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Overview

Profile

Award winning creative director and designer specialising
in corporate identity, visual identity systems, creative
communication, and website branding.

I've worked client side. I've worked agency side. I'm agile and
approachable, with can-do attitude that as a leader and team
player brings out the best in projects, processes, and people.

I cover all aspects of the creative process from conceiving,
crafting, developing, and delivering brands. Skills include, and
are not limited to, art-direction, Al integration, animation, brand
identity, campaigns, contemporary graphic design, copywriting,
creative strategy, idea generation, illustration, mentoring,
movies, music, photography, print production, problem solving,
social media, sound art, typeface creation, UI and UX, and
website builds.

Experience

- In-house: Bank of England, Kooth plc
- Agencies: Interbrand, Siegel+Gale, Seven Brands, Whitestone

Enclosed

- The international stage

- The national stage

- SMESs, start-ups and charities
- Case studies

Private and confidential.

All rights remain with the respective rights holders.
© 2026 Peter McCabe
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Case study

The
old lady of
Threadneedle Street

The Bank of England is the United Kingdom’s central bank. Its mission is to
promote the good of the people of the UK by maintaining monetary and financial
stability. It is a highly risk adverse institution, so you can imagine any form of
change is going to be met with fierce resistance.

Creative challenges

1. Update the brand identity to be digital-first.

2. Refresh the visual identity system to be accessible and relevant.
3. Refresh the website (UI/UX) to be minimum AA WCAG compliant.

Agency
In-house

Awards

Winner: The Best Brand Awards

Winner: DNA Design Award

Silver: A’'Design Award: Visual Communication
Bronze: A'Design Award: Photography



fd%r mccwbe L. uk Bank of England Problem areas
System audit - Colours fail WCAG (AA minimum)
- Typeface fails RNIB legibility tests
- Symbol & logotype legibility fails on screen at small sizes
- Relevance: Symbol looks like a Roman coin (the Bank does not issue coins)
- Inclusivity: St George’s flag / Central Bank of United Kingdom
- Structure: Random colours / random photography
- Recognisability: Indistinct look & feel with prestige

Typeface Identity Relevance + Inclusivity Clarity + Structure Distinctiveness + Consistency

AAAAAAAAAAA

We have kept Ideas and Institutions -

G ove rn O r P oo o gw;eéi/sot rates at A Growth Story
LGBT
Gold

Fail

BANK OF ENGLAND

SN N N N N

FPC Statement

i 8@ ¢

Add title Add title Add title Add title

Banking

AA A

B The Bank of England

RTG S P ro g ra m m e Promoting the good of the people of the United
Kingdom by maintaining monetary and financial
stability:
Prudential regulation TR

Our response to Coronavirus (Covid-19)

01% £745bn
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£ eherme ca«be L. uk Bank of England Before After

Brand identity - Designed in the pre-digital era - Digital-first, future-proofed
- Accessibility failure on screen - Highly accessible at small sizes
- CAPITAL LETTERS ARE VERY DIFFICULT TO READ - Upper and lowercase letters are very easy to read
- Britannia symbol looks like a Roman coin - the Bank does not issue coins - Britannia symbol removed
- Communicates an austere, unsympathetic, old-fashioned Bank - Communicates a modern central Bank

BANK OF ENGLAND k'of England

07810 541893
peter@petermccabe.co.uk



f ehermec cabe L. uk Bank of England Before After

Britania symbol - Looked like a Roman coin (the Bank does not issue coins) - Less formal, more welcoming
- St. George flag is not inclusive to the United Kingdom - United Kingdom fully represented in the shield
- Out of touch: ostentatious piles of money - Simplified line work, improved accessibility

- Accessibility failure on smartphone

»
History Properties Adjustments —

"'I_ - All sketches 2.psd
%’ Open

%’ Drag Group

.{.. Move

I%' Delete Group

.{.. Move

%’ Free Transform

.{. Move

E] Free Transform (Save)

All sketches 1.psd @ 33.3% (RGB/8) x All sketches 2.psd @ 33.3% (RGB/8)
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Chas Mitchell trading as Epic lcons Date:
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f ehermccabe . . uk Bank of England Brand pillars
Visual identity system - Accessible: WCAG (AA) compliant, legible, digital-first
- Relevant: easy-to-understand, simple language, all inclusive
- Structured: logical, ordered, consistent
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A bankofengland.co.uk ¢

Bank of England

Promoting the good of
the people of the United
Kingdom by maintaining
monetary and financial
stability.

Paper £20 and £50 >
note withdrawal
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peter@petermccabe.co.uk

Bank of England
Website: smartphone

all = @

A bankofengland.co.uk ¢

Bank of England

0.75% | 6.2

Bank Rate

Next due:
5 May 2022

Inflation Rate
Target 2.0%

Financial Policy Summary
and Record - March 2022

Our Financial Policy Committee (FPC)
meets to identify risks to financial stability
and agree policy actions aimed at
safeguarding the resilience of the UK
financial system. Read more

]

Banknotes

> Exchanging old banknotes
> Current banknotes

& bankofengland.co.uk

Bank of England

How to exchange your
£20 and £50 banknotes

all = @

¢

all = @)

@ bankofengland.co.uk ¢

Bank of England

Prudential Regulation
24 March 2022

Letter from Sam Woods
‘Existing or planned...

> View more

\ Back to the top

Was this page useful?

Yes

Follow us —_1

Browse topics .

Useful links

all = @

@ bankofengland.co.uk ¢

Bank of England

Threadneedle Street, London EC2R 8AH.
Switchboard: +44(0)20 3461 4444
Enquiries: +44(0)20 3461 4878

Accessibility statement
Cookies

Cymraeg

Legal

Privacy

Sitemap

© 2025 Bank of England
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Bank of England
Website: desktop

Bank of England

Promoting the good of the people of the
United Kingdom by maintaining monetary ¢

financial stability.

Search the Bank of England

4.75%

Current Bank Rate
Next due: 6 February 2025

Banknotes

> Exchanging old banknotes
> Current banknotes
> Withdrawn banknotes

> How to check your banknotes

Accessibility Cookies Cymraeg Legal Privacy Sitemap

Topics v About v News and publications »»  Museum v Contact

Banknotes

Careers

Climate change
Digital pound
Education

Financial stability
Gold

Markets

Monetary policy
Payment and settlement
Prudential regulation
Research

Statistics
L o T

Current inflation rate
Target: 2%

Education

> Explainers
> Education resources
> Money and me

> Centre for Central Banking Studies

Choosing banknote characters
Counterfeit banknotes
Current banknotes

Damaged and contaminated
banknotes

Exchanging old banknotes
Note Circulation Scheme

Advice for retailers
and businesses

Scottish and Northern Ireland
banknotes

Using images of banknotes

Wholesale cash distribution
in the future

75% - December 2024

Withdrawn banknotes ‘Committee is responsible for making decisions about Bank

Rate. Read more

1]

Financial stability

> Stress testing
> Resolution

> Financial market infrastructure
supervision

> Operational resilience

© 2026 Bank of England
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Social media templates

Bank of England : Bank of England Bank of England

UK banks will ES The Bank of England

FU'FU RE of have more e~ 9 and fintech: public

flexibility to use @ N support for private

their capital to _FT innovation
absorb losses : ﬁf-"ﬂﬁﬁ“ 0.

