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POWERPOINT 
TEMPLATE
MEDIA AGENCY

I was asked to design and 
build a PowerPoint template 
that was both dynamic and 
user-friendly. 

I worked within their brand 
guidelines to create simple 
layouts that incorporated 
exciting images and  
impactful typography. 

All photography and text 
remained editable by the 
user. Text placeholders 
were pre-formatted with 
various sentence styles, 
and replacement images 
remained masked within the 
same placeholder shape (or 
composite shape).  

Programmes used:

FOOTER TEXT

STATEMENT 
SLIDESAMPLIFI PRESENTATION 

TEMPLATE
Name of presenter  |  date of presentation

Id pretium ligula bibendum quis. 
Nam quis metus in erat maximus 
egestas. Aliquam erat volutpat.

Praesent sodales eu urna

FOOTER TEXT EXAMPLE IMAGE 
CONTAINED 
WITHIN THE 
AMPLIFY 
LOGO

FOOTER TEXT

LOREM IPSUM 
DOLOR SIT AMET

YELLOW BOX

Tristique

id pretium ligula bibendum quis. Nam quis metus
in erat maximus egestas. Aliquam erat volutpat. 
Praesent sodales eu urna sed aliquam. 
• Suspendisse ac magna semper
• Venenatis libero ut, molestie risus. 
• Morbi vulputate in magna vel cursus.
• Suspendisse sapien mauris, efficitur

ut posuere eget, euismod ut enim. Integer 
tincidunt diam orci, eget facilisis lectus feugiat.
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RACE & 
ETHNICITY 
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When looking at how different racial 
and ethnic groups have responded as 
a whole, the overall score has 
increased by an average of 1.6 
compared to 2021, which we can 
take as a positive sign that the work 
we’re doing to improve inclusivity and 
diversity at Inmarsat has moved us 
forward in the last year.

Culture, race and ethnicity are 
layered, inter-connected and 
complex, and we therefore need to 
adopt a mix of approaches in order to 
gain a better sense of how different 
groups and communities feel. 
Diversity and inclusion surveys are 
incredibly helpful, and the additional 
focus groups we ran last year 
following the survey helped us get 
even more insights.

Our Ethnic Diversity Empowerment 
Network (EDEN) has also taken a 
varied approach to supporting it’s 
members over the past year, with the 
Safe Space initiative providing a 
platform for open dialogue between 
its network members and our 
executive team, open forum  
discussions – for example about the 
racism directed towards England 
football players during the World Cup, 
and the concept of a ‘concrete’ ceiling 
for career progression for people of 
colour – and vibrant, exciting and 
relevant events for Black History 
Month.

The image on the right provides a 
snapshot of how scores have 
changed compared to last year, and 
in the following pages you’ll fine more 
details about how different racial and 
ethnic groups scored.

*  South Asian (e.g. Indian, Pakistani, Nepalese, Sri Lankan)
South East Asian (e.g. Indonesian, Singaporean, Cambodian, Vietnamese, Thai)
East Asian (e.g. Chinese, Japanese, Korean, Taiwanese)

Click here to view the scores chart for Race & Ethnicity

White and Asian

Other mixed or multi-ethnic background

SOUTH ASIAN*

Black, Black-African, Black-Caribbean, or African-American

Hispanic or Latino

ASIAN

SOUTH EAST ASIAN*

White

Other

East Asian*

Prefer not to say

INCREASEDECREASE

2022  Vs 2021 

PDF REPORT
DIVERSITY AND 
INCLUSION  
SURVEY RESULTS

This report was published 
following a company-wide 
diversity and inclusion survey 
to provide a summary of the 
survey results.

The data from the survey was 
recorded in Excel, from which 
I produced the infographics. 

I worked closely with the 
content creator to develop 
this report, producing visuals 
that were both creative and 
adhered to brand guildelines.

The entire report was built 
in PowerPoint, with editable 
data tables behind each 
infographic. The final report 
was exported to PDF.   

Programmes used:
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PARENTAL AND 
CARING STATUS

28

In every survey we carry out, whether 
that’s a diversity and inclusion survey 
such as this, or our People Pulse 
engagement survey, a word that’s 
frequently used to describe the culture at 
Inmarsat is ‘family’. Although a workplace 
and colleagues that feel like family does 
not always translate into how people feel 
they are able to how they balance working 
life with home life, at Inmarsat ‘family’ 
extends beyond the working environment 
and reaches into the way parents in 
particular feel they are supported.

