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I am 6
I love thinking like a 6-year-old. Because 
everything is WOW! and AMAZING! It’s 
where imagination knows no bounds.

I’m free to explore the world, whether 
it’s making DEATH-DEFYING leaps 
between the armchair and the sofa over 
shark-infested carpet, becoming a 
SUPERHERO just by putting on a tea 
towel, and an empty toilet roll can a 
telescope or my rocketship. 

And, holidays last FOREVER!

I’ll never lose that sense of wonder, it’s 
what makes good design – GREAT.

Mark Jeater
Superhero





Websites



Float Glass

The goal 
To promote the Float Glass Design range 
to professional architects.

The enemy 
Other B2B glass producers.

The solution 
Build an inspiring website with a unique product 
specifier where you can define your ideal glass 
design, colour and finish which is then emailed as 
a specification datasheet.



Float Glass



Float Glass



ONYX Facilities Services

The goal 
To refresh the brand ONYX.

The enemy 
Other facilities companies.

The solution 
Redesign ONYX with a fresh look and brand  
new colour palette to make them stand out from 
the competition.



ONYX Facilities Services



Design Media

The goal 
To create an online bookshop for architects.

The enemy 
Amazon.

The solution 
Built an online store dedicated to Design Media’s 
range of books.



Design Media



Design Media



Branding & 
Corporate 
Identity



British Airways

The goal 
To make British Airways the first global airline.

The enemy 
All other airlines.

The solution 
To showcase indigenous art from around 
the world.



British Airways



Selfridges

The goal 
To advertise the rebrand of Selfridges including 
their flagship store on Oxford Street.

The enemy 
John Lewis, Peter Jones, Harrods, Harvey Nicks.

The solution 
Bold new colour and logo that stood out from the 
crowd whilst being timeless and classic.



Selfridges



ORIC International

The goal 
Re-brand Abioric to become brand leaders.

The enemy 
ORX who was the largest player in the market.

The solution 
We re-branded ORIC to represent their global 
status and helped them first to become a 
challenger brand and now have positioned them 
as brand leaders and industry influencers.



ORIC International



ORIC International
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Overview of Consortium Dataset

Total Number of Loss Events

Gross Loss (GBP millions)

Average Loss by Member Size (GBP)
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Small
Medium
Large

2009 2010 2011 2012 2013 2014No. of members 24 22 26 26 33 35Life 419 402 416 472 649 477General 100 143 129 182 232 307Other 9 23 19 27 17 100Total number of loss events 528 568 564 681 898 884

2009 2010 2011 2012 2013 2014Small £1,096,740 £449,480 £251,669 £287,215 £170,509 £85,610
Medium £230,664 £185,293 £110,581 £309,645 £522,542 £242,802Large £553,232 £359,550 £495,485 £251,599 £636,114 £451,052

ORIC International members submitted 884 loss events to the consortium dataset during 2014, with a total value of £301 million. This is the third highest Gross Loss amount in the consortium’s history and represents a 26% increase on the average total Annual Loss amount over that 10 year period, as well as a 22% increase over the 
previous 5 years (2009-2013).

We’ve seen lower average Loss fi gures across all member sizes during 2014, does this refl ect your own loss experience over the past year?
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2009 2010 2011 2012 2013 2014No. of members 24 22 26 26 33 35Life £194 £112 £117 £113 £276 £216General £22 £56 £57 £68 £190 £68Other £6 £3 £3 £4 £11 £17Total Gross Loss £222 £171 £177 £185 £477 £301
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Operational Risk Landscape Report 

The 3rd edition of the Operational Risk 

Landscape Report provides a unique 

insight into the loss profile of the 

insurance industry over 2014.Operational Risk Landscape

Perspectives on the risk events that

could affect your firm’s futurePerspectives on the risk events that

could affect your firm’s future

3rd Edition

September 2015

Operational Risk Consortium Limited is a company registered in

England and Wales with Company Number 05510364 

In terms of documentation, participants were asked how complete they felt their documentation was in three areas – process, assumptions and rationales. It is important to note that the completeness of documentation is a subjective view and therefore these results reflect	the	participants	view	rather	than	the	regulators or any other more objective view. 
Of	the	two	firms	that	stated	they	had	partially	documented the process, 1 was developing an internal model and the other was using standard formula.	Of	the	15	firms	that	stated	they	had	fully	documented the process, 13 are developing an internal model.

88%	of	participating	firms	stated	that	they	are	fully documenting the inter risk correlation assumptions. 18% are partially documenting the correlation assumptions. Circa 70% are fully documenting the correlation rationales however 30% only partially document the rationale.	The	majority	of	the	firms	that	stated	they had fully documented each part of the process are developing an internal model and the completeness of the documentation is an indication	of	the	firm’s	readiness	for	the	Internal	Model Application Process (IMAP). 