Join the
webinar with

our fintech
Speech
experts Monetary Policy Report by Dave Ramsden
Bank of England Bank of England Future of Money Bank of England Bank Overground
We want your views on Central Bank Digital Covid-19 affects economic activity through
Currency. Submit your responses by 12 June. a series of channels.

Temporary reduction poniher cuts
. ' to spending
in production by households

Loss of

We have kept interest rates

at 0.1% and have maintained eued by the = . :
.th ~Yelaale nt Of Q ua ntlt thV e Bank of England _ Digital money pub(I:i?:vI::I?ha;:at:Eres }—» (engIZ:I::;d }—»“

household i

to contain it uncertainty)
Bank L
. 0SS
. ' Change
EGS' ﬂg Gt £895bn. Banknotes CBDC deposits and rg\tg::e T in supply
e-money Further cut
. urther cuts
Tempic:‘rzl;ymr:::ctlon to production and
VOte 9_0 spending by firms
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Data visualisation

Bank of England Monetary Policy Report Bank of England Monetary Policy Report Bank of England Monetary Policy Report Bank of England Monetary Policy Report
We are keeping interest rates low. Cash value of prime brokers' repo & reverse The number of people working has fallen. Inflation rate (% change).
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Case study

A nifty
and a score

People have featured on the reverse of the BOE’s banknotes since William
Shakespeare first appeared on the £20 note in 1970. This allows the Bank
to celebrate people who have made an important contribution to UK society
and culture through their innovation, leadership or values.

Creative challenges

1. Ideate and produce the launch campaign for the £50 banknote
featuring Alan Turing.

2. Ideate and produce the launch campaign for the £20 banknote
featuring WM Turner.

Agency
In-house
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reveal date

This: is only a foretaste of what i to come
and ooly the shadow of what s going 16 be

AA44 69967 |

B Vg | YHY § VRS

o Eai = SR —
The new* e The nef\%r " e The né}%r
£50 note M 00 KO £50 note B 00 e £50 note

Tweets Tweets & replies Media Likes Tweets Tweets & replies Media Likes Tweets Tweets & replies Media Likes

N\ Bank of England @ @bank... < 23 Jun v
LN} Stephen Fry @stephenfry explains why
he supports the choice of Alan Turing

as the character for the new £50 note.
New50.co.uk #TheNew50

171 Bank of England Retweeted

== Rishi Sunak @ @RishiSunak + 23 Jun

’@ “This is only a foretaste of what is to

‘ come and only the shadow of what is
going to be.”

\ Bank of England @ @bank... - 15 Mar v
) The new £50 note is going to be

revealed but when? Solve the puzzle to
find out #YLV

A%

Dv droo Great to see the new £50 note featuring
fmevro gsv Alan Turing enter circulation today. Read
more about the design here:

mvd urugb bankofengland.co.uk/banknotes/
polymer-50-pound-note

gsrh nlmgs

P 213K views 0:27/0:32 <)

O 38 M2 Qg8 &

O 44

157 QO 130

Bank of England @ @bank... - 10 Mar »
The countdown has started.

Can you guess what’s on its way?
#010000100100111101000101

11 Bank of England Retweeted

Bletchley Park @bletchleypark - 23 Jun Vv
Today on what would have been his
109th birthday, the @bankofengland’s
new £50 note featuring Bletchley Park
Codebreaker and computing pioneer
Alan Turing enters circulation.

Q 54 153 Qs &

0110 Gclecl ¢llclllo cllcclol

01110111 CC1L! 00110000 61110000 €1101111 11 Bank of England Retweeted
0l1llol 1101110 0110 10lllc 01101111

CGHQ @ @GCHQ - 23 Jun N
1100101 01101c01 01110011 61160011 It’s not jUSt GCHQ that has
1101101 0110.00 S ¥ #PridelnTuring. The @BankofEngland
0100 010000, today released #TheNew50 into
circulation featuring Alan #Turing.
We're hugely proud to see his work and

achievements celebrated in this way.



‘“ﬂ:; 1,: A

7

27 1 \t ol £ Bank of England — £20

¥
¥
(A

peler mceabe :“
Banknote launch

07810 541893 r
peter@petermccabe.co.uk



f%@rmccabc . ulk Bank of England — £20
Banknote launch

07810 541893
eter@petermccab



fmrmcta‘u L. uk

07810 541893
peter@petermccabe.co.uk

Case study

and autamahilas

BAE Systems’ Hawk Advanced Jet Trainer (AJT) offers a cost-effective and highly
flexible way to train fighter pilots all over the world. Pilots are able to learn the
same technology that is contained within the Typhoon jet for a fraction of the
operating price.

Creative challenges

1. Produce aircraft livery concepts that helps modernises the 1970s aircraft

2. Pitch ideas against five creative agencies - we won.

3. Develop a memorable and highly distinctive visual identity to work across
all comms.

4. Design and produce a coffee table brand book and executive summary
document that reinforces Hawk'’s positioning as the number one AJT in the
world.

Agency
Fathom

Awards
Winner: The Drum Roses Award for corporate literature






Fuel capacity

Internal tanks: 364imp gal (1,655 litres)
Underwing tanks: 260imp gal (1,182 litres)
Centreline tanks: 100imp gal (454 litres)

' Weights
Basic mass empty: 10,075 (4,570kg)
Design maximum take-off: 20,062Ib (9,100kg)
Design landing mass: 13,0071b (5,900kg)

BaS|C data Performance _’__,,v;

Maximum dive speed: Mach 1.2

Maximum level speed at seal level: 560kcas (0.85m)
Service ceiling: 46,100ft (13,654m)

Service ceiling in interdiction configuration at ISA: 37,300ft (11,369m)
Maximum warload with full internal fuel: 6,613Ib (3,000kg)

Powerplant
Rolls-Royce Mk951 Adour Turbofan
Maximum static thrust uninstalled at sea level ISA: 6,500Ib st (29kM)

Design load factors

Limits with full internal fuel: -89 to -4g

Limits with 3,0001b (1,360kg) warload and 60% fuel: +8g to -4g
Limits with 6,0001b (2,720kg) warload and 60% fuel: +6g to -3g

Designed initially as an advanced two-seat weapons system
trainer, the Hawk has been developed into a cost-effective
Front-Line Fighter Trainer combined with a potent operational
combat capability.

