
Thank you for offering your time to judge our portfolios. :)

In 2006 I joined the Police, and I always thought that I would 
complete a full career there. I was great at solving problems 
and a dab hand at a suspect interview.  However,  it wasn’t 
creative enough for me and there were too many rules so I 
decided to take the plunge and leave! I went back to 
university and graduated from a degree in Graphic Design in 
2019. I now do freelance graphic design. Oh how much 
happier I am being creative!  

I was then very lucky to get a job at the university as a design 
researcher and PhD student. I’m looking at how graphic design 
can effect stigma towards people with mental illnesses. Its 
pretty cool but its also very serious and academic. 

So, I was looking for some creative ‘light relief’ when LinkedIn 
led me to School of Thought. The speed of one brief a week 
really appealed, as did meeting all those other professionals 
and learning things about commercial briefs. 

Fast forwards to now and I am so pleased I met Phil, Olivia, my 
11 amazing ‘classmates’ and 12 awesome agencies. Thank 
you all  so much for the lessons you‘ve taught me. Every imput 
has been valuable and will go a long way to helping me with my 
PhD, my professional graphic design practice and my general 
new creative life. If you like what you see, I’m always mega 
keen to collaborate.

I feel privaleged to be here, having been selected, completed 
and survived a challenging and fun Manchester SOT 2020. My 
only disappointment is that it is over. I hope you enjoy reading 
my ideas as much as I have enjoyed coming up with them. 

Thank you

Laura Orton

Hello!



Laura Orton | Week: 1 | Agency: Absolute | Client: Carrs Bakery | Brief: Carrs are great for family Halloween celebrations 

IDEA: Turn Carrs flagship store into Carrs Laboratory

Social

Products

For those who don’t have time to invent their own flavour in the lab, 
these limited editions would be made available:

MONSTER MASH - Sausage, mash and gravy

VAMPIRE REPELLENT - STAKE + GARLIC -  beef steak, potato and garlic

BONFIRE TOFFEE APPLE - Apples, sultanas and a sticky toffee sauce.

Polls on social media could be used to vote on new recipe ideas. The idea 
with the most votes would join the menu for the following halloween.

TV / Radio Advert

A Parody of the song “Monster Mash” by Bobby Pickett (please sing!) 

I was working in the bakery late one 
night, when my eyes beheld the most 
eerie sight

For my monster from his slab began 
to rise, and suddenly to my surprise...
(PAUSE)
SFX: MONSTER SNIFFS 

He SMELT the mash. 
He smelt the Monster Mash

Sausage and mash. 
It was a gravy-yard smash.

VO: Dr Carr has come up with a monster new 
pastie - sausage, mash and gravy. Come to the 
Carrs Laboratory to try it out or create your own 
Frankenstein pastie! 

The Carrs Laboratory experience would be a tour of the production line, so 
customers could see the high quality process and ingredients. They would 
then go to the laboratory and make 6 pasties each. Dr Carr would be with 
them to guide and talk about flavour combinations. At the end of the 
experiment,  they would take their creations home with them. Customers 
would be encouraged to share their creations on the Carrs social media 
channels for people to vote in polls if it is a trick or a treat!

Experience



Royal Life Saving Society
Today at 13:43 

LOOK BUT 
DON’T TOUCH

The water looks gorgeous and you want to take a dip. But 
she can kill in seconds. You may be a great swimmer but 
she doesn’t care. Cold Water Shock kills in seconds 
before you have the chance to show your strength.You 
can’t swim when you can’t breathe and you have muscle 
spasms. So remember, you can look but you can’t touch.

IDEA: The water is like a beautiful woman - She’ll Take Your Breath Away

Safety campaigns can be boring and easily ignored. Making it too shocking though, can also cause people to avoid your campaign. 

Making the water anthropomorphic, we draw on the parallels that the water looks beautiful and enticing just like the woman.  The campaign will have a lot of tongue 
in cheek innuendo and sex references in it to appeal to young men but will have a serious message heavily weaved into the same text.

Social Video

Social Media

A group of lads are by a rezzy. Its hot. 
They’ve been kicking a ball about so are 
sweaty to boot. One lad looks over at the 
calm, still water. 

FVO: (In a sultry voice) I look wet and 
enticing don’t I.

The lad starts to walk over to the water. 
The water begins to move and starts to 
grow into a sexy woman

FVO: You want to touch me.

FVO: You want to be inside me. FVO: You want to feel me all over your 
body!

The lad is drawn to the water, kicking his 
shoes and socks off, and jumps in. 

