
Kyle Cochrane - B00811580
Production Log



Contents
Introduction        5

Stage 1      15

Stage 2      27

Stage 3      56

The Module     4
Team      5
The Project     6
The Client     7
Project Management   8
Time Log            13

Benchmarking and Research          16
First Client Meeting           20
The Brief             23
Feedback of the Brief                    26

Initial Thoughts            28
Designs for Pitch                     30
The Pitch Deck            47
The Pitch to the Client           50
The Revised Pitch            52

Plan of Action            57
Final Designs            66
Photography            69
Final Changes                            74

Stage 4      77
Handover                               78
Reflectionns            81



INTRODUCTION



THE MODULE
MED 526 Interactivity for
Social Enterprise

This module is all about creating content to a 
brief of our own making and using skills gained 
throughout my university journey so far

In addition to reflecting on and reviewing the 
process of creating the assets, this production 
log will highlight the ideas and concepts that 
were developed while working on the creative 
brief.

With the help of Adrian Hickey and Claire 
Mulrone, our team was paired with a charity to 
collaborate on a creative brief. This will allow 
us to work as a team, apply our knowledge and 
skills to the project, and create an interactive 
production. 

Aims of the Module

• An opportunity to work as a team

• an opportunity to apply previously acquired 
knowledge and abilities to a significant project by 
pulling them together from earlier modules.

• Knowledge of Social Enterprise and how to apply 
interactive media ideas and concepts to this area.

• The ability to develop a sustained interactive 
production as part of a live brief.



THE TEAM

Darragh McNamee

Kyle Cochrane 

Jamie Stewart

Darragh spent the last year in Placement 
primarily focusing on Videography and is 
currently employed as a videograpgher for 
a local gym, He will be primarily focusing on 
Videography as well as motion Graphic

I believe I am most proficient in the web 
design/coding aspect of Interactive media as 
well as photography/videography, I believe I 
am at my best when behind a camera,

Jamie is our graphic design man as well as 
motion graphic design. He is the one with the 
most skills in this area and has the chance to 
create the best work.



THE PR0JECT
Our Community partner is the ‘Daily Mile Network 
NI’, a worldwide charity that is hoping to further 
its reach in Northern Ireland. The Daily Mile aims 
to improve the physical, social, emotional and 
mental health and wellbeing of our children. 
Barbara and Brenda from the Daily Mile and Eimear 
from the Belfast Marathon, wanted us to create 
a social media campaign that challenged schools 
and their pupils to walk the length of the Belfast 
Marathon, using their daily mile. They also hope 
that his will encourage more schools to participate 
with the charity in the future.

Belfast Marathon - The Belfast Marathon is 
Northern Ireland’s biggest foot race and begins 
5th May 2023. The community parnters are 
aiming for the social media campaign to take place 
8-10 weeks before this event giving schools and 
participants of the daily mile to complete the mile 
a day up to 26, the length od a marathon

This campaign will take place on the three major 
social media platforms: Facebook, Twitter and 
Instagram, with more focus on Instagram as it is 
the platform of which the Daily Mile has the least 
visabilty on.

Furthermore, we will be producing a social media 
calendar and all essential social media-related 
documents (captions, hashtags, etc.) so The Daily 
Mile won’t need to worry about what to say and 
when to post the content.



THE CLIENT

The Daily Mile was founded in 2012 by Elaine 
Wyllie MBE. It is a UK-based charity with a 
global reach, with 19092 schools in 98 Countries 
participating. 
The Daily Mile aims to improve the physical and 
mental well-being of children by getting schools 
to participate in the ‘Daily Mile’. This involves 
the children going outside and run, jog, walk, or 
wheel for one mile, this is done at each child’s 
own pace. This usually only takes 15 minutes 
out of the school schedule. The Daily Mile has 
extensively researched the benefits of the 
effects of daily exercise on young people and 
concluded that exercise has a wide range of values 
for young people. This includes things outside 
of physical health such as improving children’s 
social skills, reducing anxiety and improving their 
concentration in class, and setting great habits for 
them when they grow up.

Students of any age can participate in The Daily 
Mile, which is a free programme that schools can 
join in with a simple online registration process. 
Students in secondary schools are also welcome 
to participate; they don’t even have to be just in 
primary school.

The Daily Mile seeks to maximise the health and 
educational benefits for the next generation by 
encouraging children and schools around the world 
to engage in the 15-minute activity every day.



PROJECT
MANAGEMENT
To track and organise this project we mostly used 
Basecamp to do this. This was recomended to us by 
out teachers, Adrain and Claire and has proven to 
be a valuable tool for the project. It has given us 
valuable experience for future workplace’s as we 
now have the experience of working as a team on a 
collaborative platform.

Basecamp allowed us to organise our files and 
our work under a single banner giving our project 
managers and the rest of the team to see and give 
near instant feedback towards the work done. 

However, we did not use the ‘to-dos’ or the 
‘schedule’ tools with the project until near the 
end of the project. All scheduled work was done 
through word of mouth or on another platform.

Just for Darragh, Jamie and I, we used Snapchat 
text to communicate with just the team. Although,
this would not be the platform of choice it is the 
one that everyone is most familiar with and that 
everyone already has.