The installation of the powerful Rolls-Royce Adour Mk951

Turbofan engine coupled with advanced navigation/attack

training systems, enable the Hawk to perform missions

comparable with those of front-line combat aircraft like the +
Typhoon, Gripen, F-35 Joint Strike Fighter, F18 and F16 but

at a fraction of the operating costs.

The increased capability of the Hawk is reflected in the nose
profile which has been refined to accommodate additional
sensors and avionics. The wing section has been revised to
include a combat flap setting while new Mission Computers
have allowed the integration of new systems and capabilities
such as Autopilot, Ground Proximity Warning System,
Traffic Collision Avoidance System, Data-link and Moving
Map. Training scenarios are further expanded by the
introduction of an On-board simulation capability, which can
be further enhanced by the use of Data-link.

Hawk is capable of carrying a maximum payload of 3,000

kg on seven external stores stations and it can carry a full
internal fuel load and a maximum payload simultaneously.

To further increase the operational effectiveness of combat
operations, the aircraft can hold additional fuel in a centre line
tank leaving the wing pylons free for stores to be carried and
it may also be equipped with an Air-to-Air Refuelling Probe.

Dimensions
Overall length: 40ft 7in (12.43m)
Overall height: 13ft 1in (3.98m)

Wing data
Area: 179.64sq ft (16.70sq m)

Thickness to chord ratio (root): 10.9%
Thickness to chord ratio (tip): 9.0%
Sweep angle, leading edge: 26°

Wing span with missiles: 32ft 7in (9.94m) .
Hawk Advanced Jet Trainer (AJT)

Sweep angle, quarter chord: 21.5°

BAE SYSTEMS

http://baesystems.com/en/product/hawk-ajt

Hammmn.
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Case study

Making a
big splash

Cambridge University Press is the publishing business of the University of
Cambridge. Granted letters patent by King Henry VIII in 1534, it is the oldest
publishing house in the world with over 11 million resources distributed to
126 countries every year.

Creative challenges

1. Phase 1: Create six visual identity propsitions for CUP’s re-entry into the
UK education market after a five year absence.

2. Phase 2: Expand the UK concept by adapting the visual identity for the
international education market.

Agency
Phase 1: TILT
Phase 2: Client commission
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Lion

Proposition: VIS:
Brighter thinking

CAMBRIDGE

GCSE for AQA
Student Book

David Waller

B souvwaHivin

This concept uses the symbol of the ‘lion’ from within

4ON4IOS
d3LNdINOD

‘GCSE for AQA
Stadent Book

Simple / Conservative / Minimal

JON4IDS
431LNdNOD

the Cambridge University shield as a distinct sign

of quality and a direct affiliation to the University.

The contemporary angular layout is underpinned

by a conservative look & feel which communicates

a bold and sophisticated approach to the subject

matter. The simple highlight colour scheme adds

a freshness to the dominant use of black.

07810 541893
peter@petermccabe.co.uk

Cambridge University Press

Concepts

Route 02

Achievement

Proposition: VIS:
Achievement through excellence Emotive / Human / Uplifting

Achievement
through excellence

P HIGHER ‘

GCSE for Ed?cel

PROBLEM SOLVINGIBOOK

Karen Morrison, Julia Smith, Palline McLean, edexcel
Rachael Horsman, Nick Asker

HIGHER

GCSE for Edexcét GCSE for AQA

| =

Everyone remembers the feeling of joy and elation when
you pass your exams. It's something you never forget.
This concept taps directly into the emotive feelings of
happiness and sense of pure personal achievement. The
imagery is uplifting, joyous and positive. It brings a smile
to the mind and serves as a reminder (for both teachers
and students) why you put in all the hard work and effort.

Route 03

Equals

Proposition: VIS
Education = Smart / Adventurous / Intelligent

ress+ GCSE for AQA

h Language

This concept uses a smart piece of visual thinking to
highlight the hidden equals sign within the letter ‘E’. ‘E’
stands for ‘Education’ with the notion that ‘E’ can equal
anything in life. The use of imagery is at once arresting yet
purposely disruptive, choosing a cross section of cultures,
ages and genders. The focus is on inspiring people (from
home shores) who are leaders in their chosen field but

not necessarily known to everyone - an eclectic mix
where the ‘Education’ factor merges with the ‘X’ factor.

Route 04

Shapes

Proposition: VIS:
Creating futures

CAMB RID GE Creating Futures

Higher
Mathematics

GCSE for Edexcel
PROBLEM SOLVING BOOK

Karen Morrison, Julia Smith, Pauline McLean, edexcel
Rachael Horsman, Nick Asker

Higher R Progresst Computer
Mathematics English Language Sciene:e
= SRSt S

From early childhood shapes play an important part in
the learning process. From Lego bricks to geometry
sets to the buildings that surround us. Shapes literally
dominate our everyday lives. This concept hinges on
the visual connection we all have with shapes combined
with a strong palette of primary colours. Each subject

is assigned a distinctive shape and colour whilst all
being part of the same interconnected family set.

Geometric / Graphic / Sophisticated

Route 05

Illustration

Proposition: VIS:
Never stop learning Smart / Simple / Witty

CAMBRIDGE

Never Stop Learning

Computer Science

GCSE for AQA
STUDENT BOOK

David Waller

=l A=
Mathematics

Computer
Science

The old adage that ‘a picture is worth a thousand words’

is particularly pertinent with this concept. Through the
medium of illustration this idea appeals to the well known
English sense of humour, as well as a subtle nod to the
tendency (from an early age) for students to sketch and
doodle on the covers of their work books. The illustrator we
have chosen is Tom Gauld. We feel his creative and witty
style appeals to both head teachers and students alike.

Route 06

Splash

Proposition: VIS:
Feed your mind Bold / Refreshing / Creative

CAMBRIDGE \ Fegﬁyour it

L
,'. r’\

7L

Y HIGHER

¥ MATHEMATICS

_v.v‘ GCSE for Edexcel

ENGLISH
LANGUAGE

This concept was born from the idea that when re-entering the
market the CUP brand needs to make a big splash. Abstract,
bold and colourful, this high-speed scientific approach to the
subject matter creates refreshing style that unties the brand
from the traditional Cambridge imagery. The artist/scientist
we have chosen is Fabian Oefner. We believe his bold and
striking style will make a truly memorable visual identity.
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Route 81+06

Lion+Splash

Proposition: VIS:
Brighter thinking Conservative / Bold / Creative

Extensive research and country-wide testing with students and
teachers steered us to a solution that combined the conservative
approach of route one (lion) with the bold experimentation of
route six (splash).