Fifty-seven percent of Inmarsat’s global 
population are either parents, guardians, 
carers, or a combination of these. Scores 
for parents, guardians and carers were 
equal to those of non-parents/carers. 
There are some exceptions, however, 
with people who describe themselves as 
carers giving lower scores in areas such 
as non-discrimination and diversity 
recruitment, however the comments do 
not reveal anything conclusive in terms of 
why this is the case. Three quarters of our 
carers are age 40+, indicating that they 
may well be caring for elderly parents. 
Understanding how we can better support 
carers is an important initiative that our 
Parents & Carers network has undertaken 
recently, with open forum discussions for 
both parents and carers held in some of 
our offices.

We do have carers working at Inmarsat, 
however the small and distributed number 
means it’s difficult to identify themes, 
meaning that much of the data and 
perspectives included here is form our 
parents and guardians.

3%

44%

36%

of people at Inmarsat 
are parents or guardians 

have caring 
responsibilities

are both parent 
and carers

10%

7 %
Prefer not to say

have no parental or 
caring responsibilities

Click here to view the scores 
chart for Parents and Carers
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GENDER IN THE 
WORKPLACE

13

The proportions of men and women at Inmarsat 
have changed little since the last survey, with 69% 
of our workforce being men and 29% being 
women. This is good representation for women 
compared to the UK tech sector where only 19% 
of roles are held by women.

Gender is not binary, and at Inmarsat we want to 
give people the option to tell us if they have a 
different gender identity to the traditional male / 
female options, such as if they identify as non-
binary. We do not have visible data for gender 
identities other than for male and female, so all of 
our data analysis has been focused as such. 
However, we must recognise that gender, as a 
social construct, can change over time and can 
still be a difficult topic to raise for those gender 
identity does not fit with the majority 

The overall score for women and men has 
increased since the 2021 survey. The overall 
score for men increased from 8.3 in 2021 to 8.5 in 
2022, and for women from 8.0 in 2021 to 8.3 in 
2022. While the score from women may still be 
lower, it’s great to see that it has gone up 
proportionally more compared to scores from men.

2021

2022

68%

69%

29%

30%

Peakon

Prefer not to say

Male
Female

EMPLOYEES by Gender

2022
2021

2022
2021

MEN WOMEN

OVERALL  SCORES

8.3
8.5

8.0
8.3

0.3+0.2+
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INMARSAT’S
POPULATION

BY AGE

16%

45%

30%

9%
17%

47%

28%

8%

55+
40-54
30-39
20-29

AGE

17

Age does not appear to play an 
important role in whether or not 
people feel that Inmarsat is a diverse 
and inclusive place to work. You can 
find more details about the scores in 
the appendices, but for the overall 
survey score there is only a small gap 
between the highest scoring groups –
those age 40+ at 8.5/10 – and the 
lowest scoring group – age 30-39 at 
8.2/10.

If the experience in the workplace is 
similar for different generations from 
a diversity and inclusion perspective, 
what do we know about the different 
expectations from the workplace? 

According to this Forbes study, the 
ability to work flexibly, recognition for 
the work they do, fair pay and 
benefits, and opportunities for career 
growth are things that all generations 
have in common in terms of priorities. 
It’s rarely helpful to make 
assumptions or apply stereotypes, 
and this is also true when it comes to 
age, and so when it comes to who we  
consider for an assignment on an 
exciting new project, or for a 

promotion or transfer to a new role, it 
is essential that managers know 
about the aspirations for all of the 
people in their teams to ensure 
they’re not making assumptions 
based on age – all age and 
generational groups can bring 
different energies, perspectives and 
life experiences to the table.

You can find out more about learning 
and growth – including some readily 
available resources to support 
development conversations – later in 
this report.

of our population 
are age 40 or above.

64%

2022
2021

Click here to view the 
scores chart for Age



POWERPOINT 
PRESENTATIONS
TECHNOLOGY 
CONGLOMERATE

As part of a rebrand, I worked 
with stakeholders to reimagine 
their presentations in a new 
reductive and fluid style. 

Presentations were 
punctuated with colourful 
photography, which informed 
the empathetic colour scheme 
for the content. 

Subtle animations and 
transitions were used to build 
content into each slide, and 
connect it to the next. 

