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SIMON DARWIN

CREATIVE DESIGNER

| am a passionate and detall-oriented graphic
designer with over |0 years of experience
crafting high-quality visual content that tells
stories and engages audiences across diverse
industries. My journey In design has been
driven by creativity and a love for
transforming ideas into compelling visuals.

With a strong proficiency in a wide range
of design software such as Adobe Creative
Suite, alongside emerging design trends and
tools such as Al-driven platforms, Adobe Ex-
press, and Canva, | thrive on conceptualising

and executing design solutions that not
only look great but also serve a purpose.
My expertise spans branding, print design,
and digital media, allowing me to adapt my
approach based on the unique needs of
each project.

| take pride in my meticulous attention to
detall, ensuring that every design element
aligns with the brand’'s message and
resonates with its target audience. | believe
that great design goes beyond aesthetics —
it's about creating meaningful connections

and experiences. My commitment to project
management means | bring organisation

and efficiency to my work, delivering projects
on time without compromising quality.

In every project | undertake, | aim to

blend creativity with strategy, ensuring that
the final result not only meets but exceeds
expectations. I'm excited to present a sample
of the work that showcases my unique
perspective and expertise to a team that
values innovation and collaboration.
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WHAT TO EXPECT FROM THIS PORTFOLIO oo

This portfolio showcases print, digital and web executions that include samples of company
style guides, logo’s, promotional campaigns, websites, magazines, presentations, proposals, reports,
surveys and policy docs.

Skills +

Experience
Adobe Creative Suite

m InDesign

C

o CPIC lllustrator

W A Photoshop

. SYDNEY 2024 Adobe Express
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w Website design
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o Immerse yourself in the latest advancements, hands-on

N workshops, and dynamic networking opportunities at ACPIC24. HTM |_
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N Microsoft software
Word
Power Point

Email marketing campaigns using
MailChimp
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Active Campaign

MEMBERSHIP

Video editing
Logo design
: S ' Branding
JOIN US AT THE ACP
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Social media design

Social campaigns

Leader and mentor
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Australasian College of Paramedicine PORTFOLIO
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SYDNE SYDNEY 2024
College of Paramedicine. With over 400 I :

attendees from across Australia and New SYDNEY 2024
Zealand - the event is heavily promoted 11-13 September 2024 |

via a microsite, online and print adver-
tising and a social campaign through FB,
Instagram, X and Linkedin

SYDNEY 2024

Key points i PASSPORT

The ACP annual conference is the
showpiece event for the Australasian

*Passport must be submitted in the
ACPIC24 Passport Entry Box by 15:25 o
(AEST) XXXXXXXX to go into the draw to 8

win. Scan the QR code for full ter 2
conditions. me and i

Paramedicine’s evolution - Embracing the new era

Paramedicine’s evolution - Embracing the new era

Paramédicine

Shown here: Immerse yourself in the latest advancements, hands-on

A_ L f at poster workshops, and dynamic networking opportunities at ACPIC24.
— Large form

Paramedics.org/ACPIC24

B — Passport interactive conference game
C — Digital tile
D — PowerPoint presentation cover

Software: ;
Adobg InDesign, Photo.shop, llustrator /] | = T i > '
and Microsoft PowerPoint
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#ACPIC24
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Key points {> Paramedicine

RESPONSE publishes content of direct
relevance to paramedic and emergency
medical care including clinical updates,

legal matters, mental health and wellbe-
ing, profiles, research abstracts, industry
updates and developments in education
and training, local and world news and

o UNCHARTED
RESPONSE is up to 64 pages and is pub- TERRITO RY:

lished quarterly and distributed electroni- : "

' Shell Piercy leads paramedicine
cally to all members throughout Austraha i the Northern Territory as
and New Zealand as part of their mem- Australia’'s second CPO P14
bership.