To bring the concept to life we obtained exclusive rights to the
work of Swiss based artist / scientist Fabian Oefner. The project
involved stakeholder workshops, visual identity creation, brand
guidelines, print and digital assets, brand launch materials, and
lots of train journeys to Cambridge.

Artist / scientist
fabianoefner.com

07810 541893
peter@petermccabe.co.uk

Cambridge University Press
Visual identity system
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Visual identity system

. ﬂ 8/1\\}\[/[131}:{3 }’)ISE}SE Academic v Cambridge English Education Bibles Digital products Aboutus v Careers

CAMBRIDGE - CAMBRIDGE Ed L!Catlon resources
for international schools

Subject v Qualification v Learning Stagev  Blog  Contactus

@ Signin | +& Register | Cart(0)

Cambridge .
Mathematics -. Mathematics .,

Core &Extended 9, Can

HIGHER PROGRESS+
GCSE for Edexcel GCSE for AQA

GCSE for AQA

Stage 7 now availahle .

HSITONS

AOVNONY |

PROBLEM SOLVING BOOK STUDENT BOOK STUDENT BOOK KA

Karen Morrison, Julia Smith, Pauline McLean, Imelda Pilgrim, Mike Ferguson, Lindsay McNab, David Waller

Rachael Horsman, Nick Asker Martin Phillips, Marian Slee
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". é e
\ B\
a)‘ (B F~ . Ly About us Support Digital
. \ (Lf resources products
Ui * \\ 3 Brighter Thinking drives
b/ the Cambridge approach... > Teacher's Resources > GCSE Mathematics Online

> Samples and Schemes of Work > Cambridge Elevate

" \ > Evaluation Materials > Cambridge School Shakespeare
\ ' FIND OUT MORE > A/AS Level Mathematics Samples > Digital Trials

> GCSE Computer Science Samples

Would you like to be the first to hear about the latest resources,

\ 1 7 teaching tips, offers and more? Sign up now for our email updates.
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© Cambridge University Press
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Case study

Giving
the three lions
some bite

The England and Wales Cricket Board (ECB) is the governing body for all cricket
played in England and Wales. Their purpose is to provide support for the game
beyond the boundaries of international and first class cricket.

Creative challenges

1. Pitch brand identity refresh ideas against two creative agencies - we won.

2. Illustrate the lions (not part of the original brief but it seriously needed doing
and I believed it would help us win the pitch).

3. Modernise the visual identity and produce easy-to-implement guidelines.

4. Design and produce a bespoke headline typeface.

Agency
Whitestone



pehermcee abe England and Wales Cricket Board

Win win

.
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Visual identity system

/M England & Domestic Playing Cricket & About ECB

Fixtures Results England County Video Tickets

02Aug 2023

Summer of cricket captivates the
nation

Featured Stories: VRN S

m 02Aug2023 m 3112023 m 01Aug 2023
Highlights | Broad's fairytale Wantage Road to host African Walk & Talk: One Last Time: #ThankYouBroady

Team branding Digital

¥ ENGLAND

v NEW ZEALAND

Headline font u ENGLAN . -

ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890:;,.1?

Supergraphic Visual identity system Literature
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Case study

DImnmeacs fyvmaime
e 1 1 A ¥ /A 1 A _ I R B F

and automobiles

InMotion is a tech savvy start-up that offers services to new and existing Jaguar
Land Rover customers via a smartphone app ~ the products include high-end
luxury car sharing, collection and delivery, unlimited mileage, and personalised
chauffeurs.

Creative challenges

1. Pitch one identity solution against JLR’s in-house design team
and the incumbent creative agency - we won.

2. Detail and refine the chosen solution.

3. Create a visual identity and brand guidelines for product launch.

Agency
Thoburns



Jaguar Land Rover — InMotion
The creative journey

M

InMotion

M

Ideation Winning pitch deck Design development Roll-out



fmr mMceabe . . uk Jaguar Land Rover — InMotion
Brand identity

07810 541893
peter@petermccabe.co.uk



Jaguar Land Rover — InMotion
Visual identity system

Pin-drop .
Roads / pathways (negative space) .
i = intelligent . . ‘M’ = Motion
Play button / forward motion .

. JLR corporate typeface: Emeric
. JLR masterbrand endorsement
) Delivery [ Collection
Date/time 17] Date/time

Password 8 Name
Date of birth |i| Password

Driving licence

Create an account Forgot'password

Already have an account? Sign in ) Powered by Jaguar Land Rover

D Powered by Jaguar Land Rover
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Case study

A legacy
fit for a King

The King Abdulaziz Center for World Culture (Ithra)—meaning ‘enrichment’ in
Arabic—was built as part of Saudi Aramco’s vision to be an ambitious initiative
for the public. It is the Middle East’s first global cultural center and actively
promotes cultural development in Saudi Arabia. It is located in Dhahran, on the
same site where the first Saudi Arabian oilfield was discovered.

Creative challenges
1. Create eight brand different identity propositions.
2. Develop a visual identity that touches hearts and enriches minds.

Agency
Siegel+Gale
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Aramco — Ithra
Background

The facility houses a world-class library, auditorium, cinema, exhibition hall,
museum and historical archives. The auditorium seats 930 visitors and provides
for a wide range of events from opera, concerts, musicals and speeches.

The library is a center for learning containing over 300,000 books. The exhibition
hall accommodates large scale traveling exhibitions, as well as providing the setting
for national events, banquets and conferences. The museum and archive facilities
connect the center to the past and to the roots of the society from which this center
is conceived.
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Eight diverse creative territories were conceived for the
first stage presentation in Saudi Arabia. We shared the
strategic thinking behind each brand identity idea and
demonstrated how it could come to life with the help of
animations, mood boards and notional applications to
sell-in each concept.

The initial eight routes were reduced to six, and then
further reduced to three. The ‘Infinite possibilities’
concept was chosen as final solution.

07810 541893
peter@petermccabe.co.uk

Aramco — Ithra
Concepts
o1 02
Keystone Cairns

EHESENT,

jujedl are elo j4 10 King Abdulaziz
oLl (5lal)) Center for World Culture

&;

Attributes
Simple
Smart
Architectural

The keystone is the central
stone upon which the
entire structure depends.
The foundations for the
Cultural Center’s keystone
was laid by King Abdullah.
This concept celebrates
the occasion with an
architectural rendition of the
center that highlights the
central keystone.

/
Y

i

e

=
2

oo e,

wollelldsill jpjell axe ello jS)o0
King Abdulaziz Center for World Culture

Attributes
Symbolic
Unity
Inclusive

Cairns are human-made
piles of rocks. They have
been built by cultures
around the world for

many purposes including
monuments, navigational
aids and ceremonial
grounds. This concept pays
homage to the founding
fathers of the oil site which
is said to have begun with a
single rock.

