
Work examples
2022-2025 highlights



MOO Print

As the Senior Content Manager at MOO Print, I manage our blog, The Drop, 
including the overall content strategy, the SEO strategy, and both the internal and 
external distribution of all our content. I also manage our Senior Communications 
Associate, supporting her growth and development every day.

Through my six months in this role so far, I’ve increased our blog sessions 
consistently, with a YoY improvement of 26% in January 2025. I’ve worked on 
optimising our content for both a British and American audience, collaborating 
closely with SEO experts, and keeping our company mission to be a thought 
leader in the design space at the forefront.

One of our standout projects over the past few months has been rebranding our 
MOO Meets series, which highlights major players in the branding and design 
space and presents them (and us) as an invaluable resource. 

I’ve also supported our company mission to increase awareness of our 
sustainability efforts, highlighting our achievements so far and updating our 
customers on our journey. 

https://www.moo.com/blog/
https://www.moo.com/blog/branding/dilys-maltby
https://www.moo.com/blog/inside-moo/sustainable-print-journey
https://www.moo.com/blog/inside-moo/sustainable-print-journey


Fresha
At Fresha, two of the largest projects I worked on were the Meet the Partners videos, a series of testimonials from partner businesses, 
and the trend report. Below are some examples that show my work across both of these projects. 

Meet the Partners
Meet the Partners playlist: I concepted and storyboarded each of these videos, writing the interview questions and editing the scripts. I 
also wrote the YouTube titles and captions, maintaining Fresha’s tone of voice throughout and taking an SEO-first approach.

This and this are recent examples of the social media posts we created to support the series. I wrote all the captions for these, again 
with a focus on the brand’s tone of voice, but flexing to meet the more B2C audience on the social channels.  

Trend report
The Future of Beauty and Wellness Report 2024 landing page: I concepted the layout and wrote all the copy for the landing page. I copy 
edited the report itself (several times, for grammar, structure, and tone of voice). I wrote all the social media captions for the report, as 
well as the supporting blog posts and press releases. 

Because the report crosses between our B2B and B2C audiences, it will be a jumping off point for our new tone of voice guidelines, 
and has already proven to be an essential exercise in their development.

I didn’t have a chance to complete the new guidelines before I left, but I did develop the new tagline, Where the world books 
beauty. It captures the brand’s mission to become the number one platform for beauty and wellness bookings, and helps further one 
of the main brand goals: to grow our consumer marketplace.

https://www.youtube.com/playlist?list=PLg4B5F8j9XM2IkUdxsIRCGE72sRoZ-C7F
https://www.instagram.com/p/CzV-C-2Mk77/
https://www.instagram.com/p/CyQfw7mskFE/?img_index=1
https://www.fresha.com/insights/trend-report
https://www.instagram.com/p/Czb0GBaJhq4/?img_index=1
https://www.fresha.com/blog/fresha-trend-report-2024
https://www.fresha.com/lp/en/bt/beauty-salons/in/gb-london


Abbott Lyon
Although I’ve only been working with this brand for a few months, I feel I’ve elevated their approach to copy already. Coming in just as 
they were going through a rebrand meant I was able to help finalise their new tone of voice guidelines. Below are a few excerpts from 
what I created.



Abbott Lyon
As their rebrand comes into full effect, Abbott Lyon is rolling out their new tone of voice across all comms. You can see the difference 
here between the old and new emails. The one on the left is from before the brand overhaul, and the one on the right is one I worked 
on with the new tone of voice.



Abbott Lyon

A piece of work I really enjoyed while developing Abbott 
Lyon’s tone of voice guidelines was adapting them for the 
customer service team. I worked closely with the Chief 
Operations Officer to fine tune all his team’s messaging, and 
make suggestions for challenging conversations. 

Developing their new tagline, Made more you, has been one 
of my biggest accomplishments. The brand’s main USP is 
personalisation, and I think it perfectly captures that. I also 
helped them find ways to apply that tagline to a variety of 
campaigns: Inspired by Stacey, made more you (collaboration 
with influencers); Made by you, for them (gifting); Made more 
her, by you (Mother’s Day).

Another milestone was creating all the copy for the brand’s 
first bricks-and-mortar retail space. I worked on one-liners for 
the walls, a press release for the launch, and a set of tone of 
voice guidelines for the in-store team. It was a varied project 
that allowed me to write both short and long, and you can see 
some examples of the short to the right.



Moss
At Moss, I was also involved in a complete brand overhaul. I was part of the working group that created the new brand identity, the 
new approach to all comms, and of course, the new tone of voice.

This is the brand statement I wrote:
Here at Moss, we’re all about reinvention. Our 170+ years in tailoring have taught us how to take time-honoured codes and help you 
make them your own, whether you’re wearing a pair of joggers or a full tux.
That individualistic approach is central to what we do, and we’ve been moving through the decades, always working to inspire the 
people we dress. We’re authentic, too, focused on our ethos of doing everything with style and consideration.
Moss is here to help you transform your wardrobe and feel like the best version of yourself in the moments that matter to you.

And here is the organising principle I put together, as well as comms I wrote for the relaunch:



Moss
My mission when reworking the tone of voice guidelines for the new Moss was to elevate the brand and up its “cool” factor, but not 
stray too far from its storied past. We felt there was a better way to highlight our heritage while also reminding our customer that we 
could dress them for any occasion, not just the special ones. I believe I achieved that, particularly with the tagline Made for life. 

Here are examples from the previous tone of voice guidelines to show the changes I made and how they impacted messaging:


