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About
Environmentally and ethically conscious Product Design graduate of the University of Plymouth. Originally 
from North London, I have loved living and studying by the sea and been able to increase my awareness of 
current environmental issues. Passionate, driven and motivated, I thrive on creating impactful experiences 
through digital design. 



Pft*
Eco-friendly, gender neutral shaving



An extensive project working to design a range of products which 
improve upon the traditional and existing shaving products in 
order to make them more personal and sustainable.

Challenging societal ‘norms’ regarding products aimed at men and 
women. Identifying and unpicking these and really pushing forward 
to create a product which is sutable for use by all, no matter 
how you identify.

Taking a look at products aimed at men, women and ‘unisex’ 
products such as perfumes in order to identify and unpick these 
ideas. Honing in on the idea of mass-personalisation as a way to 
attract consumers.

Existing gender typologies 
and stereotypes are 
reinforced through societal 
expectation, history and lack 
of awareness of the issue at 
hand.. People want a product 
that is theirs, to know where 
the product has come from 
and ultimately are looking for 
a ‘green’ product.

The target market were often 
unsure as to what a safety 
razor was and if they were 
aware, they had their own 
associations of what using 
one entailed. Preconceptions 
included danger, ease of 
hurting themselves, typically 
very masculine, time and cost 
issues.

To design a range of 
products which improve upon 
the traditional and existing 
shaving products in order to 
make them more personal 
and sustainable. Looking at 
mass-personalisation as a 
way to attract consumers

Gender and sustainability 
are at the tip of the tongue; 
they are two extremely 
current issues. The prevalence 
of these issues has had 
a significant impact on 
consumer behaviours and 
patterns of consumption, but 
the cosmetics industry is still 
failing to meet these needs.

Problem Insights

Solution Why now?



A gender neutral, 
eco-friendly 
shaving solution. 

Available as a subscription or one-off purchase.
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Suitable for storage 
both in...

...and out of the shower.
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Parts List
Item Qty Part Number Material

1 1 Sketch for ASH
Razor V1

ABS Plastic

2 1 Guard V1 Stainless
Steel

3 1 Razor Blade NEW Stainless
Steel AISI
202

4 1 Razor Cap V1 Stainless
Steel
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Promoting Positivity
For CANO Water 



The outbreak of COVID-19 has had a huge impact on business. 
With the full enforcement of ‘lockdown’ many brands had to really 
consider their marketing strategies in order to make the most of 
such a difficult situation. 

CANO Water has a following of over 40,000 on Instagram which 
has enabled them to really promote their product. However, they 
decided to take it one step further with this campaign.



Project Brief
During the COVID-19 pandemic, CANO Water ran a competition encouraging designers to create a 
graphic that to them, represented the message of positivity, unity and solidarity whilst in lockdown. 

Target Market

Impacts of COVID-19:
-Told to stay at home, work from home and only essential travel should be carried out

-Social distancing - the new normal

-As little human contact as possible

-Closure of all ‘non-essentail retailers’ - consumers move online to search for products

-Instagram becomes a sales platform for businesses of all sizes

-People feeling very lonely and isolated as a result of each of these factors and so now, more than 
ever, there is a need to promote togetherness and positivity





My design encompasses the swallow, a universal symbol 
of hope and a protected bird in many countries. I have 
combined this with a rainbow wrap-around design, which 
has become associated with the NHS during this period, 
but also promotes positivity, cheerfulness and again, a 
message of hope.














