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JACK NORMAN

Connecting brands to culture.

[ bring bold ideas to life—guiding projects
from spark to standout execution with

sharp strategy and a unique creative edge.

My work blends creativity, curation, and
big-picture thinking to deliver campaigns
that turn heads and make brands
unforgettable.

Where I'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.

Flagship Projects:

Robbie Williams x J.Lindeberg x The
Open: A benchmark campaign at the
150th Open, St Andrews.

Manors Golf Rebrand & Relaunch: A
unique activation at the Home of Golf to
reintroduce the British brand.

GANT Mulberry St. Launch: Driving
the Ivy League giant’s return to the U.S.
market.

Notes on Mental Health & Golf: An
original publication that sold out in pre-
orders and led to collaborations with
Gumtree Golf & Nature, The Mallard, and
Quiet Golf.

From concept to consumer, I'm all

about flipping the script and pushing
boundaries—leading with sharp

strategy, bold execution, and meaningful
partnerships. Whether it’s creative
direction, standout marketing, or
campaigns with impact, I make work that
connects, resonates, and leaves its mark.
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SELECTED WORK NOTES ON MENTAL HEALTH AND GOLF 2023-24
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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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01 STATE FLOWER

02 JUST OUT FOR A WALK
03 GOLF DINATURA

04 NATURE CLUB

05 MADE IN MANHATTAN

STYLING

CREATIVE DIRECTION
ART DIRECTION
MODEL
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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




SELECTED WORK GUMTREE GOLF AND NATURE 2023-24
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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 2023-24

03 04 05

The
Gumtree Golf
& Nature Club
of New Yort
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ROBBIE WILLIAMS, JULY 2022
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J.LINDEBERG

Brand:]J.Lindeberg
Role: Project Manager
Budget: $1m

Robbie Williams, a British Pop

icon collaborates with progressive
Scandinavian brand, . LINDEBERG at the
150th Open Championship.

It feels like projects of this nature don’t
come around often. Having admired
Robbie Williams for most of my life and
having recently started as UK Head of
Marketing for JL, it seemed like fate.

The mission behind the project was
ambitious; deliver a loud collection based
on RW’s lifestyle and love of golf - but

in all pink (his request). Then, create a
social campaign that celebrates RW’s
eccentric lifestyle and personality, whilst
making the collection accessible,cool and
wearable.

The secondary part of the collaboration
was to host a memorable week trip for 120
guests in the Home of Golf, St Andrew’s
whilst the 150th Open Championship

was being played. Guests included VIP’s,
Influencers, Wholesale Partners and
Guests of the brand. All guests were
treated to a bespoke, branded gifting
package including one-of-a-kind items.

2022

To host our guests, luxury lodging was
provided for VIP’s and Influencers, whilst
aglamping site was the destination for
everyone else. Working with Veco Display,
a 600sqft bespoke event venue was built
on the driving range at the Fairmont
Hotel, boasting the best venues of St
Andrews, especially at sunset.

Throughout the week, guests were
invited to the collection Launch Party
which included an activation with RW

and tour player, Viktor Hovland; a Brand
Dinner and DJ set by Spoony; a golf outing
on a Championship golf course and a day
out at The Open Championship.
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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

o1

Worked on designing and building
abespoke 600sqft event venue that

was situated on the driving range at

the Fairmont in collaboration with

Veco Display based in Harrogate. The
structure featured re-usable light boxes,
branded walls, vinyl wrapped DJ booth
and bar, centerpiece clothing display and
mannequinn corner displays.

The venue played host to the launch party
with circa 300 guests, a brand dinner

for 120 guests with an after party of an
additional 200 guests and a media day
with press and brand partners.
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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

06 07

08 09
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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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MANORS g5

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

Brand Selfridges
Role: Experience Manager

Returned to Selfridges in a second

stint, which was much more focused on
experience rather than selling products.
Was approached to be part of the team

for the Masterplan project of Men’s
Designer Street, where the objective was
to redefine men’s streetwear through
offering immersive experiences for
customers whilst shopping. A Land Rover
Defender was built from scratch, and
could be watched throughout this time via
aviewing gallery. A speaker wall was built
with D] booth for events and activations,
alongside the first men’s grooming shop
for Aqua di Parma outside of Italy.

The largest project was to build a Skate
Bowl inside the room. Worked with brand
partners and the head of the skate bowl
to maximise potential. Then worked on
away to programme “The Bowl’ through
lessons and events. Trained the skate
team to help with attainment of skaters
throughout the day.

Alarge focus in this role was team
engagement. Ensuring the team were
fully immersed in the product was
extremely important. Worked with
brands and other key stakeholders to

2018-2020

provide the team with as much knowledge
as possible pre-opening and whilst the
room was operating.

Out of this team engagement initiative,
Knowledge Sessions were born. Held in
The Bowl to make them feel extra special
for the team and those who were hosting,
it also allowed for the general public to
interact with brand partners and guest
speakers. The team thorougly enjoyed
this initiative, outlining they would
always be very excited to see the release of
the month’s programming.

The success of Knowledge Sessions led
me into project managing a company
wide initiative called: How We Do

Things Around Here. The brain child of
the Deputy Store Director, this project
revolutionalised how everyone in the
business viewed their work. The objective
for business leaders was to provide tools
to make it easier to communicate with
managers and the wider business. For the
teams, it was giving something back to
them to excite and engage them. Worked
with a designer to create a brand identity
for the project as awhole. Then made a
toolkit for every department with 50+
designed tools for the senior leaders to
use with their teams.

Delivered training and a roll out
programme of all elements to all stores
and departments within the company.
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SELECTED WORK SELFRIDGES 2018-2020
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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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SELFRIDGES 2018-2020

01 HOW WE DO THINGS AROUND HERE MAIN BRANDING
02-06 INITIAL SKETCHES OF BRAND DESIGN
07-12 FINAL BRANDING ELEMENTS

08 09 10
11 12 13
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01,07,08 MAKESA KAIZEN
02,05 JASPERLEE
03 BILLY RAINFORD
04 DANIEL EDMUND
06 IGGY LDN
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CHIMI

Brand: Chimi Eyewear

Role: Creative Direction, Art Direction, Talent Sourcing,
Styling, Social Media Strategy

Output: 5 short video campaigns for socials, 5 imagery
campaigns for socials.

Budget: $500

Shot by: Benjamin Hooper

Studio: SAL Studios

Production: Jones Millbank

03 04 05
06 07 08

2018

CAMPAIGNVIDEOS
MAIN VIDEO
MAKESA KAIZEN
JASPER LEE

BILLY RAINFORD
DANIEL EDMUND
IGGY LDN
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https://vimeo.com/409735825
https://vimeo.com/409735780
https://vimeo.com/409735866
https://vimeo.com/409735941
https://vimeo.com/409735898
https://vimeo.com/409735709
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THANK YOU

JACKDPNORMAN.COM

END



