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About Martin
I like to think deep and make neat 
stuff so brands, products and 
agencies can shine.


I am a brand strategist and writer 
mainly for tech, finance and 
consumer brands, working big to 
small, agency-side to in-house, 
London to Hong Kong and beyond.
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Positioning
My favourite project is discovering 
what makes a business competitive 
and articulating advantage into a 
clear, powerful idea – bonus points 
to coin a phrase that pairs nicely 
with its logo. Below are some faves.

YFLife

Own the future

Logimark

Further forward

Heng An Standard Life

Get more from life

Cyncly

Make it amazing

Shojin

Next level investing

Hong Kong Family Welfare Society

Family matters

KeyTech

Unlock peace of mind

Bombyx

Silk enlightened  



Verbal identity
Every brand should have some logic 
for how to express itself through 
words: brand pillars, values, 
messaging frameworks, voice 
principles, guidelines with examples 
and other ideas... I like to write and 
create something helpful for teams 
use and express their brand 
carefully and consistently.

MATRIX INDUSTRIES

Matrix is a startup in thermoelectrics, 
whose tech products harness 
temperature differences to create or 
use energy.



I reflected this as part of a messaging 
framework to organize the brand, 
defining brand values that moved in a 
spectrum from cool to hot. 



Outcome: A brand logic that inspired 
its wavy logo and approach that played 
with extremes of hot and cold: “We’re 
the people that make heat cool”.

brand values

cool
sustaining

stable
trailblazers

hot



CYNCLY

Cyncly has many pieces in its verbal 
identity, including alliterative 
principles to reflect its tagline “Make 
it amazing”. 



It’s easy for verbal identities to get 
bogged down with too many ideas 
and rules that harm rather than help 
a brand. For its voice guidance, 
rather than listing out more 
keywords and concepts, I introduced 
a brand character “Cyril” to 
epitomize the Cyncly brand and give 
writers a route to channel a peppy, 
creative voice. 



Outcome: I’m assured the character 
“went down well” internally, as a 
clear, flexible approach to voice 
inspired marketing teams from Brazil 
to the Philippines.

“Everything our brand stands for is to help you 
make it amazing. Turn customer vision into reality. 
Make designers, retailers and manufacturers excel 
at their jobs. Making products and spaces that 
wow everyone. The power of creation, the 
excitement of seeing differently, opening your 
mind to wonder.



Cyril personifies Cyncly’s brand voice. He 
celebrates everyone’s capacity to make what they 
do and what they want to do, amzing. When you 
write or speak for Cyncly, picture Cyril and 
channel him in your words.”



ZING by HSBC

Building on the foundations given by 
a partner growth marketing agency, I 
evolved Zing’s verbal identity into 
guidelines for writers and other 
creative partners to use. 



The guidelines introduced three 
voice principles as well as more 
prescriptive guidance around how to 
use the Zing name (fine, but avoid 
overkill) and other writing 
techniques to shake off sounding 
like a corporate bank.



Outcome: A source of truth to help 
countless individuals creating for the 
brand make material with fewer 
errors and tighter alignment.

Voice Principles

Voice
Our voice principles give us the 
foundation for our brand voice:

Sharp, Inspiring, Confident

Use these characteristics to guide your 
writing. Depending on what you’re writing, 
you may want to focus on expressing just 
one characteristic rather than all three.

How we write 

To Zing or  
not to Zing?
Links to: Sharp, Inspiring, Confident 



Lively, energetic, fun. We want to use having 
such a vibrant brand name. 



How? We want to embrace Zing wordplay, but we do need some 
guardrails. If we start Zinging here, there and everywhere, it can affect 

our reputation and make us seem like we are trying too hard.



We also have to think about our audience. How we use Zing on social 

media won’t be the same way we use it in a customer support reply. 



👉 Not sure you’re using Zing correctly? Check with the copy team.