Programmes used:

Aenean porta 
ante at nisi 
egestas euis In 
hac habitasse
platea dictumst

Teal

Worldwide

Western Europe

North America

Central & Eastern Europe

Middle East & Africa

Latin America

Asia Pacific

Lorem ipsum dolor sit amet
Donec tempus

Mauris

Lobortis tincidunt

Dolor vitae

Posuere libero

Finibus nec

Onec sit amet

Libero vulputate

25.0%

21.3%

21.3%

19.4%

14.5%

10.2%

20.7%

CONSECTETUR ELIT

tristique vitae 
quam et vesti
inter augue
tristique vitae quam et, vestibulum 
interdum augue. Proin nec interdum

1.2X 1.2X
1.3X

1.8X
1.9X

Lorem Ipsum Dolor Sit Amet

Lorem ipsum dolor sit amet

IPSUMLOREM DOLOR

LOREM IPSUM

Pellentesque
sapien quis
et volutpat

3. Dolor

1. Lorem

2. Ipsum

FROM Nunc commodo
porta lorem id dictum 

TO Donec ac mi vulputate
scelerisque leo sit amet

Porttitor accumsan nunc
molestie quis mauris sed 
justo ac enim lacinia 
rutrum vestibulum eges
lacus vitae augue feugiat

Sit

Lorem 
Ipsum
D O L O R  S I T  A M E T
0 0 0 0

DOLOR SIT AMET

nulla nisl sodales vitae 
rutrum sit amet mattis
non orci duis blandit
odio velit in libero ante

Point 5
Amet

point 4
Sit

Point 3
Ipsum

Point 2
Dolor

Point 1
Lorem

FROM nunc nulla tristique
nisi sed vehicula nisl sapien
varius Proin nec interdum. 

TO Mauris quis vulputate
odio vestibulum bibendum
nisl suspendisse viverra
gravida dui at pretium

Nulla vel leo dignissim, 
ornare massa eget, 
lacinia lectus. Nulla
facilisi. Cras blandit, 
nibh pretium lobortis
bibendum

Lorem



Negative 

Only SOME OF US have the responsibility, 
but ALL OF US can take accountability.

Accountability 
mind-set gets better results

EXECUTE

with ENERGY

How does your 
shadow impact 

those around you?? 

Encourages growth, 
development and trust 

Promotes bad habits, distrust 
and lowers mood levels

Negative shadow P�itive shadow

Ask for regular, 
honest feedback 

What more can I do to
cast a positive shadow? AccountabilityResponsibility

What you are EXPECTED
to take control of, 

take decisions on, manage.

Only SOME OF US have the responsibility, 
but ALL OF US can take accountability.

Accountability 
mind-set gets better results

What you ACCEPT responsibility for; 
such as your behaviour, activities 

that improve how your team works, 
fixing something because it’s needed.

Results

Bo
th focus on

in different w

ay
s

EXECUTE

with ENERGY

Where are you on the 
accountability ladder?

What more
can I do?

What more can I do?
Are you

remaining curious?

Good listeners

   Listen to
understand

Listen out for what’s NOT being said

Accountability 
mind-set gets better results

Embrace different opinions

Give time for others to get their 
thoughts out

Are not distracted - Be Here Now

Provide solutions not problems

Bad listeners
Neglect different opinions

Deny others the time to talk

Allow distractions to get in their way

Do not offer solutions

EXECUTE

with ENERGY

better results
Only one achieves

Programmes used:

ON-SCREEN 
POSTERS
INTERNAL HR 
CAMPAIGN

I was asked to create a series 
of infographics to support an 
HR campaign promoting an 
accountability mind-set. 

The posters were exported as 
Jpegs for display on large LED 
screens within the company.

For each poster I was provided 
with text and a description of 
the behaviour that needed to 
be illustrated.  

The posters used only colours 
from the corporate palette, 
each with a different dominant 
colour to create variety. 



How retailers can win more revenue 
from overseas consumers

THE RULES OF  
ATTRACTION:

USA

China

Indonesia

Bahrain

THE TAX-FREE WORLD
Tax free shopping is not 
just about luxury. It is 
growing fast outside  
the traditional high-value 
and souvenir categories. 
Shopping is becoming 
global, with demand for 
brands at all price levels 
coming from all over  
the world.

Strong British brands, such 
as shoe retailer Clarks, often 
command a price premium abroad 
and are much in demand in the UK 
where prices. British names such 
as Burberry, Mulberry or Barbour, 
Thomas Pink, Penhaligon’s and 
Church’s shoes, all carry a strong 
British heritage

Top 5 globe shopper nations by  
Average Spend in Euros

China’s top 3 categories  
of goods by amount spend

Top 5 UK globe shopper nations 
by Average Spend

London is the second most 
valuable tax free destination after 
Paris, by amount spent. And while 
London attracts a huge proportion 
of tourist spend, other UK cities 
benefit too. Edinburgh, York and 
Bath are all popular, and Bicester 
Village in Oxfordshire has become 
a key destination for bargain-
hunting tourists.