This allowed a more informal chat with the 
team members and allowed us to schedule what 
work needs to be done and help clear up any 
misunderstandings that could have popped up with 
the meetings with the community partners or any 
design feedback.



I had to email our 
community partners to 
ask if they would be able 
to provide any media 
content that could be 
used as a placeholder to 
create contnet for the 
pitch. Also, I asked if they 
could send over their 
logos or brand guidelines.

Sortly after I received the brand guidelines first, 
this speed of response was greatly valuable as we 
had hoped to get started on the designs for the 
pitch. Then the logos in a PNG format was sent 
this was important as it allowed the logos in the 
designs to be a clear quality rather than taking 
the blurry one from the website or Google Images. 
However, we did not get any media content sent 
through. To work around this we just took images 
that are available on the website.



BASECAMP
To chat with the others in the group we used Basecamp’s Campfire section to discuss topics of 
interest as well as upload files for the other members of the group to see and use. This was used 
for more formal chats between the members, as it proved quite cumbersome when used for 
general chatting as it will email all members when someone starts to type or chat, it was still used 
for files and the like however. To counteract this we used snapchat and saved the messages.



With Basecamp we also used the ‘to-do’ section 
to help focus the work and assign tasks for each 
of the members. However, as seen from the 
screenshots this was not implemented until later 
on in the project, before this it was using Basecamp 
or Snapchat. This To-do list provided vital focus 
to push until the final hurdle of submisstion. It 
also gave an an area for each piece of work to be 
under the section it needed, allowing our partners 
and teachers to look and give comments on each 
submission of work.



SNAPCHAT

We used to snapchat for our more informal conversations about the work that needs to be done 
and the plans of attack for each section. This allowed us to chat without disturbing everyone in 
the basecamp with notifications.



TIME LOG
To Keep Track of time we used the free service 
called Cockify. Clockify is a free time tracking 
software that allows teams to group together and 
track the time that each member spends on the 
project. 

This was useful as it allowed us to figure out 
the ammount of money this project would have 
required in the professional setting where I am 
actually being paid to make the content and work 
with clients, giving an idea how much time and 
money goes into this setting.

However, there was some problems when using 
clockify. As you manually track the time with a 
start/stop button, there was a few instances 
in which someone may have forgotten to start 
the timer of switch it off. Clockify then has the 
abilities to manually put times in, this however, 
will lead to inaccuracy as it is near impossible 
to put the exact time when the timer should be 
started or stopped.
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Stage 1



RESEARCH AND BENCHMARKING
We knew more about what they were asking us to 
develop after our initial meeting with Claire and 
Adrain to understand what would be beneficial to 
look at.

This offered us the opportunity to leave and look 
into related, comparable businesses that displayed 
best practises for social media content. As a 
group, we each examined a campaign and related 
businesses that had content for each campaign. 

We then Split up and each member of the team 
took two charities that may produce similar 
content for their social, for this instance sport 
charities. 

The two charities that I choose are Sported UK, 
a charity that is based to help millions of young 
people reach their full potential through sporting 
activites. Sport In Mind is the second charity 
chosen, it involves using sports and physical 
exercise to help tackle the mental health epidemic 
that is sweeping the nation.

Sported UK

The first charity that was researched for their 
social media best practices was Sported UK. 

With several posts per week across the three 
major social media networks—Facebook, Twitter, 
and Instagram—Sport in Mind makes excellent 
use of social media. Its most recent post on 
YouTube, however, was made more than a year ago. 
Sport in Mind makes good use of hashtags, and 
the ones they choose are well-known buzzwords 
that could draw attention from outside the 
organisation. #mentalhealthawareness is one such 
hashtag that shows up regularly. The majority 
of their photos are of an extremely high calibre, 
creating the initial impression of a reputable 
organisation. The user is not impressed by the 
simplistic graphic design, even though it fulfils its 
purpose of providing information to them. 



Sport In Mind

The second charity that was researched for their 
social media best practices was Sport In Mind. 

Sported UK has irregular updates on Facebook with 
posts at times being months apart, this is similar 
to their YouTube which has large gaps in content. 
However, their X account has regular updates and 
seems to be their main source of communication. 
Their use of Hashtags is minimal with no 
buzzwords to increase eyes on the charity. Sported 
UK has a good use of Photography with the photos 
being of high quality and appearing to be shot 
by a professional. Their use of graphic design is 
done well as most of their post have it present, 
with colours and their logos been consistent 
throughout. There is no use of motion graphics 
throughout their social media and videography 
has been used but there is minimal use. This is 
a disadvantage for their social media as graphic 
design is essential for social media as it engages 
the user well and gets the point of the post in a 
quick precise way. 

There is no use of motion graphics throughout 
their social media and videography has been used 
but there is minimal use. This is a disadvantage for 
their social media as graphic design is essential for 
social media as it engages the user well and gets 
the point of the post in a quick precise way. 