AUTUMN 2025 www.paramedics.org

Shown here:
A — Autumn 2025 cover

B — Digital tile promoting Response
C — Email signature graphic
D — Article spread from Spring edition

Software:
Adobe InDesign, Photoshop, lllustrator

SHIFTING GEARS:

Paramedic finds new career path and life
balance at Mahinawa Specialist School P16

LEARNING OPPORTUNITY:

For USC student, part-time EMT work builds
clinical skills and self-confidence P22

CLASSROOMS BEYOND BORDERS:

Learning that which can't be taughtina lecture theatre P26

o
g
g

Response | Spring

SECTOR NEWS

A GLIMPSE INTO
OUR WORLD

For the most part, we don't become paramedics to chase
drama, but there is no denying those TV-worthy scenarios
are sometimes part of the job. Being part of a TV show, like
NINE's Paramediics, gives viewers a chance to see firsthand
our world and is an opportunity to showcase our clinical
expertise, the challenges we face each shift, and a chance
for the community to meet the dedicated people in the
uniforms.

For SA Ambulance Service (SAAS), taking on the
Paramedics mantle fromn Ambulance Victoria after four
seasons was not without its concerns or challenges.
Opening any organisation up to being filmed is not
without its risks. It requires a leap of faith, knowing that
there will be potential exposure to scrutiny and criticism.
However, thus far, the outcome for SAAS has been over-
whelmingly positive with featured paramedics becoming
well-known local identities.

Rob Elliott, SAAS Chief Executive Officer said: “Paramedics
highlights what it's like to work for us and puts South
Australia on the world stage. It shows the best of our
people; professional, in control, and hardworking advocates
and carers for our patients.

“One of the reasons we agreed to be part of the show was
to be able to attract paramedics, volunteers and Triple Zero
(000) Call Takers to our ranks. This opportunity has helped
us position our reputation as a dynamic ambulance service
in a very liveable state.

“The paramedics who put their hand up to be part of the
show have done an excellent job. It takes a lot of courage
to be under the local, national, and international spotlight.
They have done us proud, so much so that we have just
finished filming another season.”

Beyond its entertainment value, Paramedics has also
helped to increase the public's awareness of what an
emergency actually is, and when to (or not to) call Triple
Zero (000). A message that ambulance services will always
find complex and hard to articulate, but this show, across
all its seasons, has provided some excellent examples to
help community understanding.

Paramedics doesn't just focus on the clinical aspect

of paramedicine it delves into the human side of our
profession. Each episode introduces viewers to the people
featured, offering insight into their background, motiva-
tions, and personal experience. Through candid interviews

PORTFOLIO

and behind-the-scenes footage, audiences gain a deeper
appreciation for the paramedics in uniform and the
emotional toll that can come with their work.

To the public, the work paramedics do is extraordinary, to
us it's just our “bread and butter” but shows like this are

a great opportunity to demonstrate the important and
critical work we do every day.

41

Response | Spring 202



Australasian College of Paramedicine
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Key points

The College annual report maintains the
company brand guidelines to enhance
the business presence when delivered to
members and stakeholders.

Shown here:
A —2023-2024 cover design

B — Double page spread about the Col-
lege and some detailed stats on mem-
ber engagement.

Software:
Adobe InDesign, Photoshop, lllustrator

Australasian College

arame

dicine
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ABOUT THE T

AUSTRALASIAN B v—
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The Australasian College of Paramedicine is the ; , 7 7 ,1 56 7 ,021

peak professional body representing and supporting
paramedics to provide the best person-centred care
to communities across Australasia through leadership,
education, research and advocacy.

Member Category NSW | VIC QLD SA WA TAS ACT NT NZ Int’l | Total

56 7156

Growth in full fee members (Member / Associate / Fellow) throughout the year:

Member Category NSW | VIC QLD SA WA TAS ACT NT [\V4 Total

Member / Associate / Fellow -5% 9% 15% 2% 15% 1% 5% 1% 1% 4%

Paramedics are best known for their in- Our members include paramedics at all

volvement in the delivery of out-of-hos- clinical levels across health, commmunity,

pital emergency medical care through industrial, military and hospital settings, r

their work with the various ambulance paramedicine academics and research- i Event attendances elLearning enrolments
service organisations, in the industrial ers, student paramedics, doctors and ¥

and private sector services, and as part nurses working in the emergency medi- .

of humanitarian and relief operations. cine field, non-paramedic qualified staff F JE

The role of paramedics is now broaden- working in paramedicine, retrievalists, 0 1 ’ ’

ing as they become more integrated first responders, volunteers, call-takers J

into primary care settings and are uti- and dispatchers.

lised in innovative models of care in
the community.