ST ND

China

Quatar

875

£1,299

778

£1,080

485

£588

31%

29%

23%

Others 17%

765

£850

532

£712

640

£737

Malaysia

UAE

Thailand

Saudi Arabia

Market

Market

Department  
Stores

Fashion  
& Clothes

Watches  
& Jewellery

The UK is a brand bazaar  
for global consumers

Global shoppers spend around 
four times more than locals at high 
street retailers (Global Blue based 
on transactions since 1980)

30% of Burberry’s London store 
sales are to overseas visitors

DID YOU KNOW

30%

Tax free shopping, which allows 
consumers from outside the 
European Union (EU) to claim  
back the VAT on their shopping,  
is a valuable source of revenue  
for UK retailers, and is growing.

Critical to success is how retailers 
manage this valuable source of 
revenue for both themselves and 
their consumers.

These consumers are coming from 
both established and emerging 
economies, and their thirst for 
well-known brands far outstrips 
local demand.

Demand is strong: 
Retail prices 
of many luxury 
goods are 30% 
higher in China 
than in Europe 
(China Daily)

Global growth of tax-free  
amount spent in 2012
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Good for retailers

A valuable source of revenue that 
is not price-sensitive, enabling 
retailers to earn the full margin

TAX FREE SHOPPING IS:
Good for your consumers

They win twice – by getting the 
discount on brands that are 
otherwise more expensive in their 
home country; and, saving on the 
tax. Combined, this can make their 
purchases up to 50% cheaper

    

They increase spend –  
a well-managed tax free service 
will encourage them to visit more 
often and spend more

   

Enables retailers to support 
investment in stores and stock 
even when local demand is 
depressed

Programmes used:

PDF
MARKETING 
GUIDE

I was asked to create an visually 
engaging marketing guide 
targeted at retailers looking to 
attract international shoppers.

The report needed to be 
in PDF, at a resolution high 
enough for print, with a file-size 
small enough to be emailled.

I created a vector-only design 
to reduce file size, and 
developed stylised shopper 
illustrations and infographics 
to help transform their text-
only content into an engaging 
customer story. 



Section break 
with emoji group

Date & Version   | 15

Subhead of two lines of copy quia
tendit, consequia di voloreria si officip.

POWERPOINT 
TEMPLATE
PAY TELEVISION 
COMPANY

I was asked to create an 
editable PowerPoint template 
from an existing design 
produced in Adobe InDesign.

The template I created was 
exactly as per the supplied 
artwork, with all text, images 
and icons remaining editable. 

The font was embedded into 
the template, so the client did 
not need to install it at their 
end. The gradient-outlined 
text effect was also preserved 
in editable text fields. 

Programmes used:

Date & Version   | 4

goes here
Presentation title Paragraph Subhead large

Poppins regular body copy in 
90% black large style for pages 
with less content.
Note the paragraph spacing 
which helps with legibility.

Slide Title Poppins
Extra Bold

4M+
Date & Version   | 13

subscriptions



CASTING

A Chemistry Meeting needs real effort, planning and 

thought. It needs to be treated with the same respect as 

the pitch itself. It is never enough to show credentials. If a 

highly-descriptive consultant is involved, these meetings 

will rarely be set up to build chemistry. We are often given 

long lists of topics to cover off and our responses frequently 

attempt to answers all of these points in order. None of this 

makes it especially interesting for the client or builds  

much Chemistry. 

•	 Refer	back	to	the	Intelligence	Plan	to	uncover	what	we	

know about the personalities in the room. Build our 

team based on “who will click with who?”.

•	 Make a decision on what you feel the client wants to 

hear and see at the meeting and run the chemistry 

meeting accordingly. Take the opportunity to give your 

initial thinking on what the client currently does, and 

what we would do to grow their business.

•	 Prepare	a	written	piece	that	answers	all	of	their	

questions, but what we present/talk about could be  

very different.  

Global Team

•	 Invest	in	Chemistry	Sessions	and	treat	them	as	

importantly as the Pitch itself

•	 Limit	the	number	of	people	attending	in	an	effort	to	

build Chemistry

Local Team

•	 Run	local	sessions	along	the	same	lines	

•	 etc

•	 Find the best way of bringing each member of the 

team to life (and how they work together), to give the 

client the feeling of what it would be like to work with 

you on day-to-day basis. The client should experience 

how infectious our people are and how passionate they 

are about the work they do 

•	 Use	the	Chemistry	meeting	to	get	to	the	bottom	of	

some key issues 

 – How will they make their decision,  

who has a vote? 