03
Source

jehiate elloll jA 10
Gollo alad)

King Abdulaziz
Center for World Culture

Attributes
Deep
Powerful
Futuristic

The sun is the source of

all life. Billions of years ago
the formation of oil was,

in part, thanks to ancient
sunlight. This concept
focuses on an area of the
building known as the
source - architecturally
inspired and powerful in
meaning, the source shares
an Arabian world

of culture.

04

Ripple effect

ol L,SLQ_LJ| JBjcaie eldod jA10
King Abdulaziz Center for World Culture

777 &

Attributes
Architectural
Multi-layered
Geological

This concept combines

the earth’s geological

layers with the building’s
sophisticated ventilated
construction to create a
ripple effect identity that
emanates from the center to
bring together people and
communities of different
cultures.

05
Discovery

Jujcdlare ellodl jA 0 \ King Abdulaziz
wollo)l alall Center for World Culture

Attributes
Edutainment
Betterment
Growth

This concept takes us

on a journey of awe and
wonder with an abundance
of knowledge, learning

and creativity. A path that
is inspired by culture and
heritage, individuality and
self-expression that ignites
the process of discovery,
imagination and
self-curation.

06
Fountain
of culture

oLl L8lall picliate elloll j4 10
King Abdulaziz Center for World Culture

s

Attributes
Warm
Friendly
Engaging

Dynamic, spirited and
magical - here we invite
visitors to experience a
fountain of knowledge,
creativity and learning.
As a beacon of light for
the region, this concept
is an abundant source of
inspiration, celebration
and culture. A symbol

of Saudi heritage and a
lasting legacy for future
generations.

07
Infinite
possibilities

Hidlae ellol jA )0
wolled Galadl

King Abdulaziz
Center for World Culture

Attributes
Endless
Flowing
Imaginative

Bridging the past with

the present, and the present
with the future - we invite
the Kingdom and the

rest of the world on an
infinite journey of cultural
discovery. Inspired by

the flowing journey within
the building, this concept
reflects an endless creative
spirit as we inspire visitors
for a universe of infinite
possibility.

e dlallSyo
w]lg]l UsLuJI

King Abdulaziz Center
forWorld Culture

Attributes
Artistic

Creative
Vibrant

Looking back with pride,
and forward with optimism,
here we celebrate the
Kingdom'’s cultural heritage
with a inspiring journey of
knowledge, learning and
discovery. Like the stroke of
the artists brush, we create,
imagine and inspire thought
— inviting visitors on a
creative journey of awe and
wonder.



fmrmua«be cw.uk Aramco — Ithra
Brand identity

07810 541893
peter@petermccabe.co.uk



fm(muwbc L. ulk Aramco — Ithra
' Visual identity system

9:41 all = @)
‘
'JJ' CU turalist
ithra
Explore Issue 42 - Street artist el Seed « Alnoor wal Amal Orchestra « Saudi Film Festival

All News Podcasts Blogs

ithra.com
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Arabic
typeface

ISpark

07810 541893
peter@petermccabe.co.uk



fmrmcta‘u L. uk

07810 541893
peter@petermccabe.co.uk

Case study

Private equity
backed leadership

Napoleon Consulting Ltd is a specialist leadership and effectiveness company
that advises private equity firms, investors, boards and CEOs on leadership,
talent and teams.

Creative challenges

1. Conduct a visual audit of their competitors and clients.

2. Create three brand identity propositions.

3. Design and produce a visual identity for their client facing products.
4. Update the website user interface (UI) using WordPress as the CMS.

Agency
Client commission
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The creative journey

Portfolio company

The perfect fit

CONSULTING

NAPULE“N Napoleon Consulting’s values 0 .
Understanding / Brilliance / Humanity / Partnership / Innovation ' i q :

Comms
about NC

Private Equity E](‘)ANPS%II._'IE'I?\IE

client

NAPOLEON Napoleon Napoleon
CONSULTING Consulting Consulting

ROYAL
FNANCIAL ACADEMY McKi -
7C/ N4 o BURBERRY FT gol?]man s Uber Google Cinven
i MUsIC achs pany
FS Silas Sans BE MORE THAN. o
3
/1 KORN FERRY
Logotype 1 Logotype 2 Logotype 3
~CAPITALS LETTERS ~Upper & lowercase ~Upper & lowercase
-Modernised font: Strength / Stability =Serif-font: Timeless / Sophisticated -Sans-serif font: Ultra modern / Digital friendly
-Improved accessibility -Better accessibility: easier to read -Greater accessibility: very easy to read
-What it says: Formal / Conservative ~What it says: Semi-formal / Professional -What it says: Semi-formal / Cutting-edge / Contemporary

NAPOLEON

CONSULTING

SpencerStuart

Hellman & Friedman

ghSMART.
<K Ry

Colour  Typography ~Photography lllustration Data Digital Print Accessibility  Future Overall
visualisation proof

Research - Clients « Competitors

Visual analysis - Comparison

NAPOLEON
Conceptcaeation - Broncknty - Vsl ety CONSULTING

Design development

07810 541893
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Napoleon Consulting
Website
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& napoleonconsulting.couk &

NAPOLEON
CONSULTING

Building the
leadership teams
you heed to

drive success.

We believe that leadership
counts. It is the key factor
that creates or destroys
value in businesses.

peter@petermccabe.co.uk

& napoleonconsulting.co.uk &

NAPOLEON
CONSULTING

About us
What we do
Our team
Careers

Contact

Building the
leadership teams
you need to

drive success.

We believe that leadership
counts. It is the key factor
that creates or destroys
value in businesses.

& napoleonconsulting.couk &

NAPOLEON
CONSULTING

Team creation
and development

Services include:
Team design
Assessing individuals for selection
On-boarding
Leadership transitions

Discover more

& napoleonconsulting.couk &

NAPOLEON
CONSULTING

Joanna
Sobkowska

Partner

Joanna specialises in
partnering with large-cap
and mid-cap PE investors
and portfolio company
management teams

to drive value through

& napoleonconsulting.couk &

NAPOLEON —
CONSULTING —

mait Joannd

Napoleon Consulting is private equity
leadership effectiveness firm that advises
investors, boards and CEOs on leadership,
talent and teams.

About us
What we do
Our team
Careers
Contact

Cookie Policy
Privacy Policy
Terms and conditions

A

© 2023 Napoleon Consulting Ltd
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About us

Presentation by Rachel Robinson

10 May 2023 Portfolio
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I _ Napoleon Private
Consulting Equity Firm
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NAPOLEON
CONSULTING

Individual profile

Napoleon Consulting

Digital literature

Candidate: Name Surname
company:  Company Name
Role: Role

Date: 10 May 2023

NAPOLEON CONSULTING

Summary of referencing

Net Promoter

Refer g candidate

relationship
Candidate candidate

Job Title Refereel  XYZ xvz 0 year(s) 0 0
Company!