BENCHMARKING TABLES
Category Social 

Media 
Feature

Youth Sport 
Trust

Sport 
In Mind

Sported UK Active 
Fusion

Greenhouse 
Sports

The Daily 
Mile UK

First 
Impressions

Pho-
tography

Good use of 
imagery

Poor 
use of 
image-
ry

Good use Good use of 
imagery

Satisfactory 
use of im-
agery

Inconsistent 
quality

Hashtags Limted Regular Minimal None Good use 
of popular 
hashtags

Good use 
and often

Video 
content

Limited Next to 
none

Limited None Most recent 
video was 4 
months ago

Not many 
videos post-
ed but TV 
adverstise-
ment is very 
good

Regu-
larity of 
posts

Irregular and 
no consist-
ency 

Regular 
, kept 
up to 
date

Limited 
facbook, 
Primarily X

Regular, kept 
up to date

Good in the 
early sum-
mer months. 
Dries up 
around July 
time

very good

Motion 
Graphics

Poor use 
of motion 
graphics

No 
use of 
Motion 
Graph-
ics

No use 
of Motion 
Graphics

No use 
of motion 
graphics

Recent 
rebrand-
ing makes 
use of slick 
motion 
graphics, but 
sparse use 
previously

infrequent 
but good 
quaity

Graphic 
Design

Satisfac-
tory use 
of graphic 
design

Very 
Basic

Satisfactory Satisfac-
tory use 
of graphic 
design and 
infographics

Recent 
rebranding 
has good 
graphic 
design on 
display

satisfactory 
quality irreg-
ular use

Content 
qualitly

Pho-
tography

HD qual-
itly, with 
photogra-
phy from a 
professional 
outside 
source 

Very 
poor 
quality

High Quality HD qual-
itly, with 
photogra-
phy from a 
professional 
outside 
source

High quality, 
some phone 
pictures tak-
en but taken 
at a satisfac-
tory level

some pro-
fessional 
shots, some 
low quality 
phone cap-
tures

Hashtags Limited and 
irrelevant

Reve-
lant use

Poor No usage of 
hashtags

Good rele-
vancy with 
athletes  
also using 
personal 
hashtag

Frequent 
use of 
#DailyMile 
which is 
generic and 
has 17,000+ 
posts



Video 
content

Inconsistent 
quality 

Poor, 
shot on 
phone

High Quality No usage of 
video con-
tent

Okay quality 
in places, 
poor self 
taken videos 
mostly

Very little

Regu-
larity of 
posts

Inconsistent 
across plat-
forms

Good 
consist-
ency

Poor on 
Facebook. 
Good on X

Good con-
sistency

Consistent 
across plat-
forms but 
inconsistent 
in general

very good 
usually  2-3 
days be-
tween but 
no longer 
than a week

Motion 
Graphics

Poor qualitly, 
similair to 
slide show

Irre-
gualr 
and 
poor 
use

Minimal use No usage 
of Motion 
graphics

Rebrand-
ing motion 
graphics are 
good. No 
use before-
hand

very good 
quality slick 
use of mo-
tion graphics

Graphic 
Design

Good qual-
itly

Basic Good Good qual-
itly 

Low quality fairly good 
use

Variety of 
content

Pho-
tography

Good use of 
imagery

Poor Good Good vairety 
of imagery 
from differ-
ent sports 
and events 

Wide range 
of styles

a lot of 
imagery but 
varying in 
quality

Hashtags Poor variety Good 
use of 
hash-
tags

Poor use of 
Hashtags

None good variety good variety

Video 
content

Good vairety Poor - 
Filmed 
on 
phone

Good - High 
Quality

None very little 
videos post-
ed

very little 
video con-
tent

Regu-
larity of 
posts

Inconsitent 
across plat-
forms

Posting 
regu-
larly

Poor on 
Facebook, X 
is priority

Good variety 
of posts

Many posts 
in short 
spaces of 
time but not 
a consistent 
stream

great variety 
and frequen-
cy

Motion 
Graphics

Poor variety Little 
Motion 
Graph-
ics

No Motion 
Graphics

None Could see 
great variety 
in the com-
ing months 
but as of 
now very 
little

infrequent

Graphic 
Design

Good use 
of different 
graphic 
design ele-
ments

Basic Good Variety Good vareity 
of graphic 
design, with 
infographics 
as well

very poor 
and little use

irregular

Score% 33% 33% 44% 50% 50% 50%



First Client 
Meeting

0CTOBER 5TH

Claire had notified us vis email and basecamp that 
our meeting with the community partner would be 
on October 13th 11:00 - 12:00. We had prior gave 
times to Claire of times we were free on this week.

OCTOBER 13TH

On October 13 at 11:00 am, we had our first 
meeting with our community partner. Brenda and 
Barbara, members of the Daily Mile NI, and Eimeer 
from the Belfast Marathon were present. The 
Microsoft Teams meeting gave us a great idea of 
what Judith had in mind for us to accomplish.

Prior to our meeting, Claire had first spoken with 
Judith about the amount of work that the Daily 
Mile NI had first suggested, which included some 
videos for the content. However, after speaking 
with Claire, it was decided that this would instead 
be a social media campaign in conjunction with the 
Belfast Marathon.

Me and the others in the group met before this 
meeting to discuss what needed ironing out before 
we went into the meeting.



I jotted down notes through the meeting in order 
to make sure we recognised Barbara’s, Brenda’s, 
and Eimeer’s wishes and had an adequate course of 
action.