 – What is it they actually want and need from  

an agency? 

 – What turns them on, their passions? 

 – What are the scoring criteria?

 – What are the KPI’s they are judged on? 

•	 If	you	believe	we	have	uncovered	a	genuine	insight,	 

then reveal it now.   

CASTING

 1.  CASTING

 2. AGENCY STORY

 3. CONTACT STRATEGY

 4. TIMELINE

 5. ANSWER EVERY QUESTION

 6. PRECISION

 7. INVOLVED PLANNING

 8. SUPPORT

 9. BUYING STORY

 10. COST 

CONTENTS

1

INVOLVED PLANNING
Lorem ipsum dolor sit amet, consectetur adipiscing elit. 

Sed sagittis lectus non quam cursus dignissim. Nunc 

facilisis egestas orci a accumsan. Donec a nibh eu sapien 

ultricies dapibus at id turpis. Morbi libero orci, euismod 

et malesuada vitae, ullamcorper nec urna. In purus nibh, 

porttitor vitae auctor quis, lacinia a sem. Aliquam accumsan 

condimentum cursus. Lorem ipsum dolor sit amet, 

consectetur adipiscing elit. Aliquam feugiat molestie purus, 

non vulputate velit laoreet sit amet. Donec quis pulvinar 

nunc. In pulvinar lacus quis ante rhoncus iaculis congue 

et est. Morbi eget nisl sit amet felis hendrerit pharetra quis 

sit amet sapien. Curabitur in est ut arcu vehicula varius. 

Nullam mi diam, ornare nec gravida eget, aliquet nec purus. 

Pellentesque iaculis est et ipsum accumsan vel porttitor 

felis dictum. Morbi bibendum elementum condimentum.

Curabitur volutpat porta ultrices. Donec vitae nunc dolor, 

et ultricies orci. Curabitur iaculis felis id elit mollis aliquam. 

Nulla semper leo vitae augue gravida eleifend. Nulla 

facilisis ornare magna volutpat bibendum. Maecenas vitae 

augue purus, vitae adipiscing neque. Aenean gravida odio 

leo, ac semper urna. Mauris ullamcorper aliquam tortor 

ac euismod. In dictum justo vitae nibh sodales id viverra 

lectus ultrices. Integer felis turpis, eleifend et consequat ac, 

imperdiet et neque.

Vivamus congue tincidunt pharetra. Praesent mollis odio 

et ante semper pellentesque eu sed lacus. Donec urna 

turpis, fermentum vitae tincidunt eu, suscipit vitae leo. Cum 

sociis natoque penatibus et magnis dis parturient montes, 

nascetur ridiculus mus. Aenean nisl leo, consectetur ut 

faucibus in, dignissim eget nunc. Etiam ullamcorper, ipsum 

in pretium auctor, felis arcu porttitor massa, in pharetra odio 

urna vitae nisi. Nunc nec augue dui, mollis sodales orci. 

Donec porttitor mi justo, a bibendum nibh.

Curabitur non molestie quam. Cras eu nibh vitae ipsum 

dapibus aliquet. Nunc rutrum diam id nisi lobortis egestas 

placerat diam ultricies. Ut sed mi id urna vehicula 

suscipit. Etiam luctus mattis orci, vel tincidunt magna 

tempor eu. Sed et ullamcorper justo. Proin et ante eros. 

Integer ultrices rutrum magna, nec sagittis risus imperdiet 

commodo. Phasellus sit amet leo diam, id pulvinar sapien. 

Pellentesque luctus ligula tempor enim ultrices tempor. 

Vivamus congue tortor non magna imperdiet et tincidunt 

sem mattis.

Global Team

•	 Lorem	ipsum	dolor	sit	amet

•	 Lorem	ipsum	dolor	sit	amet

•	 Lorem	ipsum	dolor	sit	amet

•	 Lorem	ipsum	dolor	sit	amet

Local Team

•	 Lorem	ipsum	dolor	sit	amet

•	 Lorem	ipsum	dolor	sit	amet

•	 Lorem	ipsum	dolor	sit	amet

Programmes used:

BOOKLET
MEETING  
TAKE-AWAY

I was asked to design a booklet 
intended as a take-away from 
a high profile meeting. 

I created a simple 10-part 
design and colour scheme 
which ran through the 
document in an unbroken 
line, with illustrations 
throuought to identify each 
stage of the journey. 



Client quote

20

“Donec posuere, lorem eget lacinia porta, 
eros neque pretium libero, in sodales odio
ligula eget elit. Etiam posuere lacus quis
lorem euismod, ut varius dui lobortis”.
Client Name 

POWERPOINT 
TEMPLATE
MORTGAGE 
LENDER 

As part of a company rebrand 
I was asked to design and 
build a PowerPoint template 
which could be easily applied 
to their existing and future 
presentations.