Month 0000 - Menth 0000 Referee2  XYZ xvz 0year(s) O months 0

yearts)

Job Title Referee3  XvZ Xz 0year(s) 0months 0 0
2
Month 0000 - Month 0000 Referee &4 XYz XYz 0year(s) 0 months 0 0 0
Oyearty
Job Title Referee5  XVZ xvz 0 year(s) 0 0
Company3
it 0
yearts)
Job Title Referee 6 XVZ xvz 0year(s) o o
Montn 0000 - Month 0000
Referee7  XYZ Xvz 0year(s) 0 0
JobTitle Referee8  XYZ Xvz 0 year(s) 0 0
Month 0000 - Month 0000 0
Refereed  XYZ xvz 0year(s) o o
Job Title
Montn 0000 - Menth 0000 Referee 10 XYZ Xvz 0year(s) o o
Oyearty
Refereell  XYZ xvz 0 year(s) o o
Diversity of referees
Male 50% Female 50%
NAPOLEON CONSULTING 9
Intellectual reasoning
Key observations
Overall reasoning abilities ranged between 58th to 99th
Percentiles. All team members scored above average or Swift scores

higher in their total score on the Saville swift. 67% of the
team have a 'very strong’ overall score,

What is Swift?

Swift measures how strong individuals are at verbal,
numerical and abstract reasoning

Verbal: Refers to the practical mindset and relates to
applying information contextually and making sense
of itin real world terms.

Numerical: Refers to the deductive mindset and relates
to logic-based thinking and analytical intelligence.
Abstract: Refers to the conceptual mindset and relates
to recognising patterns and connecting the dots
between big picture themes.

Overall Verbals Numerical

100%

Abstracts

Averystong AStrong - Average A Below average

e teams scores are included,
ceswere not avarlabe,

NAPOLEON CONSULTING

NAPOLEON CONSULTING

3
Executive summary
Personal profile NAPOLEON CONSULTING LEADERSHIP CAPABILITIES
Candidate X is a dynamic, action oriented, broad leader whose focus is on bringing
a business together, aligning it so all functions are supporting one another and
creating a sense of focus. She is a driven, results oriented person who feels a huge Clear strength
sense of accountability to achieve results and do so in a positive manner. She is highly
motivated to gain her first CEO position and energised by the opportunity. [N
Summary of track record and relationships. e ——
Candidate X is seen as having performed strongly throughout her career. She has
departed each previous role amicably and has long standing relationships with senior o
executives at them all, who are happy to recommend her for other roles.
Potetiol derae
Pupoie  lnortion  Diving  Owaniotin  People  Extamal
A A A Pt et Aoy Scone Reovonons
NPSscored  NPSscored  NPSscoredby  NPSscored Strengths Considerations
byManagers  byPeers  DirectReports by Others Avercge NPS from referecs + Candidate X creates congruence within  + Candidate X can move too quickly.
NPS for Named referees. D e the business. She focuses the business She needs to ensure she is sufficiently
NPS for Sourced referees ° of0 oxars when promoerond detrcir on common goals and ensures the analytical and takes people with her.
business is working in an aligned - Sheis likely to need to be more hands
§ manner on than she has been historically. She
Conclusions + She is a strong team leader - she. might want to consider when she needs
Overall, Candidate X s considered a good candidate for the role of Chief Executive thrives on bringing people togetherand  to go deep into a topic. She could be
Officer of Company X. She is likely to bring strong commercial capability and help to takes her leadership responsibilities more analytical in her approach,
drive Company X's future growth but do so in a respectful, people oriented manner Seriously. . Candidate X could usefully quard

that builds on Company X's strengths. The considerations highlighted are more to
increase her effectiveness rather than being potential derailers,

Recommendations

+ Work closely with her CFOto build the case for new developments.

+ Take time to understand European culture. Whilst she has had intemational
experience, this will be her first role ‘based in Europe.

+ Put in place regular people performance reviews to monitor performance and
act quickly on issues.

+ Consider finding her a CEO mentor to help her step up to her first full CEO role.

She's highly results oriented. She is against being overly loyal to people

committed to delivering results,
Candidate X creates focus. She is
structured in the way she thinks
through the business and is prepared
to make clear bets.

She brings a strong customer focus
into her businesses. She uses this, her
innate commercialism and her respect
for technologists to steer product

who have delivered for her. Recognise
early when people are not delivering
She may want to make sure that her
desire to deliver on commitments does
not limit her ambition. Aim high and
guard against taking failure personally.
She could take time to celebrate and
enjoy the journey. Guard against
putting undue pressure on herself.