Documentation of assumptions 

No of firms
Internal Model Standard Formula

Fully

Partially

0 5 10 2015

2 1

13 2

No of firms

Documentation of the assumption rationales 

Internal Model Standard Formula

Fully

Partially
5 1

10 2

0 5 10 2015

3. Detailed Findings

No of firms
Internal Model Standard Formula

Fully

Partially

0 5 10 2015

Documentation of the process

21

13 2
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ORIC International Benchmarking Series

Correlations Study

B E N C H M A R K I N G  S E R I E S



ORIC International
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enquiries@oricinternational.com
+44 (0) 207 216 7355
oricinternational.com Season's Greetings
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ONYX Facilities Services

The goal 
To refresh the brand ONYX.

The enemy 
Other facilities companies.

The solution 
We gave ONYX a fresh new look with a brand 
new colour palette to make them stand out from 
the competition.



ONYX Facilities Services

0800 092 2989

Rope Access and Workingat Heights

• Gutter Clearance & Maintenance
• Roof Cleaning & Maintenance
• Building & Cladding Cleaning
• Window Cleaning• Stone Restoration• Electrical & Cabling Services

• Concrete Repairs, Mastic & Repointing

• High Access Painting• Inspections & Surveys

0800 092 2989

Fire and 
Smoke 
Control

• Fire & Smoke Dampers
• AOV’s and Smoke Vents
• Smoke Extract Systems
• Pressurisation Systems
• Firestopping
• Fire Doors

Onyx Facilities Services

HVAC Installation

& Servicing

• Mechanical & Electrical Services

• Commercial Gas Services

• Plumbing Services

• Pumps & Motors

• Ductwork 

• AHUs

• Fan Coil Units

• Refrigeration & Air Conditioning

• Drainage & CCTV

Established. Experienced. Reliable



Advertising



Diageo

The goal 
Get people to consider premixed spirits in 
the home.

The enemy 
Beer and wine.

The solution 
Perfect for the evening.



The SMIRNOFF word and associated logos are trade marks.  © The Smirnoff Co. 2010. 

AD	 CD	 ACCT

CW CS	 CLIENT

Client: DIAGEO	 Pg:1

Job No: DP064

Date: 08/11/2010

File: Smirnoff & Cola_Close_Crop_UK_MASTER

Media:	 6 sheet

 perfectly 
mixed with cola

AD	 CD	 ACCT

CW CS	 CLIENT

Client: DIAGEO	 Pg:1

Job No: DP064

Date: 05/11/2010

File: Gordons & Tonic_Close_Crop_UK_MASTER

Media:	 6 sheet

perfectly mixed 
with Schweppes Tonic
The GORDON’S word and associated logos are trade marks. © Tanqueray Gordon & Co. 2010. 

SCHWEPPES, the Fountain Device and the 196 graphics are registered trade marks of Atlantic Industries.

Diageo



Diageo



Grand Marnier

The goal 
To make Grand Marnier a choice for a longer 
drink rather than just a Liqueur.

The enemy 
Liqueurs. 

The solution 
We positioned Grand Marnier as a feeling – 
Welcome to the sunset hour – that you look 
forward to relaxing with after a hard days work.



Grand Marnier



6 Sheet LCD Screen – video

Trade film – video

WebsiteiPhone app

Grand Marnier



Grand Marnier



Bordeaux

The goal 
Make it easier for wine drinkers to choose 
Bordeaux.

The enemy 
New world wines. 

The solution 
Good food would choose Bordeaux.



Bordeaux



Bordeaux



Kettle hand cooked chips

The goal 
To convey that hand cooked crisps taste better 
than the mass-produced ones.

The enemy 
Walkers. 

The solution 
A range of posters that showcased the 
ingredients constructed from handprints to 
highlight that Kettle chips were hand cooked.



Kettle hand cooked chips



Bullring Birmingham

The goal 
To advertise the quarterly changes to the centre 
and showcase the new Spiceal Street food court.

The enemy 
Boring Shopping centres and multi-chain 
fast-food restaurants. 

The solution 
To illustrate that the Bullring was the centre 
of Birmingham.



Bullring Birmingham



Bullring Birmingham



Pitches



CBS Outdoor – London Underground

The goal 
To secure the £1.6bn advertising concession for 
the London Underground.

The enemy 
Clear Channel and JCDecaux.

The solution 
We created presentation box that covered all 
the aspects of the bid and even built a full-size 
mockup of a tube platform where the client 
could see all of the future improvements in the 
advertising for the London Underground, from 
cross-track projectors and LCD displays to 
assorted advertising furniture.



CBS Outdoor – London Underground



CBS Outdoor – London Underground

The goal 
To secure the advertising concession for 
Arriva buses.

The enemy 
Clear Channel and JCDecaux.

The solution 
We created a bid box that detailed our 
goals and strategies.



CBS Outdoor – Arriva



Powerpoint
Presentations



COTY



COTY



Dove Men+Care



Dove Men+Care



NOTHS



NOTHS



Experiential



Skype

The goal 
To bring together all of Skype’s managers.

The enemy 
Skype’s internal communication between offices.

The solution 
We created an event in a disused power station 
in Germany where staff from all the offices could 
get together with breakout areas designed to 
encourage conversation.



Skype



Skype



Here I am with my brother Ian

He wanted to become  
a fireman and I wanted 

to be a designer

It just goes to show that  
dreams really do come true!

Mark Jeater