Main Takeaways from the initial Client 
Meeting

• Social Media Campaign leading up to the 
Belfast marathon to get schools to take part 
each day in association of the Daily Mile NI

• Campaign should be 8-10 weeks, giving time 
for the schools to complete the 26 miles

• Needs to be inclusive
• Need to create more hashtags to increase 

coverage
• Need to get more schools to participate with 

increased coverage.

With all the infotmation compiled and a talk with 
Claire next time in class we now had an idea of 
what the community partner wanted so we could 
then start the work on the brief.



THE BRIEF
A brief’s functions include demonstrating our 
comprehension of the project the client has 
requested, outlining our proposal for addressing 
the challenges, guiding our creative direction 
as the project moves forward, and acting as a 
standard by which we will judge and consider our 
final media outputs.

We divided the work between us because the brief 
required so much work, and we got to work! As 
the other members of the team worked on the 
other components of the brief, I was in charge of 
information about the community partner and the 
timetable. Since I wanted the document to look 
fantastic for the community partner, Jamie took 
the role of compiling the document together as he 
has the best experience with InDesign





With researching the community partner, I had 
researched all their socials to understand what 
type of content they would post and the tone 
they where going for. It was also important to 
understand what the history of the charity and the 
goal that the charity hopes to achieve, to figure 
this out the website of the Daily Mile UK was a 
valuable tool to figure this out. The website had 
also links to the research they have carried out 
on the benefits of the Daily Mile giving a further 
understanding of what they want with the work. 
With this then I was able to write out a few 
paragraphs on the community partner.

The next task I undertook with the brief was 
the making of the schedule, this was to give the 
community partner an idea of the work that was 
being made and at what stage we should be at 
certain weeks. This was changed a few times 
before it was sent out to the community partner 
as the time and dates where off by a few days. 
This was resolved however through taking with my 
partners on the project.

THE BRIEF - Thursady 26th 



Feedback on the 
Brief

The response time for the feedback on the Brief 
was incredible, we got a response just hours after 
the submission. 

In the Breif we aggred to create a Social Media 
Schedule, Social Media Posts, A way to show 
the participcates of the Challenge where they 
where on the Belfast City Marathon Route and an 
information/participation pack.

The feedback we recieved was all praise on the 
brief, they were happy with all we are setting out 
to achieve and we got the go ahead to create the 
content for the pitch. The only thing, that could 
cause concern was there was no confirmation on 
any sort of prize set out yet. This will hopefully 
be cleared up in the future so we can design 
something that can show the prizes to social 
media.

The next step was now to create designs.



Stage 2



Initial Design 
Thoughts

#FCB236

#D1D3D4

#EC82B4

#92B33C

#07AAD1

The Daily mile had already a set of brand guidelines 
to follow with their own logos and the like, thus 
we had a specific set of colours to create designs 
and create what was agreed on in the brief,

Because of the brand guidelines, we could go 
straight on to the design stage and create content 
to put into the pitch to fulfill the brief.



The First thing to do before we start creating 
content for the Pitch and the Daily Mile was to 
research what they already post on socail to 
understand what type of content they put out. 
Simiarily, it was important to check to see if they 
had put out a social media campaign before. Their 
Social media contained mostly just pictures of kids 
doing their daily mile with little graphics around. 
From the research it was clear that the kids are 
the main focus of their social media campaign so i 
felt it was important to show this in the designs i 
was going to create.

Also with the research i noticed that their use of 
hashtags was poor so in the designs i felt it was 
important to adress this point. the better the 
hashtags the more people that will discover the 
Daily Mile.



Design 1 - Social 
Media Posts



For the Social media posts for the first set of designs, I used 
the existing photos from the Daily Mile website as placeholder 
images to show the concept of the designs to the community 
partner. I kept the idea of using full images as the emphasis 
of the 26-mile challenge was on the kids so I thought that the 
kids completing the challenge should be in the focus of the 
posts. I knew I wanted the campaign social media campaign 
ideas to come across as big and bold and to show what the 26-
mile challenge is all about, to do this children taking part and 
having fun was an easy and very effective way to show this. 
I also thought to add some text to the images in the corners 
as it would cover the children’s faces anywhere else. This text 
will be short, with the text being a hashtag, this will help 
reach the target audience of the campaign as hashtags like 
Inclusivity are often viewed. For the box surrounding the next, 
I worked with a few ideas, one being transparent to show for 
of the image beneath, one being a rectangle with the corner 
cut off, and one with a rectangle with a border. I felt this was 
better than just a normal design as it could be seen as too 
boring but I did not want to clutter the design and take away 
from the participants in the actual image. With feedback from 
my colleagues in the group I believe the transparent one will 
be the better. 



Design 1 - Social 
Media on Phones

Here are some of the the previous designs in some 
social media apps, Twitter (Left) and Facebook 
(Right)

Templates Provided by GraphicBurger.com



Design 1 - 
Tracking 

For this method for schools to track their miles 
I thought of a letter that is sent in a block of 26 
one for each of the 26 miles. The schools would 
be able to open this at the end of each mile and 
it would tell the school what is at each mile and 
some information about each attraction. I thought 
it was a good idea to do this as it gives a sort of 
reward for each mile for the schools, also a bit of 
interactivily for the kids keeping them entertained 
for the rest of the miles.