The female wraps her arms around the lad, 
and then sinks down going back into the 
water, taking him with her as Cold Water 
Shock begins.

FVO: (Tone begins to change to more sinister) But I 
am an ice killer and no matter how big and strong 
you are, you can’t handle me. You’ll probably not 
even last 30 seconds. 

FVO: Talk dirty to me.
The lad: GASP (stuggles unable to speak)

The water continues to go down until it is back to 
calm and still again and the man floats dead.

VO: Cold Water Shock kills. It literally Takes Your 
Breath Away.

Laura Orton | Week: 2 | Agency: The & Partnership | Client: Royal Life Saving Society | Brief: How to get young people to take Cold Water Shock seriously 



With bad music and a rubbish view, 
why ever go back?

Take Your Own Beat ’N’ Track

Tell us your #BeatNTrack
 @NewBalance

Laura Orton | Week: 3 | Agency: The Behaviours Agency | Client: New Balance | Brief: Motivate people to keep up new independant exercise routines

IDEA: My Beat n Track

Exercising on your own has its perks! When you’re not in a gym or sports hall, you get to set your 
own rules including your own route and your own playlist.

Using behavioural science, we know that people have an irrational trust in the judgement of 
experts. We also know people anchor to the first piece of information they see, so a comparison 
to a lesser product can be effective. Listening to music we enjoy causes the brain to release 
dopamine, a neurotransmitter that reduces stress levels and makes us feel good. We find it 
easier to exercise when listening to music. Music can lower our perception of exertion, so we 
can pick up the pace and exercise for longer than we normally would. 

OOH

TV Advert

VO: Take Your Own Beat ‘N’ Track
TikTok can be used for people to share 
their music and route of choice with the 
#mybeatntrack Posters would be placed in locations near gyms 

Scene: A sunny day in a park. Lone runners are going 
in different directions wearing New Balance gear with 
headphones on. A camera goes from one runner to 
the next. With each new runner, the music changes 
to their tastes. 

VO: Scientists agree that exercising to your favourite 
tracks makes it feel easier and improves physical 
performance. 

Music: Who Runs The World (Girls) - Beyonce

Music: Run To The Hills - Iron Maiden

Music: Run Run Rudolph - Chuck Berry

Music: I Run - Slim Thug

Music: Rabbit Run - Eminem

Social

@to�eeboom 7h ago
Worsley Woods #mybeatntrack
      Iron Maiden - Run To The Hills



Laura Orton | Week: 4 |Agency: Manifest | Client: Tommee Tippee | Brief: Empower women to tackle judgement head on and feel confident.  

IDEA: For those who think there is a wrong way to feed, we call B_S.

When looking at reducing stigma, you can either teach people 
coping mechanisms, or you can tackle the stigmatisers. 

The people stigmatising are likely to ignore most ‘nice’ baby posts, 
the pale blues and baby pinks, the cute pictures and the products. 
That is why no such niceties are in this campaign.

This campaign is a play on words, giving only the first and last 
letters B_____S. It gives people a puzzle to work out and there is an 
element of satisfaction if you work out a possible sollution, and can 
also provide light relief if someone picks a fun word, like ‘BAZOOKS’ 
or ‘BANGERS’. It is taking a stand on the issue of choice, without 
being overly aggressive.

Social MediaOOH 

Prominant billboards in busy traffic areas are straight to the point.

Adverts placed in new baby forums and magazines promise backup whenever any 
mum asks for it. A proactive communication strategy is also rolled out to call out 
anyone who judges a mothers choice. 

Advert and response

Why aren’t you breastfeeding?

18h 46 likes ReplyChrissyteigen @troll because I don’t want 

to?  #B_S
TommeeTippee @troll How’s about you 

mind your own B_ _ _ _ _ _S. Awesome 

choice Chrissy! Keep going. You have 

made the best decision for you and your 

baby. Ignore the B_S.
Add a comment...

Healthy

B _ _ _ _ S
are fed using

B _ _ _ _ _ S

a b i e

Tommee Tippee support you however 
you choose to feed your baby and we 
will happily call out B_S to anyone 
who says otherwise. Let us know if 
you need some back up and we will 
be there.We can tweet, write, 
complain, educate and help you know 
we have your back every step of the 
way.

#B_S 

I’m a fan but this picture is so attention 

seeking. You’re not even looking at 

your baby, just the camera.

You how is this any of your business? 

@tommeetippee #B_S

TommeeTippee How amazing @You. 

