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RPC Website / 2016 
 
RPC, Law Firm of the Year 2014 & 2015, needed a new website that was 

commensurate with their expert standing and progressive, human and 

non-conformist brand position. 

 

The Pathfinder 

 

We can present RPC as a company that uses all of its skill, knowledge and 

creativity to find those paths that the sheep don’t find. You are the 

navigator, the Sherpa, helping your clients find their way to a better 

future. Don’t follow the crowd. Navigate with intelligence and explore the 

alternatives. There’s more than one path in business. 

  

~ 

 

All of the design decisions for the site were based on this concept: a 

broken grid layout, a striking immersive homepage video, a variable 

homepage content display and language that spoke of exploration and 

different perspectives. 

 

Creative concept – video storyboard – video and photo art direction – 

video guidelines – brand articulation – creative direction – copywriting 



http://www.rpc.co.uk/


First Mile Website / 2016 
 

First Mile are revolutionising recycling and making it easier for businesses 

to save the planet. Their text-heavy and uninspiring website didn’t reflect 

their innovative nature and personality. 

 

Let’s Do This 

 

Waste makes us mad. And businesses make a lot of it. But we can make 

the world cleaner and greener, and you can be part of the solution. This is 

your call to adventure, your moment to make a difference. And it turns 

out, it’s easy. At First Mile we have a mission to save the planet. All you 

have to do is let us collect your rubbish. 

 

~ 

 

To inspire and energise potential customers, the site was designed to 

make the most of striking imagery and simple but compelling statements. 

A minimal design scheme and brutal simplicity of information made for a 

site that has transformed their user experience. 

 

Creative concept – video concept – video and photo art direction  – 

creative direction – copywriting 



http://www.thefirstmile.co.uk/


MoneyFarm ATL Campaign / 2016 
 

MoneyFarm have disrupted the investment market place with their new 

online investment service, which is designed to be impartial, tailored and 

accessible. They needed to launch in the UK with an above the line brand 

campaign. 

 

Expect More 

 

Some people are comfortable with what they get from the status quo - 

with received wisdom - but others are always looking forward and striving 

for something better. We weren’t satisfied with the options for investors, 

so we created a new system. Your money hasn’t been working hard 

enough for you. But there is an alternative. 

 

~ 

 

The spirit of ‘expecting more’ – both financially and from the service – 

was expressed in this launch campaign through famous quotes featuring 

short-sighted predictions and the powerful MoneyFarm blue. 

 

Creative concept – creative direction – copywriting 





Foundation for Future London Website / 2015 
 

The Foundation for Future London are the charity fundraising for the 

transformative Olympicopolis project in East London. This high profile 

organisation needed a web presence to reflect the new brand and mission.  

 

Let’s Create 

  

How do you define quality of life? Does it come from wealth? Is it wifi on 

the underground and a grande frappucino for every citizen? Or is there 

something else? London can be a busy, demanding place to live. But in 

amongst all the hectic buzz, there’s a magic that makes it the most 

amazing city in the world. Let’s distil that magic and redfine city life 

around it. Let’s take the best of creativity, inventiveness, culture and 

energise a community around it. Let’s create future city living – together. 

 

~ 

 

A contemporary and bright design was brought to life by a narrative style 

homepage that explained the story of the organisation. The design was 

intended to look optimistic, energetic and trustworthy. 

 

Creative concept – Creative direction 



http://future.london/


The Murder Bag Digital Campaign / 2014 
 

Published by Penguin Random House, The Murder Bag was the first 
book in a series by best-selling author Tony Parsons. A tense crime 

thriller, it follows the story of D.C. Wolfe in gritty present day 
London.  

 
Wolfe Hunt 

 
Walk in the shoes of D.C. Wolfe. Explore the locations from his 

story, follow the clues, discover secrets and step into his adventure. 
 

In environments inspired by the explorable interior locations on 
Google Maps Street View, users were able to look around the hero's 
world and engage in a treasure-hunt style experience. The concept 
was brought to life with 360 degree photography and Easter egg 

Spotify playlists for each location. 
 

Creative concept 



http://dcmaxwolfe.com/


Metro Video Campaign / 2014 
 

Metro, a daily international newspaper published in 24 countries, 

commission a report about their readership every year. They wanted to 

draw attention to it and make it newsworthy in itself. 

 

Welcome to the Metropolis 

 

The Metropolitans are a diverse, progressive and fascinating demographic. 

Bring their feelings to life through the visual metaphor of the Metropolis: 

an animated city made of flat paper-style characters and buildings. Allow 

users to travel the streets, visit different people, see statistics brought to 

life through stories and visuals rather than just facts and figures. Turn 

your numbers into narrative and make something worth watching for your 

audience. 

 

~ 

 

Metro were able to commission four videos that used the quirky flat 

animation style and brought to life statistics through a light-hearted script. 

 

Creative concept – Scriptwriting  



https://www.youtube.com/watch?v=ECYW5iZgVtM


Arts Council England Website / 2016 
 

The Arts Council had a new vision for their organisation, characterised by their 

‘holistic case for the arts’, a campaign focussed on all the benefits of culture to 

society and the economy. Their website needed to reflect this and be visually 

updated.  

 

The Catalyst Manifesto 

  

Instead of trying to do everything on the homepage, just do one thing 

brilliantly and with impact. Tell the story of what Arts Council England do, 

how and why, in a striking, vibrant and compelling narrative. Make sure you 

win the battle for their hearts before their minds. Use the homepage as a 

kind of manifesto – a bold, creative, passionate statement about your role as 

a cultural catalyst. 

 

~ 

  

We worked with the Arts Council’s brand agency to create a design that 

makes them seem less corporate, more creative and proud of the work they 

do. 

 

Creative concept – creative direction 



http://www.artscouncil.org.uk/


Tate and museum posters 
 

I worked on campaigns for major exhibitions at Tate as Marketing Manager and the 
National Maritime Museum as Head of Marketing, always pushing our designers and 
agencies to produce striking creative work. I was also responsible for all copy, for 
example naming exhibitions or creating campaign lines like #spaceisawesome 



Creative Workshops 
  

I run creative workshops for clients, where we look into the “why” of what they do, 
not the “what”, and codify or redefine their brand position. This then can lead into 
creative ideation work around anything from logo design to illustration or campaign 
concepts. 



Side projects 
  

In my spare time, I let my brain loose on slightly odd side projects. 
  

Flash Fiction 
  

petegomoriwriting.tumblr.com 
  

Longer Stories  
 

tablo.io/pete-gomori 
  

Adcast: Adverts for things that don’t exist and probably shouldn’t 
 

www.soundcloud.com/butnoneofthismakesanysense 

http://petegomoriwriting.tumblr.com/
http://tablo.io/pete-gomori
http://tablo.io/pete-gomori
http://tablo.io/pete-gomori
http://tablo.io/pete-gomori
http://www.soundcloud.com/butnoneofthismakesanysense


Pete Gomori 
  
petegomori@gmail.com 
 
linkedin.com/in/petegomori 
 
07834289859 

mailto:petegomori@gmail.com
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