Design 1 - 
Tracking 

For the Participation pack agreed in the Brief. I 
thought to use a brochure as it will provide concise 
information as there is limited space to put 
information on. Each of the sections are, What is 
the Daily Mile, Benefits of the Daily Mile and how 
to take part. Brochures are also very cost, meaning 
that they can be printed in bulk without that much 
on worry on spending costs, giving the Daily Mile 
a semi affordable option. I used the more popping 
colours of the Daily Mile Brand on each of the 3 
sides of the brochure. This allows more visabilty 
for the Daily Mile brand and create a bigger each 
catcher for the target demographics
MockUp provided by PixalBuddha.net



Design 2 - Social 
Media Designs 



For the Social media posts for the second set of designs, I again used the existing photos from the 
Daily Mile website as placeholder images to show the concept of the designs to the community 
partner. Similar to the first set of designs I kept the idea of using full images as the emphasis of 
the 26-mile challenge was on the kids so I thought that the kids completing the challenge should 
be in the focus of the posts. For this one I wanted there to be a bigger emphasis on colour than 
the previous one as it would be brilliant for the target demographic, kids will resonate better with 
brighter bolder things. To do this I simply did a transparent bright colour over the full images so the 
focus is still on the image below rather than anything else. However, after showing these designs to 
Adrain, he told me to add some desaturation to the background images to take out some of the more 
popping colours of the background image. This allows the images to still show what is there, like the 
kids running as well as showing the colours more proficiently Bright colours like the Daily Mile Brand 
ones show positive energy, getting more people involved in the challenge and even creating a sense of 
enthusiasm for the participants. Again, for the colours, the bright colours will increase the visibility 
and attention of the posts, so when people are scrolling through social media, they will see bright 
colours such as pink or blue and are more likely to pay attention to the post. Again there will be 
minimal text only showing things like hashtags again, most of the important text will be shown in the 
Facebook or twitter posts themselves.



Design 2 - Social 
Media on Phones

Here are some of the the previous designs in some 
social media apps, Twitter (Left) and Facebook 
(Right). With hashtags in all the posts.

Templates Provided by GraphicBurger.com



Design 2 - 
Tracking 

For the tracking for the second set of designs, I 
thought about creating a website to do this. This 
website will be a simple interactive scroller showing 
each mile of the Belfast City Marathon. It will have 
pictures of each of the Miles of the marathon and 
a sort of concise bit of information, as you scroll 
down the website there will be popups for each 
bit of information adding a bit of interactivity to 
the work. This bit of interactivity will offer a bit 
of entertainment for the kids and offer a chance 
for the teachers to teach some of the history of 
Belfast itself. With all of the information not being 
shown straight off the bat there will be enhanced 
engagement with the challenge as the kids will want 
to keep doing the challenge to keep getting the 
information of Belfast and each of the Miles.



Design 2 - 
Booklet
For the information package for the second one, I proposed 
a booklet that could be sent out to people who may want to 
sign up. Booklets allow an avenue for concise information, 
booklets provide an opportunity to show key points, details 
about the specific information as well as instructions for the 
reader. This is why some titles of sections will be Benefits 
of the Daily Mile or What is the Daily Mile giving concise 
information. Similarly, to the Brochure, the booklet allows 
ease of distribution with cheap prices and because of the 
small size, they are easy to hand out to the public. For the 
Visuals of the Booklet is will follow the colour scheme of the 
brand guidelines, again showing the brand identity of the 
Daily Mile.



Design 3 - Social 
Media Posts





Again, for the Final set of designs, I wanted images to be in the forethought of the designs to 
emphasize the work, I thought for design three to maybe do a more infographic style, but I do not 
think it would’ve suited the style and the brand that the daily mile had already created. Therefore, 
for the final set of designs, I created a sort of frame for each of the images. I have done this to make 
sure the images will stand out to the audience, and they are the main target of the social media 
campaign. The colour of the frame was again transparent to show all the images below the frames. 
The frames will allow the images to be bold and pop out well showing the image is the main target 
of focus. Again, I used the vibrant colours of the Daily Mile brand to make the frame as well as the 
background, this again will allow the user of the social media platforms to increase visibility and 
recognition. For this design, I thought to add photos of landmarks to the design, this is for the Daily 
Mile to post this when a certain school had reached a certain landmark or mile, such as “(School) 
has reached mile 9” this is to create visibility that a school is doing well, as well as stoking a bit of 
friendly rivalry between schools, as one school might see another one do well and try and follow their 
footsteps.



Design 3 - Social 
Media on Phones

Here are some of the the previous designs in some 
social media apps, Twitter (Left) and Facebook 
(Right). With hashtags in all the posts.