2
Introduction
A guide to interpreting this report Napoleon consultant
Rachel Robinson
This profile has been designed to provide a fuller picture of the named individual.
It enables insight into their distinctive strengths as well as considerations before
appointing them. This profile should be used in conjunction with other sources of
information and it remains valid for up to two years.
It has been compiled using the following sources of data
+ A psychological assessment of the individual compiled through:
- Abiographical review of their life experiences
A psychometric profile
- Astructured interview against relevant capabilities
+ Feedback from named (by the candidate) and unnamed (sourced by Napoleon Consulting) referees on the
performance, capability and motivation of the candidate
« Napoleon looks to gain insights from a representative, diverse population of stakeholders who
are able to give a holistic, balanced perspective. Napoleon Consulting combines these sources
of data and then creates an overall summary of the person, in relation to the context for which they are
being considered.
We request that you respect the personal and confidential nature of this profile by:
+ Confining it to a confidential file.
+ Restricting its availability to only those who are immediately concerned with the individual and who have
also received guidance in its interpretation.
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Referee 1
Company they work at with the candid he candidate: Peer Net Promoter Score: 10
Company 1 Named / Sourced: Sourced
When they worked together: Referee assessment of performance: 45
November 2010 - April 2020 Quality of reference score: 4
Context especially on technical content, and often left Areas for development? The referee felt Candidate X
The referee had worked on the Corporate Sustainability  Candidate X with ‘problems to solve’. The referee left could well be described as ‘quiet’. They hadn't seen
Team at Company X from November 2010 to August Company X in the end as they felt ‘the writing was on him ‘drive a lot of things forward'. He needed to ‘get
2016 and then ‘a number of global ESG type’ projects the wall' for ‘technical experts like themselves and out there more and take a few risks’. Company X
until they left in April 2020. With Candidate X working Candidate X' as the ESG agenda became dominated by had been dominated by ‘an old boys' network’ and
on related ESG topics within the financial services team ‘old school salesmen who didn't know their stuff you ‘just didn't get on’if you didn't ‘go to the right
they had worked together, ‘periodically’, on projects schools'. It was ‘a hard environment to be in if you
for over eight years. Their paths often crossed’ and Capability didn't tick those boxes'. It ‘certainly hadn't been easy
they had often worked on ‘pursuits and requests for Key strengths: Candidate X's ‘superhero’ power was for Candidate X' and the referee felt he would ‘need
proposals together' his ability 'to earn trust with people’. 'When you get to let some of that go’ when he finally left
him and click with him you simply love him’. The
The referee felt they had a ‘close and friendly continuity of his client base as a result was ‘amazing’ Personal and motivation
professional relationship’ with Candidate X during their - ‘they just kept coming back to him'This ability was Candidate X was ‘a clever, intelligent person’ whose
time at Company X. They hadn't seen him ‘much’since ~ supported by ‘a deep technical knowledge’, especially ‘integrity and values' were a core part of him. He was
they had left Company X but would ‘always go and about ‘ESG data sets and reporting’. He was an motivated by being ‘around people like himself' and
catch up with him’ when they saw him at conferences expert that ‘people looked to and sought out” He ‘always’ delivering a high quality of work.
etc. During their time at Company X they had also was an incredibly ‘inclusive communicator’ who
overseen the D&I talent pipeline planning so had had a ‘gentle, coaching approach’ to influencing. He Relationship and contribution to a team
‘sight’ over his wider performance and reputation at persuaded people by ‘telling stories based on facts, Scoring from 110, would the referee work with
Company X. and always had an excellent grasp of his ‘datapoints. Candidate X again? Score: 10/10
Performance Candidate X also had a ‘special gift' for his support for  Candidate X had been ‘great’. The referee had
The referee ‘rated’ Candidate X. He had been others. He had received ‘knockbacks' over his career enjoyed working for him and would work with him
“consistently’ seen as a high performer’ within the and had a ‘certain initiative fatigue’ from Company ‘again ‘without a hesitation’. The referee would also
talent matrix at Company X. But he also nearly X about their ‘support for minorities in roles’ but he recommend anyone who needed a ‘sustainability
always ‘had potential to stretch more in role’. Thishad  was incredibly ‘resilient’ to it. He remained incredibly expert' to hire Candidate X. He would excel at
confused the referee somewhat given the dynamic ‘professional and supportive to everyone, irrespective ‘anything' in repor ting, financial ser vices sector or
of his team as he had ‘obviously done most of the of colour, sex, race or creed. ‘People felt safe with him’ ‘in house
work’. He was ‘a highly valued expert and advisor’ on and ‘people wanted to follow him'. He was great at ‘the
ESG topics, who said ‘little’ but what he did say had balance’ between ‘cocooning’ and providing the support
‘focused precision’. He also had an ‘amiable leadership  to his team, but also ‘stepping away and letting them
style’ that meant ‘people wanted to work for him'. But ~ thrive.
his manager hadn't been ‘as strong’,
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Our team

practice in Europe

Rachel Robinson
Founder and Managing Partner of Napoleon Consulting

Rachel Robinson is the founder of Napoleon Consulting. She has over 20 years experience in leadership
consulting and works with clients globally. Rachel has worked across business sectors and has significant
experience working with both publicly listed businesses and Private Equity. She has an outstanding
reputation for her judgement around people, and her capacity to build enduring trusting partnerships
with clients at the most senior levels of business. Prior to founding Napoleon, Rachel successfully led YSC
Europe, having P&L responsibility for the majority of the YSC's business. Rachel created YSC's Private Equity

Rachel is a psychologist by training with a BSc and MSc from the University of London, she is an ICF accredited
coach as well as a trained mediator and facilitator. Rachel is married and lives in South West London.

Partner

businesses.

Joanna Sobkowska

Joanna specialises in partnering with large-cap and mid-cap PE investors and portfolio company
management teams to drive value through human capital. Her work includes firm-focused leadership
development as well as portfolio development including C-Suite assessment, coaching, and team

development. She works across sectors and industries with a real passion for high growth technology

Prior to joining Napoleon Consulting, she was at YSC where she helped build the global PE practice, led
the commercial function for Europe and was known for leading large-scale transformational projects.
She has a BA in Psychology and Criminology from Ryerson University in Canada and MSc in Research
Psychology from University College London (UCL) in England. She is also an AoEC accredited Executive
Coach and is certified in various psychometric instruments.

development.
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Referee 10
Company they work at. h didate: th did Direct report. Net Promoter Score: 10
Company 2&3 Named/ Sourced: Named

Referee assessment of performance: 4/5

When they worked together:
September 2006 - April 2019

Quality of reference score:

Context

The referee worked with Candidate X at Company X
from September 2006 to April 2019. They had joined the
company within a week of each other, with Candidate X
being the more senior. Although not the referee’s direct
manager, Candidate X often played a ‘managerial’

role within the projects they worked on due to the
matrix style of management system that dominated
at Company X. Initially, they had helped each other to
figure out ‘the team dynamics' and then had worked
together regularly on projects until the referee left
Company X two years ago.

The referee felt they initially came to know Candidate X

‘very well as a colleague’ and then also got to know him
personally and then more socially over time. Candidate

X was an ‘excellent sounding board’ within the industry

and provided great career and developmental advice.

Performance

Candidate X's performance had been 'simply great'. He
was particularly good at ‘challenging Company X on
areas they were less good at, both in terms of their work
in the ESG sector but also on their management styles
and diversity and inclusion agenda. He was a ‘driven’
individual who saw ‘opportunities for growth' in the
financial sector and had 'really led the development
of Company X's work in ‘the fast-growing ESG sector’.
He knew how to motivate high performing teams and
played to people’s strengths.

NAPOLEON CONSULTING

Capability
Key strengths: Candidate X had an ‘exceptional

ability to connect to people’. He ‘built trust' early on
with people and his stakeholder skills meant he was
‘an excellent influencer’ This ability to connect was
underpinned with ‘a deep technical credibility’ in @
sector where many ‘honestly didn't know what they
were talking about’. He was tenacious about ESG topics
and ‘didn't take no for an answer’. He was an extremely
persuasive communicator who used ‘narratives and
storytelling’ to get people ‘listening and believing’ He
had ‘worked hard at Company X to influence senior
leaders over time and had 'started small, working on
‘small, focused groups, and then building his influence
wider through ‘different networks' His reputation in
the sector was ‘excellent’ and he was well respected
for his both his ‘competence and persona’. Another
strength was Candidate X's ability ‘to see and grasp
opportunities that others just didn't see’. He ‘always
served the client’ and ‘always brought his best to

the client’. He worked at ‘a fast pace’ and preferred
‘strategic, blue sky thinking’

He was then ‘great at bringing the right people along
with him'’ who could make his ideas tangible. He was a
good ‘problem solver’ and never jumped to solutions
but instead ‘worked collaboratively with clients and his
team’ to come up with the right solution. Candidate X
had an unusually ‘inclusive’ management and personal
style. With Candidate X, ‘you felt you belonged, and you
felt welcome'. He had built a ‘professional, respectful
and friendly working environment’ at Company X where
you could ‘bring your full self to work'

Areas for development? The referee felt Candidate
X worked very well within, and leading, a team.