Total Events Recording enrolments

10,180

.
In 2024, the College launched its 2024-2028 Strategic Plan | Mahere Rautaki, Response Magazines Email campaigns cent
Evolution, which presents a vision that encapsulates the College’s commitment ng inform nan

to advancing the field of paramedicine for the betterment of our communities. 4 1 93

Our Vision | Moemoea Our Purpose | Kaupapa Our Values | Whanonga pono

2024-2028 Strategic Plan | Mahere Rautaki 5 i

Lead the evolution of paramedicine Engage the profession, drive excel- Values: Collaborative, Compassion,
to improve health outcomes for our lence, advance paramedicine. Inclusion, Integrity, Respect Podcast listens Advocacy submissions

ous call to action, orinciples that define ou " t quide our ac S *
the forefront of ge g € - ; ¢ ,

""" *Submissions are counted as consultation engagement i.e.: slirveys, written submissions, and
group forums

communities.

e 12,000 3,000 3,300 6,700 439



Australasian College of Paramedicine
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Key points

The College requires simple, easy to
understand presentation documents to
engage and interact with a broad
audience.

Shown here:
A — A presentation to members attending
the Clinical Care Clinic Summit 2025.

Software:
Adobe InDesign, Photoshop, lllustrator
and Microsoft PowerPoint

What are our key
goals for student
and paramedic
engagement in the
next 12 months?

Understanding the
Engagement Landscape

What are the current engagement
rates for students and paramedics?

Why are students and paramedics not
engaging despite access to high-value
resources?

What are the psychological or practical
barriers (e.g., time, perceived value,
awareness)?

How does employer-provided CPD
impact engagement with the College?

Mapping the
Member Journey

"

Ok
'@3

&
E w
k

What are the key stages in the
student and paramedic journeys?

Students: Explore » Engage » Advance

Paramedics: Connect » Join » Engage »
Advance » Advocate

Where are the biggest
drop-off points?

What touchpoints are more
effective at each stage?

New member survey



Surf Life Saving Central Coast
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Key points

SLSCC had an old an under developed
WordPress website that did not engage
with the audience. The new site has deliv-
ered a slick design, user friendly interface,
responsive style that enables the mem-
bers to find what they need in an efficient
way.

Shown here:
A —The new SLSCC website on desktop,
laptop, tablet and mobile devices.

Software:
WordPress CMS, Adobe Photoshop
and lllustrator
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https://slscc.com.au/
https://slscc.com.au/

Surf Life Saving Central Coast
RIBIRRIIIN -7

Key points

A brighter, cleaner, on brand home page
with info packed navigation and header
section — the home page is the ‘go to’
page for all services available to the audi-
ence (A). Clear visual links to the services
pages and an interactive map of where to
find your local surf club (B).

Software:
WordPress CMS, Adobe Photoshop
and lllustrator

PORTFOLIO
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Nelson Meers Group — Guildford Hotel

T PORTFOLIO

Secondary Colours

031 Colour palette

80%
60%
The Guildford Hotel colour palette consists of carefully selected colors that represent our brand identity and

values. Consistent use of these colours across all communication materials is essential for maintaining brand 209,
recognition and integrity. 8

40%

Key points

SPORTS BAR COLOR CODES 80%

CMYK  C20 M70 Y56 K3 60%
o Pantone  PANTONE 702 C
Prlmory Colours RGB R200 G100 B96 40%

Web 86360
S S 20%

Green Cream — Accommodation Gold - Gaming

Working with the head of marketing at
the Nelson Meers Group (Now Sonnel)
we developed a logo, image style and

COCKTAIL LOUNGE COLOR CODES
80% 80% CMYK  C34 M89 Y77 K44
Pantone  PANTONE 7421 C
RGB  R118 G40 B37

E’é - " Web 762825 ot
brand executions along with the brand 3 BEER GARDEN COIOR CODES 0%
gUldellﬂeS.A brlghteﬁ open and ﬂ”lend|y »;__i Rg‘s:ne RISO G135 B111 40%
. - Wel 95%a6! 20%
venue for a new generatlon of pUb goers. G 20% 20%
- | COLOR CODES
. i CMYK  C20 M70 Y56 K3
Shown here IS some |<e>/ pages f‘rom _the < ¥ o COLOR CODES COLOR CODES COLOR CODES e GANTONE 200 €
- sit
1 antone 'antone antone
Bra’nd GU|de||neS bOO|<' RGB R43 G74 B55 RGB R252 G238 B210 RGB R207 G175 B134
Web  2b4a37 Web  fbedd1 Web  ceaf86 COLOR CODES
Software: : | Ponons. PANTONE 702C.
Ad b | D ) Ph -t h Secon ary Room CO ours \Rf/;Bb Rgggég]oo B96
obe InDesign, Photoshop
and lllustrator ye : .
1] CI d
¥ - 17
1] Brand guideling
Ing