Templates Provided by GraphicBurger.com



Design 2 - 
Tracking 



This is conceptually similar to the second design idea when it comes to 
tracking the miles. It is going to be an interactive scroller with popups 
as you scroll through, this will be made with WordPress to allow the 
community partners to easily change anything if they need to, as well as 
using a WordPress theme to help with the interactivity and the designs 
of the website. Where this differs from the second design is instead 
of normal photos of landmarks and miles, 360-degree images will be 
used. This idea was praised by Claire and the like as it provides a fun and 
interesting way for the participants to view each of the landmarks. The 
360 photos will offer an immersive experience for the participants, this 
will incentivize people to keep doing the challenge to see what each mile 
has to offer. This will also educate the people of Belfast itself with the 
360 allowing the user to view all around them instead of a static image, 
giving more information about each mile. These 360 photos will also be 
reinforced by text giving short concise conclusions about each mile. This 
I believe is better than the static images as a 360 image tends to give 
more attention to the challenge.



For the final design, the information package I went back 
to the brochure, however, for this design of the brochure 
I thought to dial the colours back a bit. I do feel the 
brochure is the best choice for the community partner as 
the price will be exponentially less with this compared to 
any other method as it is just a single piece of material to 
be printed on instead of a couple of pages like a booklet, 
with the same information being sent across. The photos 
on the booklet will be photos of kids participating in the 
Daily Mile as a photo speaks a thousand words meaning 
that it can convey more information than anything 
else could provide. I dimmed down the use of colours 
compared to the first design as, the first one might be a 
bit too colourful and thus could be a bit too off-putting 
to any one that may want to participate.

MockUp provided by PixalBuddha.net

Design 3 - 
Brochure



The Pitch Deck

After I made the three designs for the brief we 
had to put them into a pitch deck, a document 
with each of the designs on. This allowed us to 
talk about each of the designs with our team 
members to try and get them to pick the best 
concept to pitch to community partners. 



Final Design - 
Social Media Changes



Social Media 
Platforms

Final Design 
Changes

We had a discussion after the pitch deck I had 
the thought to change the amount of social 
media platforms we worked for. I thought that 
Instagram would be a beneficial addition to the 
platforms, more specifically just for their story 
aspect. With a story it allows using the swipe-up 
function, to post a story and they swipe up which 
can send them somewhere else, e.g. the Daily 
Miles Sign-up page.

There was a conflict of interest here with the 
choice of designs, Adrian thought that my second 
design of the transparent style was the best, 
whereas I and Darragh thought the third design 
of the framework was the best. After much 
consideration I made an amalgamation of both 
designs, creating a frame with a transparent 
image.



The Pitch 
The next step in the production was to pitch the unified pitch to the community partner. This was the 
part I was dreading but it was an important step as a professional graphic designer so I needed to suck 
it up and work on it. The first thing however was to make up a date that suits everyone, the community 
partner as well as the team. It was decided we would Do the pitch om Friday 10th November at 12 noon 
over teams.



The Pitch Notes
Due to being nervous of speaking to the Community 
partner as well as public speaking in general, I wrote 
a few notes on all the points I needed to get across. 
This helped me gather my thoughts as well as helping 
organise what order to say the ideas and points so 
there is little confusion on what I need to say. Before I 
went into the pitch I spent a little time going over this 
to try and calm the nerves.



The Revised 
Pitch

The pitch went off well, I was deathly nervous when 
on the call, I thought I would be grand with all the 
notes and the like but when I was on the call I believe 
I didn’t get all the information or the points across 
that I wanted. The aftermath of the pitch was great 
as it really allowed us to figure out who was doing 
what. Darragh’s design choices with the paint splash 
were chosen as it felt the most resonating with kids. 
We would then go with Jamie’s interactive scroller 
website for the tracking, but using my 360-degree 
photos with it. The next thing I would do after was 
create a bunch of hashtags and then put them into the 
revised pitch. The only bit of criticism we got was to 
make sure that our designs did not cover any of the 
children’s faces.



After all this was fixed and updated we 
put all the changes into a revised pitch 
document and sent it to the community 
partner to sign off on it so we could begin 
the design phase properly.

THE DESIGN PHASE 
BEGINS





“I love the 
360 Images...

Very 
Interactive”

Brenda -The Daily Mile Network



Stage 3



After the go-ahead after the revised pitch, the 
first thing to do was to work out what exactly 
to make and who was doing what. After Jamie’s 
interactive scroller was chosen he would take the 
website, and Darragh and I would take the Designs 
and figure out a schedule for the social media 
posts for the campaign. 

The first of these was to figure out how many 
posts and how many weeks the campaign would 
run over. From the notes I took from the very first 
talk with the community partner, we knew that 
they hope to run the campaign over a 7-8 week 
period, so we decided to then go for the 8 weeks. 
With 8 weeks and what I thought 3 posts a week 
(24 posts altogether) I thought be ideal. 

However, my other two colleagues thought 
differently, and through some discussion, we would 
do 2 posts a week as The Daily Mile social media 
team would repost school who themselves post 
what they put on social media themselves about 
them completing the challenge, we decided that if 
we stuck to the 3 posts a week it will overcrowd 
the social media page.

Plan of Action



After figuring out the quantity of posts we would then need to find out what the actual content is in 
these posts. What we know is that we are using Darragh’s theme from the pitch and we are going to 
be very picture/photo heavy. We decided to use some photos of the major landmarks along the Belfast 
City Marathon route, as if we did them every mile some of the photos will just be random streets in 
Belfast, so only the major landmarks like City Hall or Stormont are going to be featured. We would 
combine this with something like “You are here” or “This is mile 9”, this gives a lot of fun for the kids 
as they can see where they are on the route. This could be similarly to parents who are now able to 
track where their kids are on the route.