You’re feeding your baby with B_ _ _ _ 

_ _ S. Brilliant choice! Be proud. And 

you’re right - @troll speaks B_S. We 

are right behind you. 

Tommee Tippee
Today at 10:33 

Help stop the B_S stigma towards new mums. 

How would you fill in the blanks?

Expectantmum1

I’ve started calling them my BONGOS! Doing 

50/50 with bottles.

The Tommee Tippee official social media 
pages would have positive posts to start a 
conversation between new  and expecting 
mums. Interactions on how to fill the blanks 
will create elements of fun alongside serious 
discussions.

GIFs can then be created flashing through the 
various suggestions that have been made: 
BREASTS, BOTTLES, BOOBIES, BEAKERS, 
BAZOOKS, BANGERS, BONGOS etc. 

They would also call out for followers stories 
of B_S where they have felt shamed about 
their choices and advice of how to overcome 
it - the best come backs, the best coping 
strategies. 

Healthy B       S are fed usingabie

B         S
How you fill the blanks is no one elses B             S



Laura Orton | Week: 5 | Agency: APS | Client: Barnardos | Brief:  Save Christmas for kids who need it most

IDEA: Barnardos partner with Argos - BARNARGOS
 
In 2020, Argos announced they would not longer print their 
legendary “laminated book of dreams” so circling what you want for 
Xmas in an Argos catalogue is a joy that no child will ever get again. 

This direct mail campaign is a partnership between Barnardos and 
Argos to appeal to the nostalgia of adults to buy a toy for a child in 
poverty, with the promise that Argos will match them with 
reciprocity and donate a toy for every one bought. 

XMAS 2020
You used to love circling toys you wanted for 
Christmas! 

No child will ever get that joy again as Argos 
have stopped print of their legendary ‘book 
of dreams’. 

Far worse, is the 4.2 million children in the 
UK who face the posibility of no presents at 
all in 2020.

Barnardos want to change that but we need 
your help. We have teamed up with Argos to 
ensure no child goes without a present this 
year.

Pick a present to donate via Argos and they 
will match your generous donation 100%.

For the children who need Christmas this year 
more than ever, 

GET CIRCLING! You know you want to!

The front page introduces the 
nostalgia of circling toys and 
how this is the last ever 
opportunity to do it.

A pull tab attached to the front inside page will pull a line 
across the next page, crossing out the circled gift, showing 
how some children wont get what they want.

The next pages are as a standard Argos catalogue would look 
with prices exact to the penny. There would also be an 
explaination of how to donate - either in store at Argos or via 
online methods.

The back page question will 
attract attention to turn it over if 
the catalogue lands this way up.

Direct Mail Catalogue

Thank you for donating to Barnardos

The direct mail would also include a 
classic Argos order slip for people to 
write the code of their donation 
down, plus a free pen with the 
Barnargos logo on so they would 
remember the campaign even after 
Christmas.

Extra freebies



Laura Orton | Week: 6 |Agency: McCanns | Client: Oatly | Brief: How can we convince people who love ‘real’ milk in their coffee to give Oatly a go? 

IDEA: Coffee shops often create art on the top of the coffee’s they sell. They use the pour of the milk 
into the coffee to draw swirls and patterns. This art can only be done if the ‘milk’ is creamy. The most 
common pattern resembles an oat sheaf.  Using an image of the coffee with the oat sheaf on top proves 
its creaminess, then the text points the reader towards the Oatly brand. This provides a simple puzzle for 
the reader to work out the connection between the drawing and the oat milk, which gives satisfaction 
while also promoting the creaminess and suggesting this is a perfectly common choice.

Print Battenberg Print



WE ♥ RESTRICTIONSWE ♥ RESTRICTIONS WE ♥ RESTRICTIONS

WE ♥ RESTRICTIONS

WE ♥ RESTRICTIONS

Laura Orton | Week: 7 | Agency: TBWA/MCR | Client: Ann Summers | Brief: Capture this captive (literally) audience and help meet their sexual needs  

IDEA: 

Using play on words between lockdown restrictions and the bondage items, this is a fun 
campaign, aimed to raise a cheeky smile and showcase the products that Ann Summers sell.

WE ♥ RESTRICTIONS

WE ♥ RESTRICTIONS

While the world 
has stopped, 
the Earth can 
still move.

While the world 
has stopped, 
the Earth can 
still move.

Print

Social



Laura Orton | Week: 8 |Agency: Ear to the Ground | Client: PlayStation | Brief: Using celebrity endorcement, get all gamers excited about the new PS5

IDEA: PlayStation in your downtime can relax you so you can work to the best of your ability when needed.

