
D E B B I  E V A N S

I’m a journalist and editor who’s 
spent the last eight years at the 
intersection of content, consumer 
insight and startups. I’ve launched 
a groundbreaking women’s media 
brand and a global network of 
100 academics, thinkers and 
entrepreneurs. I love a strategic 
and creative challenge. 
h i @ d e b b i e v a n s . c o m
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CHRONOLOGY

2013 - PRESENT
Freelance editor, writer, researcher and creative strategist

2013 - 2015
Founder and Editor of Libertine

2012 (6 month contract)
Content Editor, John Lewis

2009 - 2012
Editor, Canvas8.com

QUALIFICATIONS & TRAINING

NCTJ Certificate Journalism, Harlow College (2008)

BA(Hons) English Literature and Language, University of 
Leeds (2004)

HTML & Dreamweaver weekend course (2005)

Decoded Tech in a Day (2015)

CLIENTS
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• BRAND CONCEPT AND DEvELOPMENT 

• PRINT AND wEB LAUNCH 

• TONE OF vOICE

• STRATEGY

LIBERTINE (2013-2015) is a media and lifestyle brand launched to 
broaden the definition of the women’s interest category beyond 
fashion, celebrity and beauty (hence the strapline ‘for interested 
women’).  Brand mascot ‘Libby’, peering out at the world through 
a telescope, reflects our core value of curiosity.

MEDIA AND PRESS: BBC R4 Woman’s Hour, The Guardian, Daily 
Telegraph, New Statesman, Innovation Stories, Monocle Radio, 
SheSays Disruptors, The Modern Magazine Conference.
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LIBERTINE (2013-2015) - issues 1 (Space) and 3 (Cities and Power). we printed four issues 
in total, alongside web content, then launched the Libertine100 network of entrepreneurs, 
academics and innovators on IwD in March 2014. 
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SASS x LIBERTINE: THE INTIMACY SERIES (2015)

SASS had launched their intimate skincare line with a mainstream 
marketing push but had received negative backlash on social media and 

wanted to shift brand perception with a select group of influencers .

So, in October 2015, we held an influencer discussion on the topic of 
‘Intimacy in the 21st century’ with author of Sex and the Citadel Shereen El 
Feki (Libertine100). Guests were couriered a boxed invitation containing a 
custom silk eye mask, SASS products and a suggestive note. Use of social 

media was discouraged on the night, and a podcast was produced. 

Every journalist we invited turned up  -  from Broadly, the Daily Telegraph, 
the Guardian, the Evening Standard, Prospect - alongside academics and 

other members of the Libertine100. Feedback was universally positive. 

• EvENT CURATION

• DM CONCEPT & PRODUCTION

• PODCAST

• INFLUENCER OUTREACH
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CRITERION INSTITUTE: 
CASE FOR INvESTMENT (2017)

Criterion Institute is a US-based non-profit 
organisation that helps social change leaders 
understand and use the power of financial systems 
as part of their strategic toolkit. It’s complex, messy 
work and lots of people don’t really get what they 
do. If they were going to raise enough funding 
to support the next three years of research and 
operations, this had to change.

To make things even trickier, cuts to services in 
Trump’s America had resulted in fierce competition 
for funding. Our challenge was to persuade 
prospective donors that supporting Criterion’s more 
abstract, systems level work was as important - if not 
more important - than the issues-based funding which 
had more visible, immediate impact.  

working with the fundraising consultant, CEO and 
Director of Operations, I wrote and designed a 
case for investment that communicated the impact 
of Criterion’s work around the core themes of hope 
and imagination to support a $1m fundraising 
campaign. 

The client was delighted. “Several people wrote 
cheques as soon as they’d read it.” 

• FUNDRAISING CAMPAIGN MATERIALS

• POSITIO
NING, COPY AND LAYOUT



D E B B I  E V A N S

SPACE66:
FARFETCHOS (2017)

Luxury fashion innovator Farfetch 
were hosting their inaugural 
conference for a select crowd of 
industry influencers and C-suite 
executives. 

I was briefed to create microsite 
and invitation copy that situated 
the brand as a thought leader with 
an understanding of the broader 
industry and consumer context, and 
gave guests a compelling reason to 
attend. 

• LUxURY FASHION AND TECH EvENT

• MICROSITE AND INvITATION COPY 
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THINkINGA (AGENCY):
SIAMBEING PITCH STORY (2016)

A proposal for an innovative mixed use architecture development in Central Bangkok, combining 
luxury hotel, retail and office space. The strategy team had done extensive consumer and 
trends research and wanted to weave this into a broader story about the building’s relevance 
to contemporary Thai life, in line with the values of multiple audiences segments (affluent Asian 
millennials and multinational business). The proposal was well received and the project is now at 
the planning stage.

• ARCHITECTURE AND URBAN DEvELOPMENT PROJECT IN
 BANGkOk

• MULTIP
LE STAkEHOLDERS AND AUDIENCES

• GAvE THE PITCH MORE PUNCH
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SPACE66
FEDERATION UNI vR CAMPUS TOUR (2017)

Federation Uni has a lot going for them in terms of facilities and faculty but doesn’t attract 
the same level of interest as Sydney or Melbourne universities. 

we were briefed to create an engaging tour for a forthcoming education fair to win 
more students over. We made Ballarat’s small size one of its greatest assets - a homely 
community where you could be supported as an individual rather than a cog in a machine. 

BEE IN BERLIN
BRAND STRAPLINE (2017)

Bee in Berlin is a fledgling startup which helps individuals and companies navigate the 
stresses of relocating to a new city. The company wanted a compelling strapline which 
would communicate the benefits of the service to prospective clients. 

ARGON BESPOkE
BRAND STORY AND wEB COPY (2017)

NSw furniture maker Peter Symons wanted to launch an e-commerce store that would 
allow him to build an upmarket custom furniture brand. But the site was little more than a 
collection of products and prices with little attention to brand story, product detail or user 
experience. 

I restructured the site and wrote web-friendly copy throughout to focus on the artist’s 
process and the experience of owning a bespoke piece of furniture, putting Peter’s 
expertise front and centre. 

• vR SCRIPT FOR BALLARAT UNIvERSITY

• BRAND STRAPLINE FOR BERLIN STARTUP

• BRAND STORY FOR NSw FURNITUREMAkER
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NOBL
FUTURE OF wORk REPORT (2015)

NOBL is a consultancy that helps organisations get the most out of their teams 
and adapt to the challenges of 21st century business. 

The Future of work report was written to support the launch of a content 
microsite demonstrating NOBL’s understanding of organisational psychology 

and future working practices.

GOOGLE
THE FULL vALUE OF MOBILE IN FINANCIAL 
SERvICES (2011)

A report bringing together interviews with the 
Google US mobile team and financial services 
clients for their new ‘Think with Google’ content 
platform.

SEEN PRESENTS:
THE HUMAN TOUCH (2015)

This youth-focused experiential agency wanted 
to showcase their unique cross-disciplinary 
methodology and demonstrate a deep 
understanding of how individuals and crowds relate 
to the built environment. I selected and interviewed 
experts and academics from my network and 
restructured the existing draft into an authoritative, 
in-depth analysis of consumer and industry trends. 

• REPORTS AND THINk PIECES

• TRENDS AND CONSUMER INSIGHTS 

• TECHNOLOGY, BUSINESS, CULTURE, MARkETING
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Thank you - I look forward to 
working together. 

hi@debbievans.com
+44 7772561696
+61 473078924