The triangle pictorial mark 
was a key feature in their 
visual identity, which I 
referenced in bespoke image 
placeholders and bullet 
characters.

I also included a toolkit of 
vector icons and a user guide 
to highlight features of the 
new template and promote 
best-practice formatting. 

Programmes used:

Lorem ipsum sit 
amet, consectetuer
adipiscing elit
Optional text Lorem ipsum sit amet, 
consectetuer adipiscing elit

12 APRIL 2023

Keyline icons
Icons can be copy/pasted, re-sized and re-coloured

Managing your cash
in retirement (nest egg)

Funeral fundsBridging financeResidential property

Development / 
construction loans

Property financing

Commercial loansTestimonial icon Regional property insights

1

ContractConceptFinance

InvestmentsLeisure

► Large bullets 25pt (first level)
► consectetuer Morbi volutpat semper  
► Mollis tortor rutrum ut. Morbi ut
► Donec dui dolor, efficitur vel auctor Congue

vitae odio. Ut hendrerit diam nec magna 
aliquet, id mollis ante

► Lobortis a scelerisque et, rhoncus interdum

Lorem ipsum dolor sit amet, 
consectetuer adipiscing elit

18



YOUR
CAREER DEVELOPMENT WORKBOOK

Chief People Office

DRIVE

CAREER

1

Career types
there is more than one path

There are many ways you can develop and progress in your 
career and all careers are not the same shape. Being aware of 
the different shapes our career might take means we are open to 
more opportunities. The following possible career types are not 
exhaustive but illustrate the point that there are many paths. 

6

MANAGED 
DRIFT
A managed drift is where you 
progress through taking 
advantage of opportunities 
that emerge but without 
necessarily having a defined 
path in place beforehand. 

E.g. you might start Inmarsat in 
a customer operations role, 
then work on a particular 
customer project, then move 
into the BU that works with that 
customer, before taking up a 
role in a central function such 
as Commercial and Product 
Management. 

It is not by accident but not 
entirely planned in advance as 
you pursue interests and 
development opportunities and 
take advantage of emerging 
prospects. This is often the 
most common shape a career 
takes. 

TECHNICAL/ 
FUNCTIONAL EXPERTISE
This path would be most 
common in a field where there 
is an established path and 
benchmark where you gain 
experience and expertise over 
time in a structured way. 

This can be because standards 
are externally defined (e.g. 
accountancy where you pursue 
professional qualifications 
alongside your role). It could 
also be because the depth of 
expertise increases year –on-
year as you are exposed to 
increasing complexity in your 
role.

In this career type, the 
objective is technical/ 
functional mastery and those 
at the top of their profession 
are often considered experts 
externally as well as internally. 

CAREER 
LADDER
Career ladder traditionally 
describes he progression from 
entry level positions to higher 
levels of pay, skill, 
responsibility, or authority. It is 
considered a traditional path 
and whilst you’d be forgiven for 
thinking that this is the only 
career shape, that is no longer 
the case. 

Career ladders were common 
where an organisation took a 
patriarchal role and managed a 
career for a person, moving 
them up after time served in a 
role. As most organisations 
have moved to becoming more 
meritocratic, this type of 
career path is more rare and 
people are more likely to 
develop through sideways 
moves and diversions, not only 
a straight line up. 

PORTFOLIO 
CAREER
A portfolio career is something 
you might aspire to after 
leaving Inmarsat. This is where 
you have a number of avenues 
that you pursue simultaneously 
and tends to happen more 
often once a person is well 
established in their career and 
has built a degree of expertise. 

For example you might act as a 
consultant to several different 
organisations, working on 
specific short term projects or 
providing expertise part time. 
You might also hold a role as a 
Non Executive Director or 
Board Member of one or more 
organisations and you would 
manage your time, splitting it 
between your various pursuits. 
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POINTS TO 
REMEMBER
Not only is there no set path a 
career should follow, but there 
are also many reasons why the 
pace and focus of your career 
might change over time. 

Career ambitions and needs 
might change over time and 
interests can evolve and 
change. 

You might be more of less 
focussed on your development 
and career at different points 
in your lift based on other 
factors outside of work and 
this is entirely normal. 