Coco is sat relaxing on a sofa, holding a PS5 
controller. The camera then zooms in on Coco’s 
eye so far that we end up going inside her head!

Inside her head, a mini Coco walks around, showing 
things she has been up to in 2020. Tennis, exams, 
BLM campaigning, Covid-19. Eventually she moves 
to the PlayStation area of her brain.  

“2020 has been full on!”

“To keep performing at my best, I like time to 
relax and let my imagination go wild. ”

“Play has no limits ”

“PlayStation 5 lets me dive deep into my 
dreams. ”

This social campaign revolves around Coco Gauff 
and how she choses to relax before big games. 
This video would show on her social channels 
along with interactive posts asking her followers 
what games they chose to play to relax. 

As she enters the playstation area of her brain, 
she says “Playstation 5 lets me dive deep into my 
dreams”. With this, she dives forwards, through 
the circle shape.

Coco turns into a mermaid and swims towards a 
fantasy game area. ‘Atlantis’ by Donovan is 
playing as she swims. Its surreal and awesome. 

Social



FVO: Beauty lies in the eye of the beholder.

You wouldn’t accept your sight deteriorating. If that beauty began to 
diminish, you’d get yourself some glasses. 

Something sexy, sleek and stylish. You look great and can see clearly 
again. All that beautiful sight, gained back in a second.

Now imagine it’s your hearing that’s deteriorating. What do you do?

With Nuheara you do exactly the same thing. Get their IQBuds 2 Max  - 
something sexy, sleek and stylish. You look great and can hear clearly 
again. All that beautiful sound, gained back in a second. 

Because with Nuheara -Beauty lies in the EAR of the beholder

Laura Orton | Week: 9 | Agency: Audio Always | Client: Nuheara | Brief:  persuade people who hate the idea of a hearing aid, to love the new IQbuds Max 

IDEA: Beauty lies in the ear of the beholder.

This advert is aimed at people in their 30s and 40s who care about style. We know that we should only focus on one thing/feature at a time to prevent goal dilution. 
We also know that it helps if we anchor the product to something similar for comparison. In 2017, FLUX magazine announced that wearing glasses was cool. (We 
already knew this right?) So how can we draw a comparison?

This advert would appear on Smooth, Heart, Absolute and similar radio stations as our target audience. The voice would be a female, sultry and smooth. There would 
be no background noise, so that the vocal is calm, clear and well understood and stands out against the music and other adverts. 

30 Second Radio Ad



Laura Orton | Week: 10 |Agency: Havas Lynx | Client: MHICT | Brief: Make patients consider a clinical trial investigating Colchicine as an option for treatment of their Covid-19 infection 

IDEA: Become a Sofahero 

Linguistics studies show that the media and 
politicians use metaphors of battle and a fight of 
good versus evil when discussing Covid-19.

The most iconic fights between good and evil 
happen within superhero stories which are 
considered to be one of the greatest American art 
forms of the 21st Century.

Therefore, this campaign is to appeal to the idea of 
becoming a hero - asking people to turn their 
blanket into a cape, become a sofahero and ‘join the 
fight’.

your results are back. you have covid-19

TIME TO BECOME A SOFAHERO!

join the fight against covid-19

you have 
tested 

positivE

we need volunteers with covid-19 FOR A FREE medical trial! 

this sounds 
like a 

job for 
pyjama- 

man

If you have tested positive for Covid-19 in the last 48 hours, turn your blanket into a cape, and join the army of others who are helping test Colchicine 
from their sofa -  a safe, reliable drug, to check its effectiveness in the fight against Covid-19. Obtain FREE medical advice from our Doctors and 
Nurses on our patient telephone line and obtain FREE medication which may relieve your symptoms. Ts&Cs apply.

PM
PM

PM
PM

help us from 
your sofa!

turn that blanket into a cape

caught the ‘rona?

we need volunteers with covid-19 FOR A FREE medical trial!

swipe to become a SOFAhero

If you have tested positive 
for Covid-19 in the last 48 

hours, turn your blanket 
into a cape, and join the 
army of others who are 

helping test Colchicine, a 
safe, reliable drug, to check 

its effectiveness in the 
fight against Covid-19.PM

PM

blanket c
apePYJAMA uNIFORM

headquarters

turn that blanket into a cape

Web Banner

Social Media



Social Media Social Media

Laura Orton | Week: 11 | Agency: Social Chain | Client: Amazon Prime Video | Brief: launch a socially-native campaign for Christmas to promote brand love

Add a comment...

