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[ help brands move with meaning.

Overthe last decade, I've worked across
creative strategy, storytelling and brand
experiences — connectingideas to culture in
ways that feel sharp, human, and grounded.

My work lives at the intersection of sport,
identity, and expression. From global
campaigns to self-initiated projects, I bring
bigideas into the world with clarity and care;
shaping projects that people remember.

[turnideasinto thoughtful, creative work
that connects.

WhereI've left my Mark:

« Owned concept-to-consumer projects for
global brands.

« Built slick marketing strategies: quick
wins to game-changers.

« Teamed up with the right partners to
create campaigns that vibe

« Dropped trendsetting activations across
golf, sports, and lifestyle.

Fromidea to impact — sharp strategy,
bold creative, and work that hits. Whether
it’sabrand launch, a cultural moment,

or something harder to name, the aimis
simple: make it land, make it last.

JACK NORMAN
How I add value: Flagship Projects:
Creative strategy with clarity Notes on Mental Health

Helping brands define what they’re really
trying to say, and how to say it with purpose
and precision.

Ideas that live in culture

Concepts are built from real insight,
grounded in relevance, and designed to
resonate.

Storytelling that connects

Crafting narratives that people actually
want to follow. Across brand, campaign, and
product.

Visual andverbal alignment
Ensuring every word, image, and execution
feels part of the same language.

Confident creative execution

From concept through rollout — directing
campaigns with focus, consistency, and
intent.

Collaborative, not performative

Creative partnerships that listen deeply,
adapt easily, and aim for work that actually
lands.

Bringing purpose to the surface

Not just louder messaging, clearer meaning.
Helping brands show what they stand forin
away people can feel.

A self-published project exploring the
mental side of golf — sold out in pre-orders
and sparked collaborations with Quiet Golf
and Gumtree Golf & Nature. Sold 250 copies
worldwide.

Robbie Williams x J.Lindeberg x The Open
A milestone campaign for the 150th Open at
St Andrews — blending sport, fashion, and
music at golf’s biggest stage.

Manors Golf Rebrand and Relaunch
Repositioned the British brand with a bold
activation at the Home of Golf, setting a new
tone for modern golf culture.

GANT Mulberry St. Launch
Creative direction for GANT’s flagship NYC
opening — marking the Ivy League brand’s
reentry into the U.S. market.
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Note to self:

Notes on Mental Health and Golf

401D SSANAUY MY HLIVEH TVINEN

01-04 PRESS KIT BY KARSTEN JURKSCHAT
05 SPECIAL EDITION COPY WITH GUMTREE GOLF AND NATURE CLUB
DESIGN, WORDS AND ART DIRECTION BY JACK NORMAN
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GUMTREE GOLF AND NATURE

STATE FLOWER
01 10F 1 VINTAGE PATCH SHIRT IN COLLABORATION WITH CARLEEN

02 AT THE FLOWER SHOP
03 HERO IMAGE
04 SHIRT AND SHOP DETAILS
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GUMTREE GOLF AND NATURE
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<—— JUST OUT FOR A WALK
01 HERO IMAGE
02 T-SHIRT DETAIL
03 KEENAN
04 BIRD BOOK
05 ALEX
06 SENTINEL COLLABORATION RANGEFINDER CASE
07 ALEX, KEENAN AND KEENANS DOG
08 VINTAGE BINOCULARS
09 BIRD CALLER
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CLUB DI GOLF E NATURA GUMTREE

01 HERO IMAGE
02 STYLING IMAGE FEATURING VINTAGE JEANS
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NATURE CLUB
01 ALEXWITH VINTAGE VEST

02 REALTREE CAMO LONG SLEEVE TSHIRT

03 HERO IMAGE

04 DETAILS ON ALEX

05 NATURE CLUB SOCKS

06 HERO IMAGE 2

07 NATURE CLUB DETAILS

08 NATURE CLUB EMBROIDERED TROUT DAD CAP
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. Gumtree Golf

& Narure Club
of New York

HANOMADEIN MANHATTAN

MADE IN MANHATTAN
01 CUSTOM LABEL

02 EMBROIDERY TESTING OF GUMTREE NY LOGO
03 FLAT LAY OF KEY OUTFIT 1
04 ALEX ON THE ROOFTOP
05 VINTAGE MTA TOKENS
06 NY SKYLINE
07 EMBROIDERY DETAILS
08 FULL LOOK
09 HAT DETAIL
10 HERO IMAGE
11 HOODIE EMBROIDERY DETAIL
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GUMTREE GOLF AND NATURE 2023-25
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The
Gumtree Golf
& Nature Club
of New Yort
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ROBBIE WILLIAMS, JULY 2022
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J.LINDEBERG

Robbie Williams x J.Lindeberg x
The150th Open

A rare moment where culture, sport, and
music collided on golf’s biggest stage.