He enjoyed ‘bouncing ideas around, building
internal networks and leveraging his relationships
with people’ The referee noted he might find an
‘individual contributor’ role tougher unless he could
build ‘a form of team around himself. During their
time working together Candidate X also hadn't
always excelled at ‘translating his bigger ideas into
a structured timeline and workable project plan’. He
had been ‘open and self-aware’ enough to be aware
of this and had been working on improving it so the
referee wasn't sure if this was still an area for him to
focus on.

Personal and motivation

Candidate X was ‘very values led" and ‘et strongly’
about the role of capital allocation in having positive
ESG impact. He saw the opportunities for the financial
sector 'to drive real change’ and wanted to help play a
rolein that

Relationship and contribution to a team
Scoring from 1-10, would the referee work with Candidate
X again? Score: 8/10

Candidate X had been ‘one of the best people’ the
referee had ever worked with. He had ‘compassion’.
Depending on the role, the referee would ‘100%' work
with him again. The referee knew a little about the new
role and thought any company would be ‘lucky to have
Candidate X'

Leadership model

Purpose - Strategic clarity
- Shared vision
- Meaningful values
- Inspired people

- Translation of strategy into action

Performance - Risk management.
- Governance and ethics
- Performance transparency
- Accountability for results
- Finandial discipline

People - Talent attraction
- Talent development

- Performance recognition & reward

- People development
- Engaging culture

External - Customer focus
: " - Competitor awareness
relationships  _ 1 rership building
- Effective key relationships
- Strong investor relationships

Innovation - Top down innovation
- Best practice sharing
- Bottom up innovation
- Evolving culture
- Outside in innovation

People

o isati - Clarity of

- - Process capability
& Efficiency - Organizational know-how

- Focus on efficiency & quality of execution

- Cost focus

External
relationships

Purpose

Innovation

Performance
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Personal profile & leadership capability

Psychological profile

Napoleon Consulting capabilities

Intellectually, Candidate X is broad, quick and focused on creating She
has a measured reasoning ability in the 66% when compared to a population of
senior international managers and executives. She has strong commercial instincts.
She is financially literate - she is comfortable working with data. She is a generalist
- she is broad rather than deep. She marries together commercialism with product
development. She enjoys creating the whole picture - she gets satisfaction from
putting the pieces of the puzzle together. She enjoys solving problems - her focus

is on creating a solution to a need rather than pure creativity. She is highly action
oriented - she is decisive and likes to test ideas. This can mean she goes too quickly
on occasion and could have done deeper analysis. She's not scared to admit when
she has made an error and change direction. She is resourceful and will change tack
if necessary.

Motivationally, Candidate X likes to stand out. She enjoys attention and wants to
have an impact that gets her noticed. In line with this, she looks for opportunities to
do things that others aren't doing. She has a sense of adventure - she backs herself
to deliver. She i not however gung-ho in her attitude to business - she cares deeply
about delivering what she has committed to; and if anything, this puts an anchor
on her aspirations. She is competitive and likes to compare herself to others. She is
never totally content with her own performance and can be self critical. She tries @
little too hard. She knows she needs to stop to celebrate milestones, but this is not
her natural instinct. She is likely to become stressed if she is unable to deliver. Under
pressure, she knows she can become more pointed and scrutinise others.

Interpersonally, Candidate X is warm, relational and thrives on bringing people
together. She communicates with pace and clarity. Candidate X initiates
relationships. She reaches out and connects. She likes to go beyond a superficial
level - it matters to her that she gets to know people. She has a belief in servant
leadership - she takes her responsibilities to the people she leads seriously. Whilst
she has a need to stand out, she can be modest and humble and recognises others’
capabilities. She is naturally talkative and reasonably dominant. She consciously
works hard to listen but may want to create even more space for others. She

works hard to build trust with others. She creates a very clear sense of team. She
injects optimism and a sense of hope. Her word is her bond - she delivers on her
commitments. She enjoys mediating between people and finding solutions to
issues. Her focus is on making things work and whilst she will take tough calls with
people, loyalty is a key driver which can slow her down on making people decisions

NAPOLEON CONSULTING

¢ purp
Candidate X creates focus within her businesses. She puts the customer at the heart
of the business, and conveys the strategy through this lens. She is comfortable
leading M&A but at her heart likes to drive organic growth

Ignites innovation
Candidate X innovates by identifying customer needs or problems and then

bringing together the commercial and technical elements of a business. She brings
a discipline to the evaluation of innovation with systematic AB testing of new ideas,

Drives performance

Candidate X puts effort into ensuring that realistic expectations are created. She
puts in place clear metrics that align the company around common goals. She is
disciplined around execution. She looks to create lead indicators so that she can
adapt and change tack quickly if needed

Hones organizational efficiency

Candidate X is comfortable re-organising and creating a focused business. She
segments the business and creates organisation around customer groups. She
benchmarks performance and costs to ensure her business is competitive.

Strengthens people and culture

Candidate X recruits for potential rather than experience. She looks to bring in
people who share her values around teamwork and whole company focus. She
creates alignment through bringing people together. Candidate X brings in new
people when necessary. She's not afraid to make changes if she believes people are
not going to work; but does err on the side of loyalty, and prides herself on making
it work

Leverages external relationships

Candidate X is systematic in the way she brings the voice of the customer into the
business. She values collaboration with investors and looks to work closely with
them.

Leadership capabilities

Collated capa s for the team

Signifcant

evelopment i 2
Shapes strategy
Invests in innovation MN
Drives performance u

Hones organization

and efficiency L

Builds capabili
and culture

stand

B = ok & on
o Bk & o

K &sr G mnoP ar

X (D) ki o ar

bbb -

EF GHIOP aR DNk v

External relationships Azr K'mor ar Am u

Team members A vore somome A romesumame

g\ Nome sumome N, Name Surname

=3 cH u

&P, Name Sumame. &R, Nome sumame

napoleonconsulting.com



fmrmccwbc . uk

07810 541893 : el e .. i W Figr;té remain with the respective rights holders.
peter@petermccabe.co.uk Private and confidential. o LA e, 3 . L o © 20826 Peter McCabe - L
e d x c s T r . - 4 ~ = L -