Nick Frost
Today at 10:33 

@PrimeVideo asked me what my ideal #PrimeStory 
would be to star in.  Well now you’ve asked, I wanna star 
against @SamSmith as a singing santa who keeps 
getting caught by children because he’s too noisy. It 
would be incredible if you could make this happen!  
Could any of you improve on this idea?

#PrimeStory

Prime Video

Hey Primers! We’ve got some pretty cool new content coming your 
way this Xmas. But instead of making you a sentimental Xmas ad, 
we’d rather use the money to tell some awesome stories by you, for 
you. Question is - What Christmas content do you wanna see?

Genre / Plot / Star?

Best ideas will win a year of Prime Video subs and we’ll do our best 
to make your idea happen! (We can’t promise @NickFrost in a 
Scottish santa ballet underdog story but we’ll try if thats what you 
want)
#PrimeStory

Talent already afilliated with Prime can help promote it 
by asking what people would like to see them in.

Prime Video
Today at 10:33 

Primer @HannahTudor gave us her #PrimeStory. 

Would you wanna watch this?

Yes / No

Xmas Thriller

Kevin Hart plays Santa’s brother 
who was outcast from the Claus 

family and wants to take 
revenge.

Prime Video

@KevinHart our Primers have spoken. They want to 
comission you playing Santa Claus’ brother in a 
revenge thriller. Let’s make this happen?!

#PrimeStory

Polls on suggestions will see which 
ideas are most popular. Tagging 
celebrities that are chosen will then 
also attract their fans to the campaign.

IDEA: Taking ‘by the fans, for the fans’ literally, we ask the public what they want to see on Prime and we try to make it happen.

Social Media

Social Media

Gamify the idea generation by adding 
spinners to TikTok so people can come 
up with a fun combination.

@PrimeVideo
#PrimeStory generator. 
First up - genre. Pause to pick

Love Story - Taylor Swift



Final scene will be a funny easter egg for the 
adults… Bill Bailey pulls out the red nose from a 
front pocket and says “You’re a star, you’re a 
star, you’re a star” a la Boogie Nights, before 
leaving the dressing room, stagebound. 

The camera pans to a 
lineup poster attached 
to one of the walls. 

VO: “Whatever 
challenges you’ve tried 
this year, whatever your 
talent, you’ve passed 
your audition and 
rehearsals are over. 
You’re in the lineup. It’s 
time to star in Comic 
Relief!”

Fading into another dressing room, we see Davina 
De Campo completing the #Don’tRush challenge 
along side an unknown member of the public. 

Into room two; star on door says Rosie and Chris 
Ramsey. Inside they are playing #FlipTheSwitch . 
On a telly on the desk, we can see home videos of 
other couples doing the challenge on TikTok.

Into dressing room number one. Inside, someone 
is sat in front of the mirror. In the mirror we see 
videos of them doing the #PillowChallenge. There 
is a pillow case hanging up next to them.

The final screen will be one with text saying ‘The show is about to start. Join the cast. Download your fundraising pack now’ 

We are backstage at a performance. We can hear the roar of the crowds outside cheering and waiting for the show 
to start. Some music starts. We are going between the trailers / dressing rooms, seeing the various ‘stars’ (some 
celebrities, some members of the public) getting ready. They have those mirrors with the lights around the outside 
and they will all have clues as to what type of challenge / performance they will do. In the mirror we can see videos of 
their lockdown challenges while they make their final adjustments for the big show. 

Laura Orton | Week: 12 |Agency: BBC | Client: Comic Relief | Brief: Make a 30 second TV advert, getting people to download a fundraising pack 

Please :) sing along to the tune of 
The Beatles “Being For The Benefit 
of Mr Kite!” (new version 
performed by Bill Bailey)

For the benefit of Comic Relief
There will be a show tonight on 
trampolines
The Martindales will all be there
Doing a fun run birthday bare, what 
a scene
Over TikTok challenges, bake-offs 
and baths of beans
Even walking over coals of real fire
In this way Comic Relief can help 
the world

The celebrated Simon Rhodes
Performs his challenges on his 
phone from his home!
Phil Cookson will dance and sing
As James Cross flies through the 
ring, lands in the zone!
Comic Relief assure the public
Their production will be second to 
none
And of course Bill Bailey The Horse 
dances the waltz

IDEA: Lockdown challenges were the rehearsal. Comic Relief is the main event.

Soundtrack

30 Second Advert



Thank You

Phone: 07739964300
Insta: @laura_orton_designer
Email: hello@lauraorton.com
Web: www.lauraorton.com
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