In my first campaign as UK Head of
Marketing at].Lindeberg, [ helpedlead a
bold collaboration between British pop

icon Robbie Williams and the progressive
Scandinavian brand, timed with the historic
150th Open Championship at St Andrews.

Robbie came with a clear ask: an all-pink
golf collection that reflected his personality;,
lifestyle, and love of the game. We answered
with aloud, fashion-forward capsule —
supported by a social-first campaign that
balanced eccentricity with wearability.

The launch wasn't justa product drop — it
was a full experience. We hosted 120+ guests
in St Andrews across a week-long activation,
including VIPs, influencers, wholesale
partners, and friends of the brand. Each
received bespoke gifting, with one-of-a-kind
items and elevated packaging.

We built a custom 600sqft event space

in partnership with Veco Display, on the
Fairmont driving range with panoramic
views over St Andrews — especially golden
at sunset.
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2022

Highlights from the week included:

« Alaunch event with Robbie and PGA
Tour player Viktor Hovland

« Aprivate brand dinner and D] set by DJ
Spoony

« Golf outing ata Championship course

« Agroup outingto The Open
Championship itself

 Pressand Media day with Robbie.

A benchmark campaign that pushed brand
visibility, redefined personality in golf, and
reminded people that a serious sport doesn’t
have to take itself too seriously.
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ROBBIE WILLIAMS X JLINDEBERG COLLECTION SHOOT
SHOT AT FOXHILLS COUNTRY CLUB
ALL PHOTOS BY MTO CREATIVE
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01 DIGITAL RENDER OF PROPOSED EVENT STRUCTURE
02 ACTUAL IMAGE OF FINAL STRUCTURE
03 DETAILS INSIDE THE STRUCTURE
04 CUSTOM WRAPPED DJBOOTH
05-07 REUSABLE LIGHT BOXES
08 STRUCTURE MID-BUILD
09 BUILDING THE BRANDED LOGO WALL
10 CORNER MANNEQUIN LOCATION WITH ORIGINAL ART

19

J.LINDEBERG

-
-y

T
LT -L

Mlll

|
Mgl

| A whﬁl

20

2022

02



SELECTED WORK J.LINDEBERG 2022

{1111

21 22




SELECTED WORK

23

J.LINDEBERG

2022

01 BRANDED GOLF BALLS
02 SPECIAL EDITION OF THE LINKS DIARY
03 PRESENTER, ZANE SCOTLAND
04 BRANDED FOOD TRUCK
05 ROBBIE WILLIAMS AT THE LAUNCH EVENT
06 POSTCARDS FROM ST ANDREWS
07 GLAMPING
08 BRANDED CAR SERVICE
09 BRANDED BEERS
10 CUSTOM GOLF CLUBS
11 FOOTBALL PUNDIT, STEVE SIDWELL
12 RW X JL SOCKS
13 BRANDED TEE MARKERS
14 THE MARQUEE GROUP
15 MICHAEL LONEY
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GANT
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PHOTOS 01-09 BY CHRIS MOTTALINI

ART DIRECTION, STYLING AND PRODUCT CURATION BY JACK NORMAN
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01 MULBERRY STREET ON PARTY NIGHT
02-04 ARCHIVE COLLECTION LAUNCH
05-07 LAUNCH PARTY AND ART CLASS WITH BRIAN LOTTI
08-10 MIDSOMMER FLOWER MAKING CLASS AND PARTY
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TOM MCFARLAND OF JUNGLE, MARCH 2023
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MANORS
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01, 05,07-13 CAPTURED BY GRAEME MCCUBBIN

02-04,06 CAPTURED BY HARVEY JAMEISON
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SELFRIDGES

Selfridges
Men's Designer Street Masterplan

Returned to Selfridges for a second
chapter — this time, with a sharper focus
on experience over retail. Joined the
team delivering alarge Masterplan; afull
reimagination of Men’s Designer Street,
designed to redefine streetwear through
immersive, in-store environments.