We aim to support you to meet 
your career aspirations 
wherever they align with 
Inmarsat’s needs

career planning

CAREER PLANS

There are lots of ways you can 
approach creating a career 
plan, depending on your 
personal style and what it is 
that you’re trying to achieve. 
Here are some suggestions on 
the inputs and contents you 
might consider including in 
your career plan and you can 
download a template by 
clicking on the icon above.

Essentially, a career plan 
aims to establish: 

− Where you are now 

− Where you want to get to 

− What skills, knowledge and 
experience do you need to 
achieve this

− What action you will take to 
get there 
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BEFORE CREATING 
A CAREER PLAN
Before you get to defining your 
plan, you need to have a good 
understanding of where you 
are now and where you want to 
get to. Answering the following 
questions might help you: 

− What motivates you to be 
your best? 

− What do you like most and 
least about your current and 
previous roles? 

− When do you feel most 
fulfilled? 

− What are your career 
anchors? (see Career 
Anchors section of this 
workbook)

ESTABLISHING 
A CAREER GOAL
Having done the above you 
should then be able to 
establish your personal goal. 
This might be to work towards 
a particular role or to move 
into a different field of 
expertise.

You can then define that goal, 
including timescales and add it 
to your plan. 

A PLAN CAN HELP YOU TO DEFINE 
AND ACHIEVE YOUR CAREER GOALS

Click to download Career Plan template

ACTIONS NEEDED TO 
MEET THE GOAL
These could include: 

− Addressing your 
development needs

− Establishing new contacts

− Completing formal training 
or qualifications 

You can define these actions 
and the measures of success in 
your plan. Don’t forget to 
include what help you might 
need and where you might get 
this from. 

Here are two other activities 
that can contribute to career 
planning:
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STAKEHOLDER 
MAPPING
To be successful in your 
chosen career, you will need 
support from other people. 
Creating a stakeholder map is 
especially useful when you 
desire an internal move. 

You need to understand who 
the decision makers and 
influencers are and the extent 
to which they support you and 
think you are capable. Mapping 
them on a stakeholder map 
template will help you 
establish who you can count on 
and who you might need to 
work harder to influence. 

You can find a stakeholder 
template in the appendix which 
can then be added to your 
career plan. 

ROLE 
COMPARISON 
If you’ve established a 
particular role you aspire to, 
you could obtain the job 
description for the role and do 
a detailed comparison of your 
skills, knowledge and 
experience against the needs 
of the role. 

The easiest way to do this is to 
put all the requirements of the 
role into a table and add two 
columns. In the first column, 
add your own self assessment 
of yourself against the role 
requirements. In the second 
column, note where there are 
specific actions you need to 
take in order to meet the role 
requirements. 

You can obtain role profiles for 
Inmarsat roles from your HR 
Director or HR Business 
Partner.
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INTERACTIVE 
PDF
CAREER 
DEVELOPMENT 
WORKBOOK

I was asked to create a PDF 
booklet for distrubution 
across an organisation, that 
could also be edited by the 
client for future revisions. 

I built the template in 
PowerPoint and set up the 
slides as A4 spreads (left and 
right pages), with formatted 
placeholders for text and 
images so both could be 
replaced easily by the client. 

The final workbook was 
exported as a hi-res PDF, 
which included links to 
downloadable content.



LOREM IPSUM 
DOLOR SIT AMET
Lorem ipsum dolor sit amet, 

consectetur adipiscing elit. 
Curabitur blandit nunc lorem, 
nec pulvinar lorem finibus sit 

amet. Etiam diam augue, 
lobortis non elit sed, 
sollicitudin dictum enim. Morbi
fermentum malesuada arcu at 

porttitor. Maecenas sed
tempor purus. 

ENCRYPTION

PRESENTATION 
SUPER TITLE

19 January, 2019

TEXT HIERARCHY

FORMATTING TEXT
When you begin typing, text is set to Corbel 12pt, left aligned in dark grey. 

The text style will continue until you choose to ‘increase list level’ of the paragraph. 

To do this, select the paragraph and tab once (or click the ‘increase list level’ button in the ribbon (Home / Paragraph)

• The style is now changed to bullets

• And continues until the list level is changed

- Increasing the list level again will change to sub bullets

- Which also continue until changed. 

SELECT+TAB AGAIN TO APPLY SUBHEADING STYLE (ALL CAPS)
Then shift+tab the paragraph back to first level text  (or click decrease list level button)

EXAMPLE SLIDE WITH VIDEO BACKGROUND

PAYMENT METHOD

Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Curabitur blandit nunc
lorem, nec pulvinar lorem finibus sit 

amet. Etiam diam augue.

POS

Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Curabitur blandit nunc
lorem, nec pulvinar lorem finibus sit 

amet. Etiam diam augue.