Don’t do this

👎 Replace any ‘-ing’ with 
‘Zing’. Shopzing. 

Spendzing.

👎 Capitalise ‘Z’ within a word. 
AmaZing.

Let’s do this

👍 Use Zing to name features, 
products and campaigns: 


e.g. Surprizing Rewards 

👍 Use words ending in ‘-zing’ 
that make sense:


Trailblazing, socializing, 
localizing. Words like that.

👍 Stick to ‘do your thing’, 
instead of ‘do your Zing’.


Exception is used as our 
tagline: Do your Zing 

👍 It’s now OK to use Zing as 
a verb:


Zing money abroad. 

Let me Zing that over.

👍 Expand Zing:  
Zingers. Zingy. Zinged. 

Sharp
Inspiring

Confident 



Names
Even though they can be one of the 
most roller coaster parts of 
branding, naming projects are also 
the most rewarding. I’ve led and 
supported many naming projects, 
but the ones here are where my 
own idea or articulation have ended 
up in the final output. 

LOGIMARK

A freight forwarding firm enlisted our 
agency’s help after a trademarking body 
rejected their original. We got to the 
right name by exploring prefix and suffix 
combos alongside diligent domain and 
trademark availability checks.

CYNCLY

A variation of this name somehow 
ended up a favourite by Cyncly’s board 
(and private equity partner), but had too 
many red flags around trademarks, 
domains and sense. Keeping the same 
sound, I steered opinions to support a 
preferable, less problematic spelling 
(goodbye, Qs!)

SURPRIZING REWARDS

One of the identity rules of Zing was the 
encouragement to play with words 
ending in ‘zing’. For a recurring prize 
draw campaign, I coined this new name, 
making the “s” in “surprising” a “z”.



Campaigns
I like writing for campaigns that 
use new channels, touchpoints or 
creative concepts. This is a 
snapshot of what I think are some 
of the more interesting ones.

STRUCTURE XMAS CAMPAIGN

I was briefed to write a straight-
faced fake branding case study 
about the agency helping Santa. 
Instead, I made the whole thing a 
Christmas poem and included a 
pretend project in the narrative. 
We ended up making that project 
for real, a “Love to give” microsite 
with suggestions for how to give 
crafty, penny-pinching gifts. Only 
the poem survives.  

Outcome: An opportunity to stay 
top of mind with clients and 
demonstrate creativity of the 
agency.

‘Twas the brief before Christmas... 

when Santa & Co came back to see Structure to help its brand grow.

For the spirit of Christmas had strayed far from giving,

As people worldwide cope with high costs of living.

With belts getting tighter and giving less care-free,

This Christmas could crumble – a prospect quite scary.

With thinking hats on (which jingled and jangled),

Team Structure and Kris Kringle worked up an angle.


A new proposition to cut through the noise,

to position Christmas and fill hearts with joy:



'Love to Give' 



became the central idea,  
to show the world Christmas has still got its cheer.

To back up this claim and to bring it to life,

Team Structure whipped up a fun microsite,

Which prompted the reader with suggestions merry,

To help them to give without pinching the pennies.

Unleashed to the world, the campaign made ripples.

The KPIs show that gift-giving has tripled.

The client and leader of Santa & Co

Had this to say as its esteemed CEO:



BLUESCAPE MEETING ROOM MAGIC

I conceived the idea and execution of 
this digital campaign, using the 
metaphor of an office to speak to the 
different features of this company’s 
collaboration software. 



Site visitors were taken to a bustling 
animation, which when clicked on, 
zoomed into a segment of the office 
and made the case for why their tool is 
similar but better than the old world.  

Outcome: In combination with other 
activities, such as a long page and blog 
series, this digital tool supported 
marketing activity for two quarters in 
2021.



ZING PUSH MESSAGES 

Out of the mountain of micro 
campaigns and projects Zing did 
across its channels, I really liked 
supporting CRM efforts with weekly 
push messages that drove members to 
to use the app. 