What We Did
The space was transformed into a one-of-a-
kind destination:

« A custom-built Land Rover Defender
assembled live behind a viewing gallery

« Afunctioning D] booth and speaker wall
foractivations and guest sets

« AquadiParma’s first standalone men’s
grooming space outside of Italy

The centrepiece: afull-size indoor Skate
Bowl, developed in collaboration with brand
partners and skate leadership. I helped lead

programming strategy — creating a schedule
of lessons, live demos, and open skates. Also

trained the skate team on daily engagement
and guest interaction.

Team Engagement and Culture-Building
A major focus was internal culture and
product education. Pre-launch, I partnered
with brands to design deep-dive training
and brand immersion for the in-store team,
making sure they understood not just the

36

2018-2020

products, but the story behind them.

Out of this grew Knowledge Sessions —
monthly talks and product previews hosted
inside the skate bowl. These became a key
moment for staff engagement, while also
opening the door for customers to meet
brand partners and guest speakers.
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MENS DESIGNER STREET

01 LAND ROVER DEFENDER PRESS SHOT
02 OPENING DAY PRESS SHOT

03 PRESS SHOT FOR SKATE BOWL

04 ROOM DETAIL SHOT

05 BUILD PROGRESS

06 BOWL SHAPE DETAILING

07 PROGRESS OF BUILD
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Theme of the Month:

2018-2020

YOUR JANUARY CALENDAR - TEAM MEMBER Happy New
Decade
SUN MON TUES WEDS THUR FRI SAT
29 30 31 01 02 03 04
E SELFRIDGES CELEBRATES: SELFRIDGES CELEBRATES:
2 OUR STORE & SPIRIT9AM OUR PEOPLE 9AM
o Happy New Year The Loft
w
a
SNAPBACK KNOWLEDGE SESSIONS
05 06 07 08 09 10 11
z SELFRIDGES CELEBRATES: SELFRIDGES CELEBRATES:
g OUR STORE & SPIRIT9AM OUR PEOPLE 9AM
= Happy New Decade The Loft
<
=
CORNER SHOP DROPS KNOWLEDGE SESSIONS KN ow LE DG E
12 13 14 15 16 17 18 SESSION
SELFRIDGES CELEBRATES: SELFRIDGES CELEBRATES:
OUR STORE & SPIRIT 9AM OUR PEOPLE 9AM
Happy New Decade: The Loft
Surprise, Amaze & Amuse
HAPPY NEW DECADE KNOWLEDGE SESSIONS
19 20 21 22 23 24 25 -
SELFRIDGES CELEBRATES: SELFRIDGES CELEBRATES:
OUR STORE & SPIRIT 9AM OUR PEOPLE 9AM
Chinese New Year The Loft
CHINESE NEW YEAR KNOWLEDGE SESSIONS
26 27 28 29 30 31 o1
2 SELFRIDGES CELEBRATES: SELFRIDGES CELEBRATES:
= OUR STORE & SPIRIT 9AM OUR PEOPLE 9AM HOW WE DO THINGS AROUND HERE
=z Open House The Loft
<
=

‘OPEN HOUSE KNOWLEDGE SESSIONS

FROM HOME 20 res  wess thus
WELLBEING KNOWLEDGE SESSION 20 Ks | Ks Ks KS
oy SC = sC oy

Makers P

Oxford Street

01 MONTHLY TEAM MEMBER CALENDAR Chat in Theme
02 KNOWLEDGE SESSION FROM HOME
03-04 EXERPT FROM TOOLKIT

INTRODUCTION ACTIVITY 1 ACTIVITY 2 REFLECTIONS

“Starting in April

This Knowledge Session can be Time to reflect now!

done any fime, any where! It

Now using your list from your
first activity, it is time to bring

All wrapped under the Oxford
Street Theme of the week

""Great work is done by people
who are not afraid to be

KS | Knowledge Sessions

03 20

should be completed either by
yourself or in pairs. You will
need a pen and paper, and it
is recommended you are in a
quiet space (however, this is
not mandatory). Your session
today should take no longer
than 20 minutes; however, you
are more than welcome to
take as much time as needed,
as you will be required to think

great?