WE HOLD OUR OWN 
EUROPEAN ACQUIRING LICENSE 

Unlike many payment businesses and processors Kalixa collects, manages, processes and settles physical money. Our licenses and 
the FCA regulation allows us to authorize, clear and settle funds for your Visa, MasterCard and Maestro transactions directly, if your 

legal entity is within the EU 31. We offer a connected multi-channel payments gateway that allows you to accept electronic 
payments across all your sales channels. This multi-channel capability is unique in the market.

TRANSACTION FLOW 

Pre-authorization 
Authorization and Clearing 

Reversal and Refund 

Recurring Transactions 
MOTO (Virtual Terminal)

ADDITIONAL SERVICES

Dynamic Narratives 
Transaction Dispute 

AVS (Address Verification Service)

ASI (Accont Status Inquiry) 
Our own Card Tokenization solution

REPORTING 

Administration
Detailed reports

Track of all transactions

POWERPOINT 
TEMPLATE
PAYMENT 
PROVIDER

I designed and built this 
PowerPoint template for a 
merchant payment processing 
services company. 

Adhering to brand guidelines 
I created a series of design 
layouts incorporating video, 
photography and icons. 

I also included bespoke user 
guidelines and icon library for 
use in future presentations. 
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SLIDE LAYOUTS

THIS TEMPLATE CONTAINS A NUMBER 
OF PREDETERMINED LAYOUT OPTIONS

TO CHANGE THE DESIGN OF THE CURRENT SLIDE:
• Click the ‘Home’ tab in the ribbon

• In the Slides section, choose ‘Layout’

• A drop down menu will appear with all the layouts available in this template

- Choose an alternative layout by clicking on its thumbnail
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Using Adobe Illustrator, 
I redrew a hand-drawn 
‘scribble’ into a digital design 
that visualised a network of 
fluid connections within an 
ecosystem, whlst retaining an 
organic feel. 

The final artwork was 
printed onto an A1 board, 
and included as a dynamic 
graphic within a PowerPoint 
presentation. 
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POWERPOINT 
TEMPLATE
MEDIA AGENCY

My brief was to create a user 
fiendly PowerPoint template 
from an existing design, 
incorporating bespoke image 
placeholder shapes & layouts.

I built the template, recreating 
exactly the design of the 
InDesign document but with 
all images and text editable 
and replaceable. I also 
included best practice user 
notes to make full use of the 
template’s functionalty. 

I embedded the non-system 
fonts into the template, so the 
client did not need to install 
them on their computers. 

The question mark is both a custom autoshape and part of the template.  
When clicked, the user is prompted to choose a photo which then fills the shape. 

The 1HQ logo appears at the bottom right of 
every page, When the user selects a placeholder 
that covers the logo and fills with an image, it is 
automatically masked to display the logo.
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POWERPOINT 
TEMPLATE
AGENCY PITCH

I was asked to create a 
PowerPoint template and 
presentation from an evolving 
isometric design concept. The 
fonts, graphics and colours 
were still being finalised but 
the template build needed to 
begin to meet a tight deadline. 

I built the template integrating 
theme fonts, styles and 
colours into all elements of 
the design, so global changes 
could easily be applied. 

All graphics and text content 
(including placeholder text set 
at 60°) remained editable. 
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POWERPOINT 
PRESENTATION
AGENCY PITCH

I was asked to design and 
build a PowerPoint template 
and presentation for a luxury 
brand pitch. 

To evoke a sense of 
opulence, I incorporated a 
sophisticated color palette 
featuring muted tones, and 
utilized a combination of 
serif and sans serif fonts. 
Additionally, I incorporated 
subtle animations to enhance 
the luxurious feel. All text 
and graphics remained 
fully editable, including the 
invitation slide.
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POWERPOINT 
TEMPLATE & 
PRESENTATION
RFP RESPONSE

I was tasked with developing 
an abstract visual concept for 
an RFP response to a food 
manufacturing company.

To reference the ingredients 
of their products, such as 
corn and rice, I incorporated 
simplistic shapes coloured 
with a vibrant palette. 
Additionally, to highlight 
the company’s dedication 
to sustainable packaging, I 
arranged these elements on a 
cardboard texture.
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BOOK CREATED 
IN POWERPOINT
RFP RESPONSE

 
I designed and structured an 
A4 PowerPoint template that 
could be easily emailed to 
markets for completion and 
return. 

Once the completed sections 
were received, I collaborated 
with the global team to 
format the content into a 
cohesive document. The 
resulting PDF was prepared 
for printing with precise bleed 
and crop marks. 
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