Volume 1 | Februony@8

here are 3 Secondary Stam
06.1 |mqges . People 01.3 Logo Cleqrquce -Il.-ogoco|0l?r\s/orieﬁesys "

To retain the integrity and clarity of the logo, a clear space zone has been established. The clear

. . . space zone formula, 1X = Text Cap Height of last “D” in GUILDFORD LOGO, is the same across all
The Guildford Hotel will build a

the brandmarks (see examples below).
consistent image library which will

contain images in the following

themed styles

People /

Hero object /

Blurred backgrounds /
Dark seftings /

Food /

Drinks /

Fun / Music / Sport / Entertainment /
community /

39

Ensure the zone is clear from any other visual elements such as graphics, complex
photography and partner logos.

Primary logo clear space

<) GUILDFORD

HOTEL

Secondary Stamp Logo

The secondary logo stamp application has no clearspace requirement. The stamp logo must appear
at an angle, and can appear on white space, dark space and on top of images,

Primary Stamp Green Primary Stamp Cream

Secondary Stamp Black

Secondary Stamp White

Gold Stamp Gaming
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Key points BISTRO & FRESH l  ALL SPORT
COGKTAIL ’ M LR RS  SPORTS
LOUNGE e [ N

X T

A social media campaign to launch the newly
refurbished Guildford Hotel incorporated a
standard 1080px square social tiles and reels o ¥
|080px x |960px. Shown on the FB and | | :
Instagram platforms to help promote a new
menu, happy hour and opening date.

BAR

The illustration featured in these ads and on
various artwork is a commissioned work by
a local artist and it appears in full inside

the Hotel.

Software:
Adobe InDesign, Photoshop
and lllustrator

OPENING SOON OPENING SOON

MARCH 2024 MID MARCH 2024
GUILD FO RD 309 Guildford Road guildfordhotel .com.au GUILD FO RD 309 Guildford Road guildfordhotel .com.au GUILD FORD 309 Guildford Road guildfordhotel .com.au GU'LDFO RD dddddddddddddddd guildfordhotel.com.au
HOTEL |  orinkresposiely © D O auildfordnotel HOTEL |  orinkresposisly © D O aildfordnotel HOTEL |  obrinkresposisly © D © ogildfordhotel HOTEL |  orinkresposisly O D © oguildfordhotel

ALL
SPORTS

WEEKDAYS 5PM-7PM

Live

&
Free

WEEKDAYS 5PM-7PM SPORTS BAR — EVERYDAY WEDNESDAYS




Nelson Meers Group — Guildford Hotel
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Key points

The membership program was designed
to encourage a new audience and offer
discounts and weekly specials to members
only. Other branded items included the
coasters and food menu.

Shown here:

A — Membership program document
B — Coasters

C — Food menu.

Software:
Adobe InDesign, Photoshop
and lllustrator

WEEKDAYS 5PN\

GUILDFO
HOTEL

SPORTS

SPORTS BAR — EVERYDAY
GUILDFORD

HOTEL

GUILDFOR
HOTEL

MEMBERSHIP

SILVER MEMBER

1. $2 discount on food items,
$0.50c discount on drinks,
$2 discount on Cocktails

2. Exclusive happy hour

3. Welcome pack with a different voucher
each week for 4 weeks

4. $20 Birthday voucher

GOLD MEMBER

1. Upgrade reward

2. Extended happy hour
3. Gold member card

4. $25 Birthday voucher

PLATINUM MEMBER

1. VIP bookings and invites to exclusive events

2. Platinum Card
3. $50 birthday voucher

It

PORTFOLIO

MEMBERSHIP

APPLICATION FORM

'WITH CARD OPTION REGISTRATION




Central Coast Mariners FC PO RTFO LI O
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Key points

The Central Coast Mariners A-League
football club required asset updates on a
weekly basis to communicate match day
events and promotions.