In your first acfivity, it is
encouraged that you enter
the session with an open mind.
Your first task is to write down a
list of hobbies/activities/
interests/development
opportunities, that you would
like to pursue at some point.

these to reality.

Next to each item on your list,
write down what action it
would ftake for you to get
started on that particular item.
This could be a big step, or
merely a very small one. See
the examples below for some
guidance/ideas:

You may have a list with 2 or
200 items, but now is the time
to understand what your next
steps are to bring this fo life.

What will you commit to doing
to make sure you start an item
on your list this week?

How will you hold yourself
accountable that you will do

05 CHAT INSHEET
06 PROPOSALS AND DELIVERABLES

SC  Selfridges Celebrates

[ ] 20

05 SELFRIDGES

HOW WE DO THINGS AROUND HERE

OUR PROPOSALS  DELIVERABLES

06

Crossin ttaly!

on multiple points. " . : Item: Write a book that action next to that item
ple p Your list could look a little like ) ) OXFORD STREET COMMUNITY CHAT-IN 20
this: Action: Look on Amazon for on your list? NamE AUDIENCE PURPOSE DELIVERABLES NoTES
: :
it Book writing starter books pr— pm—— comunmes - | THE BIG YELLOW el Hlosg it i endto
" " - Start writing a book : WELCOME BACK Sammient manaceasy | Sonss T Haw s o got 4D and
There's no fun like work. - Leamn how to make a o L | Why not share your list on A Photography The BIG e
em: Learn a new language ny rounding Our Selficges Photogrophy Yellow Thank You!
Sourdough starter Action: See what o irfugiﬂes Yarnmer to compare notes Covaconte louron A Commirky gvesteam membera - TEAM TIME e [E— AT SESON AN Howsowe gt e
- Become a YouTube viogger : X PP with your colleagues? sumoors e your (I DEPARTMENT MaNAGERS)  SESNTo SOMTo AR e e i seteont
) we are offering fo learn a oo Pnotoaraphy Chollenge inthe *< H
- Take up gardening | heck out th challenge = Photograghy Community on Yammer! H
anguage, or check out the pets ~ 6 WEEK PLAN WITH TOPICS  How do we get buy n?
- Learn a new language ) J— oo vou owr ot mare METIME At e o do we go buy in?
Rosetta Stone welbsite. Tonight the Ukuilbe clopping for | s e e Wicks e e A ovamner (WORKING TITLE) P ARTMENT mANAGERS)  EHAVIOUESLooK Ik N THe presmriveroosllill orodtvie bk
" ) ) our Corers, and in frue Selficiges PE Classes, Can we oo piches and share H
Unlocking your It is important that you are Taking the first step takes spitwei be oning o etfogesshwt ot - win our APP OF THE WEEK
intentional and you write your courage and bravery." Cooking : THE BIG YELLOW T— P —
" 4 4 fo deto i ompary D\ddvou l::cw: 7ch conmoke frosh § WELCOME BACK [
list down. i you Coteoces 1younows Besosace P naeaen useparty - {
problem logging in fo Yammer, cal The App s offering o FREE 3beaten eggs Vihy nof hold aTeam Time 8
#he Helpdesk on: 0116 273 2223 Weatherng ihe Sfor seies 2603 fur (you con so varius) i you coteaguss on H WELLBEING ALLSTORE(S) SEDErNE AT A S 5D PLAN & STRUGTURS OF
VAR sToRtes i iness. et ot s admetnos ¥ commuNITY Lo B RASNIEANES | CrVATION TYoES
H WEEKLY PLANS/THEMES
02 § Tansonmasecan ol ey Boos ot arteammanien Dosach H COMMUNICATION ~ A4570%e(» il Bl hinking obout vow we
£ Cokihopictuofowatcn o Felci, supporting the Red 3 PLAN WEEKS BACK. DIGITAL ENGAGEMENT digital.
H i
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THANK YOU

JACKDPNORMAN.COM
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