-terms-and-conditions/
 5 https://www.getsafeonline.org/smartphones-tablets/wireless-networks-and-hotspots-st/
 6 http://www.sainsburysbank.co.uk/onlinesupport/online-support-security.shtml
 7 https://www.getsafeonline.org/protecting-your-computer/safe-internet-use/

COFFEE BEANS

15 Steps to safe online shopping1

9. Know your online 
consumer rights –
visit visit “sites like 
Which? and Money 
Saving Expert for
more information.

Holiday
sp€nding

Habit$
of UK holidaymakers

Spain 

France

Italy

USA

Republic of Ireland

Netherlands

Germany

Portugal

Greece

Poland

87654321 141312111090

Top 10 countries visited
 Average length of stay (days)

‘Holiday spending habits’ data collected as part
of a survey by Sainsbury’s Bank Money Matters
in September 2014

Average spend per person whilst on a week’s holiday

£200 - £399 £400 - £599 £600 - £799 £800 - £999 £1000+£0 - £199

11%
32%35%

6%
13%

4%

How do holidaymakers make payments abroad?

Debit card 
18.0%

1234 0000 0000 0000

DEBIT

1234 0000 0000 0000

DEBIT

Cash
70.6%

Other 0.5%

Pre-paid card 
2.6%

1234 0000 0000 0000

Credit card 
8.2%

1234 0000 0000 0000

CREDIT

Do holidaymakers budget their spending?

Yes
64%

On a week’s holiday ...

£509

The
average

non-budgeter
spends

£449

The
average
budgeter
spendsNo

12%

Sometimes
24%

Some top tips for saving money on holiday

Haggle! Read reviews!
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Choose public transport 
over hiring a car

Research local
prices before

you go

$
£

€
€

€

Shop around
for the best 
price/deals

Take
advantage

of free
attractions

Avoid
overpriced
tourist traps

and ask
a local

GRATUIT
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THEN AND NOW

2004 2014

+35%
EFFICIENCY

AVERAGE

42.4
MPG

AVERAGE

57.2
MPG

CO2 EMISSIONS
THEN AND NOW

6.5%

NEW CAR
CO2 EMISSIONS

IN 2004 
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130G/KM

IN 2014

67.2%
OF NEW CARS
PAID NO VED

(VEHICLE EXCISE DUTY)
AS THEY WERE

BELOW
130G/KM 

26%
AVERAGE NEW CARCO2 EMISSIONS ARE 

LOWER THAN 10 YRS AGO

2014

CAR SALES TIMELINE
NUMBER OF CAR SALES (MILLIONS)

21 3 4 5 6 7 8
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06

MOST POPULAR COLOURS

1

2

3

4

2004

White - 22.4%

Black - 19.1%

Grey - 13.6%

Silver - 13.2%

35.7% - Silver

24.4% - Blue

17.1% - Black

9.0% - Grey

2014

2,567,269

2,439,717

2,344,864

2,404,007

2,131,795

1,994,999

2,030,846

1,941,253
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7,576,724
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FIFA WORLD CUPIN GERMANY

              2007 HEADLINE
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SCHEME TO START
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VOLCANIC
ERUPTION
IN ICELAND
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PRINCE WILLIAM &KATE MIDDLETONTO MARRY

2012 HEADLINE

LONDON OLYMPICS -
GOLDEN SATURDAY

2013 HEADLINE

MURRAY WINS

WIMBLEDON

CAR BUYING: 2004 - 2014A DECADE OF UK CAR SALES

KEY

1. FORD FOCUS 
    23,190

2. VAUXHALL CORSA
    20,750

3. PEUGEOT 206
    18,973

4. FORD FIESTA
    17,013 

5. RENAULT CLIO
    13,432

1. FORD FIESTA 
    25,753

2. FORD FOCUS
    16,860

3. VAUXHALL CORSA
    16,231

4. VW GOLF
    13,142 

5.  VAUXHALL ASTRA
    11,359

2004
2014

BESTSELLER
NEW CAR BEST SELLERS

Data source:
http://www.smmt.co.uk/

2004 - 2014
DIFFERENCE
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2004 - 2014
DIFFERENCE
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06

MOST POPULAR COLOURS

1

2

3

4

2004

White - 22.4%

Black - 19.1%

Grey - 13.6%

Silver - 13.2%

35.7% - Silver

24.4% - Blue

17.1% - Black

9.0% - Grey

2014

2,567,269

2,439,717

2,344,864

2,404,007

2,131,795

1,994,999

2,030,846

1,941,253

2,044,609

2,264,737

7,731,609

7,576,724

7,584,466

7,487,544

7,186,286

6,798,864

6,797,789

6,768,759

6,743,080

6,806,187

NEW

USED

NEW CAR SALES

2004

2,567,269
3m

2m

1m
2013

2,264,737

USED CAR SALES

2004

7,731,609

6,806,187

8m

7m

6m
2013

20
04

20
05

20
06

20
07

20
08

20
09

20
10

20
11

20
12

20
13

2004 HEADLINE

NASA’S ROVER
LANDS ON MARS

2005 HEADLINE

CHARLES AND 
CAMILLA TO WED

2006 HEADLINE

FIFA WORLD CUPIN GERMANY

              2007 HEADLINE

iPHONE
UNVEILED

2008 HEADLINE

FINANCIAL CRISIS   

– GLOBAL

2009 HEADLINE

CAR SCRAPAGE
SCHEME TO START

2010 HEADLINE

VOLCANIC
ERUPTION
IN ICELAND

2011 HEADLINE

PRINCE WILLIAM &KATE MIDDLETONTO MARRY

2012 HEADLINE

LONDON OLYMPICS -
GOLDEN SATURDAY

2013 HEADLINE

MURRAY WINS

WIMBLEDON

CAR BUYING: 2004 - 2014A DECADE OF UK CAR SALES

KEY

1. FORD FOCUS 
    23,190

2. VAUXHALL CORSA
    20,750

3. PEUGEOT 206
    18,973

4. FORD FIESTA
    17,013 

5. RENAULT CLIO
    13,432

1. FORD FIESTA 
    25,753

2. FORD FOCUS
    16,860

3. VAUXHALL CORSA
    16,231

4. VW GOLF
    13,142 

5.  VAUXHALL ASTRA
    11,359

2004
2014

BESTSELLER
NEW CAR BEST SELLERS

Data source:
http://www.smmt.co.uk/

2004 - 2014
DIFFERENCE

-13.36%

2004 - 2014
DIFFERENCE

-11.97%
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Blind taste -
Late Autumn
a warm garden shed
harvested and stored apples and pears
grass cuttings and lawnmower oil
grain, wood shavings and honey
SUMMER SONG
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