Shown here is some social media tiles (A) SUNDAY
and large in stadium LED screens to e NOVEMBER ]2

promote the next match (B). —_— \ \
Software: | !m,,,, KICK OFF 2.15PM KICK OFF 5.00PM -

Adobe InDesign, Photoshop g
and lllustrator

Match Doy Sponsor

MasterFoeds




Central Coast Mariners FC
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CLIENT

Key points

The Loose Cannon is the Central Coast
Mariners Match Day Program which was e W)
produced in the week leading up to all m, ¢ 1))
home games. It featured player profiles,

club activities and news (A).

Large format in ground LED screens that
promoted game day and future matches,
events and merchandise sales (B).

¢cz0z 43dnW303A 8 | ¢gL ANSSI

Software:

Adobe InDesign, Photoshop
and lllustrator

CINTHAL COALT

" vl 1 -
isUZa g

LT | Il = {
eLENGUE

WELCOME TO
MARINERS
FAMILY DAY

PROUDLY SuPPORTEDEY MOLE. DIMC
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Edge GIObaI SOIUtionS ............................... EDGE GLOBAL SOLUTIONS
CLIENT

@ EDGE GLOBAL SOLUTIONS

Key points

Edge Global Solutions is a unique business that.
offers very niche software platforms tg the bwld—
ing and construction industry. We rebuilt their
website from the ground up which |
enabled it to work responsively on many devices.
We transferred the new look to feature in other

THE PROBLEM

No single software has ever, in any

@ EDGE GLOBAL SOLUTIONS
‘Construction

' CTION
3 o S AL CONSTRUCTION
: ial ' CONTROL CENTRE
ng material including pull up banners, I t O th t CONTROL
?arkhetl e anc flyer's S‘O Utl rf‘ 5 d SoMEIING DATA FROM MULTIPLE CONTRC
rochures : __
deliver results
Software: .‘ )
WordPress CMS, Adobe InDesign, Photoshop \
and lllustrator
A —WordPress website
B — Pull up banner
C — Brochure
A
‘ ‘ The Construction Control Centre gives our D RlVl NG
The ConStruction teChnOIOQy |and5ca pe Senior Management Team live access to the PERFORMANCE

core metrics that drive our business. Datq js
presented in a format that provides visual
insight to our projects and business, which,

As an Owner, Director or Manager you
need to understand how projects are

is complex — Edge Global Solutions

Edge Global Solutions Pty Ltd

. J= i X performing
h I ou et th ere 8 info@edgeglobalsolutions.con enables us to efficiently monitor business health. A I
can neip y g +61(0)421 616 348 It also allows us to identify and mitigate risi :Z gg;?:ﬂmg? < 9es
@ www.edgeglobalsolutions.con before it has financial impact. = :
L d ¥ Are you on track to make or
1 t . eserved. Viewpoint®, Jobpecd, and Jobpec Conned The product has streamlined our end )
aht © © Global Solutions - All Rights Reserved. Viewpointe, Jobp . iy P lose money?
Edge GIObaI SOI Utlons Pty ;.;pz{a?iztnaiiz;rgrdegnsze?ed trademarks of Viewpoint, Inc. and/or its affiliates in the United States and/or ¢ ofmonth reporting, Saving the business . .
countries ¢ d ¥ Are you complying with all your
B info@edgeglobalsol utions.com Ime and money. ’ ’ obligations and responsibilities?
Luke Roberts, General Manager Edge’s Construction Control Centre,
+6.| (0)421 616 348 SDF Electrical on a single screen, gives immediate

and current insight into your overall
project and business performance
including financial, letting and
Edge Global Solutions Pty Ltd procurement, design, quality and
safety data. The possibilities are
endless by accessing your company’s
data from Jobpac, Procore, Sign-on-
site, 1Breadcrumb, ProcurePro etc.

EDGE GLOBAL SOLUTIONS

(=] info@edgeglobalsolutionsAcom
+61 (0)421 616 348
Q www.edgeglobalsolutions.com

Copyright © 2021 Edge Global Solutions - All Rights Reserved Viewpoint®, Jobpac®, and Jobpac Connect™

are trademarks or registered trademarks of Viewpoint, Inc and/or its affiliates in the United States and/or other
countries

@ www.edgeglobalsolutions.com




Edge Global Solutions PORTFOLIO
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Key points

edegglobalsolutions.com.au had an old an
under developed website that did not en-
gage with the audience and did not work
on mobile or tablet devices. The new site
has delivered a slick design, user friendly
interface, responsive style that showcased
the tech that their clients need.