They were always light, topical and 
experimental, to help teams learn 
what features, offers or subjects 
appeal to different kinds of users.  

Outcome: These messages helped 
nudge more users to spend or send 
money where they might not have 
otherwise, ultimately driving revenue 
to the business.



RACKSPACE DEMAND CAMPAIGN

This data storage provider sent 
toys out to a special list of 
prospects to try and convert them. 
I wrote the comms around it, such 
as the letter and microsite. 



Outcome: The campaign did well 
enough that they repeated the 
concept sending other prospects a 
toy on a different theme.



UBIQUITY B2B CAMPAIGN

Writing a “long page” and digital 
ads to push users to an ebook to 
help convert prospects to 
outsource their customer support 
teams.



Some fun lines came out of this 
one, where there was an appetite 
for wordplay.  

Outcome: Uplift in ebook 
downloads that lead to more sales 
conversations.



Websites
A website tends to be a brand’s 
most effective touchpoint because 
they can express their story the 
most freely. I’ve led and supported 
many website projects, from 
defining sitemaps and info 
architecture through to writing all 
the copy.

ZING

Zing’s website and homepage 
changed a lot for testing purposes. 
including different articulations of 
Zing’s value proposition around 
“worry-free money” as well as 
monitoring use of currency 
calculators and sign-ups.  

Outcome: Constantly optimizing the 
website and testing proposition 
articulations helped determine the 
best way to drive conversions to the 
app from the website.  

GBP EUR USD

New

Why us

Convert £500 fee-free every month. Ends 30th Dec 2024. T&Cs apply.

Promotions SupportFeatures Download the app

Send more, spend less. Check out why we’re great

Hold, send and spend 
international 
currencies
The worry-free way to pay around the world.

Download the app

Payment Awards 2024

Best Online Payment 
Solution

Payment Awards 2024

Best Prepaid 

Card Solution

UKCXA™ 24

Silver Award for Best 
Customer Service

moneynet.co.uk

Best currency travel 
card

Read more

Latest awards

20+ 30+ 200+
Countries/territories 
to use your Zing card

Great

4.1 out of 5 based on 298 reviews

Currencies to 
hold in wallets

Currencies to 
send globally

Check out our 
competitive rates
Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do 
eiusmod tempor incididunt ut labore et dolore magna aliqua. 

Send Spend Convert Hold

Pay anyone, anywhere.

Pay anyone, easily. Pay others in just a few taps. Make 
informed choices for sending your money internationally. 



Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed 
do eiusmod tempor incididunt ut labore et dolore magna 
aliqua.  Lorem ipsum dolor sit amet, consectetur adipiscing 
elit, sed do eiusmod tempor incididunt ut labore et dolore 
magna aliqua. 

You send

1,000 GBP

Transfer fee

Conversion fee*

Total fees

Amount you convert

Conversion rate

- £0 GBP

- £2.00 £1.00 GBP

- £1.00 GBP 

= £999.00 GBP 

x £1 = €1.1844 EUR

They get

1,183.21 EUR

Usually arrives in seconds

Save on conversion fees every month 

*Calculations reflect no conversion fees on the first £500 (or 
equivalent) per calendar month. Ends 30th Dec 2024. T&Cs apply.

Send money
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GENIE-S 

A neat little project for a holding 
company that manufactures portable 
fragrance dispensers.



I introduced a nifty concept around 
being “more than able to please”, 
following up with benefits around 
being wearable, refillable, sustainable, 
etc.   

Outcome: A clean, clear website that 
remains unchanged for the last eight 
years.



MATRIX INDUSTRIES / POWERWATCH2

The thermoelectrics startup launched 
a crowdfunding site to promote the 
next phase of its heat-powered 
smartwatch.



Some nice lines in there, including a 
silly FAQ about how to introduce the 
watch to friends.



Outcome: The company reached its 
fundraising goal within 24 hours.