This was only part of the social media posts, Once 
a week. The other posts are going to be children 
taking part in their Daily Mile. We chose to do 
this as it is all about what the charity reaches out 
with, the fact that a simple 15 minute run a day 
has enormous health benefits for the development 
of a child, so we needed children to be a majority 
in the posts we create. However, we had a problem 
with this, We had no Photos. 



To Change this we thought it would be beneficial 
to ask Our community partners at the daily mile 
if they could provide us any photos that we could 
use in our designs. We didn’t want to just take 
from their website or their Facebook/Twitter as 
we didn’t want to be infringing on any copyright 
and the like.

During the discussions in class and around we 
decided to try and get photos from our community 
partners through email and ask if they had any 
events coming up that could be beneficial to take 
photos at.



However, with talking with the team and with Adrian and Claire we 
decided to not take up the offer to take photos of the Research Event 
or a Santa Run. We didn’t take the research event because there would 
be no chance to take photos that would be useful for the campaign, 
e.g. no photos of children running. For the Santa run we didn’t chose to 
do this due to Santa hats and Christmas decorations around will date 
the photos. For the Marathon being in May w and the campaign starting 
8 weeks before this, photos of children taking part in the mile wearing 
Santa hats would not suit.

We were hoping to take photos of Belfast 
and some of the marathon route as well as 
one of the events in a single trip to Belfast 
to cut the number of trips to take to 
Belfast. However, as the events did not suit 
what we planned so the Trip to Belfast will 
be at a later date.



As the community partner was hoping for 
us to take photos at these events it was 
important to be polite when rejecting 
their offer to attend the events to take 
photos. So emailing them at the earliest 
opportunity was important as well to 
make sure they are not spending the whole 
event anticipating our arrival



Plan of Action - 
Schedule

After discussing what type of designs, we 
needed to make we then went on to create 
a rough schedule for the campaign. We just 
did this on Word as it’s a rough schedule, we 
didn’t think designing a table and adding all 
the hashtags and the like was beneficial when 
it was only a rough schedule. Also within the 
group, we went back to 3 posts a week with 24 
posts so their would be enough content for the 
campaign.

One of the main things for the rough schedule 
was we wanted to make every Wednesday 
a “landmark” day, meaning on this day we 
would post a photo of landmark and with the 
captions such as “Mile 9” or “You have reached 
this landmark”. The other type of content was 
Monday and Friday so the content was spread 
over the whole week



“40 Posts - 
One for each 
Weekday For 

the 8 Weeks”
Adrain - Lecturer for Interactive Media



With talking with Adrain we were talking about how many posts we should create and what we 
thought was a generous 24 posts, 3 a week for 8 weeks was ideal. Adrain wanted to us to create 
40 posts altogether, once a day, 5 a week over 8 weeks. At first, we thought this could be too much 
but after much consideration, we knew this was the correct way to go, not only does it give a lot of 
content to the campaign, but it allows the community partner to maybe pick and choose what they 
want to put out if they believe that 40 is too many posts, giving them a little wiggle room with 
the posts. After this revelation, it was back to the drawing board for the schedule. We still wanted 
to create a post every Wednesday to show the landmarks every week. We now had a new weekly 
post, “(school) of the week”, showing who has accomplished the best miles of the week. We did 
this to provoke a bit of friendly rivalry between schools as well as to give kudos to the best school. 

With the schedule, we wanted to make sure that 
everything was as simple as it could be for the 
community partner to follow and know what to 
post each day. For this, we gave the title for each 
image, the day to post, the caption of each post, 
who to tag and what hashtags to put. This allowed 
a very easy method for the community partners to 
follow. On the next page we can see the first two 
weeks and what the schedule looks like.
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Final Designs
After figuring out the schedule and a basic 
understanding of what type of content we were 
going to make, it was time to start making the 
designs for the social media. Do the first thing 
we did was go on their social media to see how 
many pictures/photos on there are suitable for 
designs, as earlier they permitted us to use these. 
In an ideal world, we ourselves would go to schools 
and like to take these photographs of students 
completing their daily mile, but as we only had a 
few weeks to finish the work it would take us too 
long to get permission from schools and parents 
for their kids to be photographed, so we settled 
for photos on their social media. 

An example of the usable 
photos is on the right

The photos already existing on their social 
media were very hit or miss, some of the 
photos were very small so they didn’t fit 
in the 1080X1080, and we didn’t want to 
stretch them out.  Darragh and I as we were 
the graphic designers of the group got into 
a call to discuss what photos to use and put 
them into a holder that everyone could use, 
we did this together as if it was seperate we 
could  be using the same photos



After going through both Facebook and Instagram for the daily mile to try and get usable photos we 
realized that we still didn’t have enough photos to make it to the 32 photos (40 altogether including 
the 8 landmarks we are traveling to Belfast to get). So we got to emailing.