Software:
WordPress CMS, Adobe Photoshop
and llustrator

e B
@ EDGE SLOHBAL SOLUTIONS Homa ipbpdo ~ Comtruction Control Gentre. ~  Sendces ~ Aboll | s Contastuntoday _,.J e
\ e

a—

m U el P (R g Tt

Construction
solutions that
deliver results

S e

__E‘:m started today

| —

- — 'F.I
ﬁl-ai AL I VDN L W s i I|"|
L J

.

@ FTHSE GLAVELE BSLUTIOEL fiess gl « Do s Sdesssl Daslia =  Tarvc e o

] e e
Construction ' o e R SO
solutions that Construction

deliver results - solutions that
The Construction Technology Landscape Iz Compls dEliVEI’ I"EE UItS

Edge Global Seolutions can help you ge

..............

Tt mhatom dl b i g

Tha Samvi bred liie [rdfabiagy | s di-bapn 4 To=glis

Edge Giobal Solutions can help you
get there

|
|

Congrrietion Tha Canitnaihas Teohaslegy Liedioipa M Casmplas

o iy Edge Global Solutions can help you get there

dalver resully

o
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https://edgeglobalsolutions.com/
https://slscc.com.au/

Surf Life Saving Central Coast
RIBIRRIIIN -7

Key points

A more construction related on brand
home page with info packed navigation
and header section — the home page is
the ‘go 1o’ page for all products and
services available to the building and
construction industry decision makers

The home page was a continuous scroll
design showcasing the software products
available and a call to action on how to
get them.

Software:
WordPress CMS, Adobe Photoshop
and lllustrator

PORTFOLIO



Campbell’s Home Timber & Hardware
1= N —tiEiiir i ik - B .

Key points

Briefed to bring the ever popular Home
brand dogs to life on the local delivery
trucks. We took the original “Sandy" and
"Rusty” illustrations and enhanced the
value with actions like pouring “Wattle™
branded paint over the truck. Applying the
brand colours of Teal and Orange making
the trucks a bright and colourful addition
to their fleet.

Software:
Adobe InDesign, Photoshop and
llustrator

Campbells

HOME

. . o .S
: = '.V- » —) J
PR o]

A

— g &
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Testimonials
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Thanks Simon — you were a joy to work with
as well. You listened to what we wanted and
improved on our vision. Our branding is simple
but really effective.

Our capability statements look fantastic and we
really appreciated your management of the whole
process, including arranging the printing!

An easy, stress-free collaboration.

Belinda Kimber

Account Manager, Niche Environment and Heritage ’ ’

Simon is great to work with because | can give
him a detailed brief and he comes back with
such great options, | always have trouble
choosing which one | like best!

He’s great at bringing to life in images what goes on in
my head in words and | am very happy to recommend
the services of Simon and StickyGreenfrog.

Karen Moloney

Owner, The Elearning Experts ’ ’

PORTFOLIO

g

Simon is unbelievably good at what he does.
He keeps you in the loop as he works with your
business and really works hard to find you
the best design solutions.

| would recommend Simon for any graphic
design job. He really knows his stuff!

Fletcher Ruddick
Manager,Vision House Creative Studios

)
€6

Simon has been a rare find for our business and a great
resource as we re-branded Donington QIld as Turning Point
Partners and then embarked on the creation of
MyCareerMyMove.

Simon provides practical, quality design and branding
solutions whilst taking the time to properly understand the
business objective and target audience. A pleasure to work

with and highly recommended.

Mark Brand
Peer Advisory Group Chair and CEO at TEC, The Executive Connection

| Executive & Leadership Coach | Career Coach , ’
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Feel free to contact mel

(" ) Email me here: Call me directly:
simonsgfdarwin@gmail.com 0415 580797
N ° T

https://www.linkedin.com/in/simondarwinsgf/

THANKS FOR YOUR INTEREST


mailto:simonsgfdarwin%40gmail.com?subject=Regarding%20your%20portfolio
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