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“Now just got even better”

Pablo London’s “Unexpected Guests” campaign for Deliveroo
works because it takes a simple product truth and tells it in a
totally unexpected, funny way (we love a bit go humor). 

By turning a stressful situation (no-one is themselves when
hungry!) into a joyful moment, it shows how Deliveroo can save the
day no matter how weird things get.



We love the playful tone, bold storytelling and clear
brand message, making it memorable, entertaining
and a great example of how creativity can elevate a

functional service.

Watch here

https://youtu.be/BbAo7Z1Y7n8?si=RGxpr4wXxu8lvI55
https://youtu.be/BbAo7Z1Y7n8?si=RGxpr4wXxu8lvI55
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The Mother of all healthcare apps
How&How partnered with Trellis, a healthcare app for pregnant
and post partum women, to chart and help manage their health
and pregnancy journey. 





It's beautifully simple and
marries the human and
tech effortlessly. 

The design system and
framework supports the
messaging perfectly. 
The copy is succinct and
clever and the whole
brand feels smart,
approachable and
sophisticated, not
patronising.

View the full case study here.

https://how.studio/branding/trellis
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Simply irresistible.
We love how Derek&Eric’s global rebrand for Gü brings clarity and
confidence to a much-loved range. 



Bold geometry and colour cues - a less-is-more approach to the
packaging for effortless navigation. The elevated photography
puts the product firmly back in the spotlight. 

Unmistakably Gü and yes, we’ve always got time for cheesecake!

Read more about the work here.

https://www.derekanderic.co.uk/work/gu
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The work we can’t stop thinking about
Revealed late last year, Johnson Banks’ refresh for the Royal
Institute of British Architects (RIBA) marks the organisation’s first
identity update in over 25 years. 



A confident modernisation of a legacy organisation. It strips back
ornament while keeping authority and credibility. Reminding us
that brand isn’t about chasing trends, it’s about making long-
term systems clearer, bolder, and more usable.

This is the kind of work we’re drawn
to that reshapes institutions, not
just launches products.

Discover more here.

https://www.wallpaper.com/design-interiors/corporate-design-branding/riba-brand-identity-johnston-banks