CYNCLY

We wrote Cyncly’s first website to 
support its merger transition.



This meant a lot of emphasis on story 
and brand, including a video that 
explained the new brand and the five 
stages of inspiration through to 
installation.



I like writing headlines that balance 
function with fun. Some punnier 
headlines still survive even though the 
site and company proposition have 
evolved.  

Outcome: A meaningful way to express 
a new brand and help users 
understand that the brands they once 
knew were being phased out. The 
website became a foundation for the 
brand to own it themselves and 
modify pages as they acquired more 
businesses and technologies.



Hong Kong Family Welfare Society

Sitemap and homepage, including a 
new section offering advice to help 
promote authority and solve enquiries. 
Outcome: Big leap in providing 21st 
century servicing of modern families



Basis Technologies

Supporting a large website overhaul 
rewriting case studies, product pages 
and process pages that help tell the  
brand story of SAP change intelligence.

Outcome: consistent brand and 
platform to make own changes


Avrios

I wrote a new verbal identity, sitemap, 
IA and wrote all the copy (including 
project management) for this startup. 
Outcome: Mature brand and later 
acquisition



CryptoQuantique

Quantum physics-powered security 
architecture never sounded so sexy. I 
wrote the first site to make it friendly 
for both investors and engineers. 
Outcome: long-lasting proposition





Products
Similar but different to writing for 
websites and other digital 
experiences. Zing by HSBC was my 
first foray into proper content 
design and UX writing. I (or my 
writing team) wrote all the copy in 
the Zing app and beyond. 


Our teams won a “Best Onboarding” 
award in UX at 11:FS, by streamlining 
the sign-up journey into an 
industry-leading 3m 30secs.



CONVERSION OPTIMIZATION

Zing members were opting out of 
tracking when signing up, 
undermining efforts to deliver 
relevant, targeted growth marketing 
campaigns based on user data. We 
modified the onboarding journey to 
better frame the advantages of 
tracking, appealing to HSBC’s brand 
equity, reassurance of data privacy 
and promise of improved marketing 
to build trust.



Outcome: Opt-ins were previously at 
17%. By creating a clean screen 
framing the benefits, opting in 
jumped to 38% after a few months, 
surpassing the industry benchmark 
of 25-30%.



CARD PACKAGING

New members that ordered a card 
got some cool packaging. However, 
the messaging and experience was a 
bit tired, which had some biases of 
an early prototype.



For the new batch of packaging, we 
looked to enhance the experience 
and messaging, making it more on-
brand and helpful to get users ready 
to set up their card with the app.  

Outcome: Significantly shorter time-
to-activate stat for new cardholders 
following packaging rollout

Before
Line that sounds 
nice but is 
disconnected 
from brand 
voice.

Icon style 
discontinued as 
brand language 
evolved.

Proposition line 
aged quickly.

Colour palette 
since darkened 
after a key 
competitor’s 
rebrand in 2023.

Soon-dated, 
unspecific 
location to see 
PIN.

Weird continuation 
of sentence 
across type 
hierarchy.

After

Tonal heading to 
more clearly frame 
instructions

Spunkier tone 
optimized (“go” 
instead of “enable”; 
“see” instead of 
“view”)

QR code to 
bring users 
straight to app’s 
card page 
instead of a 
manual search-
around

Die-cut shape 
simplified.

Brand logo as 
first thing seen 
before pulling 
card packet.

Card’s resting 
place to house 
new functional 
message of 
sustainability 
credentials.

Version A: 
Appeal to activate contactless

Version B: 
Appeal to continue in app

Do your Zing.



Longer form
Websites, books, reports, articles... 
As much as I love the shorter stuff, 
I like writing longer pieces where I 
can really think deep about a 
subject and find the right way to 
get people to understand and care 
about it.


The rest of this section is pieces 
I’m more proud of and where I have 
had the opportunity to own and 
share my point of view.
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