Then the IFA photos were taken in the 
stadium itself, thus we didn’t want 
the impression that the daily mile is 
this grand thing, it is a simple 1-mile 
run in the playground that should only 
take about 15 minutes. With all the 
photos sent in this batch, very little 
agreed with what we wanted to create 
for the challenge, an emphasis on the 
children completing the challenge.

Our community partners then forwarded 
us some emails from the Various events 
that they have taken part in. Ulster Rugby, 
Crusaders football club, and some from 
the IFA. However, after careful review, 
we thought that these photos were not 
suitable for the plan that we thought for 
the campaign. The pictures that they sent 
through with the Crusaders football club 
couldn’t be viewed as the Facebook page 
was available, so we couldn’t use those. 

The Ulster Rugby Club photos 
couldn’t be used as the participants 
in the photos all had Santa hats and 
some with Christmas jumpers, so 
we didn’t want to date the content. 



As the emails we sent ourselves didn’t 
work out like we would have wanted we 
went to out teachers for advice. Adrain and 
Claire were extremely helpful for this as 
they gave us advice on what needs to be 
done and how to tackle it next. As we all 
knew we needed to get more photos Claire 
thought of extending out of daily mile NI and 
seeing if our community partners of the NI 
branch would be able to get photos from the 
professional photographers of the Daily Mile 
UK.

Shortly after Claire sent this email on 
our behalf we got a response from our 
community partner with two separate 
folders, one with photos taken from an event 
at Stormont. From this folder, we choose to 
use little of the photographs within as a lot 
of the photographs were just people signing 
pledges and the like, little to work with our 
plans.

Within the second folder sent over was 
a better range of photos used, showing 
children running which can be easily 
converted into advertisement for the 
Daily Mile as well as used to show children 
completing the challenge. However, there was 
a problem with these photos, the dimensions 
on most of them were very small, with some 
being as small as 588x392 meaning that 
stretching this up to the 1080x1080 that 
Instagram uses it would make the quality 
appalling. 



Photography - 
Landmarks

After we figured out the pictures, we were 
gonna use for the majority of the designs 
for the posts the next step was to get the 
photos for each of the landmarks we were 
going to use. For this, we hired out a Camera 
from the university storage on Thursday 30th 
November and went to Belfast on Monday 4th 
December. We used this trip to also get the 
360-degree photos of the landmarks as well, 
its better for everyone to go on one trip as if 
there is any problems there is someone else 
to help figure out the solution.

We arrived at Belfast around 10:30 am to 
take the photos starting with Stormont 
as it was the start point. There was a real 
challenge with traveling the route and 
figuring out Belfast itself as it’s a hard city 
to travel. As this was taking place in the first 
week of December it was also bitterly cold 
so we were also rushing the photos and the 
360-degree photos. When out there I also 
took some of the photos with my Iphone 
camera just in case anything could happen 
with the file transfer or camera, anything 
really.



However, with this trip, we encountered a 
problem. The traffic and business around the 
city at Christmas time as well as how early it 
gets dark at this time of year meant we were 
working on a limited time frame. Adding on 
none of us really knew how to traverse Belfast 
properly which added a challenging element 
to the photography. We started off with 
Stormont as it was the starting point as well 
as the one that was out of the way the most, 
then to Ormeau Park for the finish line as well 
as around the mile 7 mark. City hall was where 
we lost most of our time as finding parking at 
Christmas in Belfast was troublesome. 



After City Hall, the problems started to come. 
The first one was at city hall which due to being 
in December the Christmas decorations were 
up and the Christmas markets were there. We 
talked about this as a group and decided that 
although the Christmas theme is prevalent and 
it would date the work, Belfast City Hall is one 
of the most important and iconic landmarks to 
use for the Belfast City Marathon and thus the 
26-mile Challenge. So we had to use this even 
though it may date the work.

After we got some of the landmarks with the 
camera as well as the 360 camera it was getting 
dark, thus we could not continue to shoot. 
As Jamie was the one who rented out all the 
equipment we took all the equipment home and 
extracted the photos and sent them to us over 
Basecamp – doc and files section.



Unfortunately, we got beat by timing and it 
went dark on us, thus making some of the 
photos unusable. We need to go back at a later 
stage.



Photography - 
Landmarks, the Revisit

As a group, we decided that heading back to 
Belfast was the correct thing to do. We couldn’t 
do the next day as we had class so we decided 
Thursday to be the best day. We got better 
photos as well as finished the 360-degree 
photos. However, there was still a slight 
problem to be addressed with the landmarks. 
Some of them just are not appealing to the 
camera.



The Final 
Design Stage

After all, photos were taken from their social 
media, and it was then time to design the 40 
posts. Darragh and I split the posts 20 each, 
Darragh took the first 4 weeks and I the last 
4 weeks. After we first sent our unified pitch, 
Adrain gave us an updated paint splash to make 
it seem more “industry standard”, we were 
then able to customize it with the Daily Mile 
Branding colours to suit our choice.

As Darragh’s designs were chosen from the 
pitch he was the one who had the template 
to send over to me so I could work on my 40 
designs. The idea was simple, put a border 
around the main picture and add some paint 
splashes in the corners making sure that we 
don’t cover any of the kid’s faces, which they 
said in the pitch meeting. The paint splash also 
gave us an opportunity to put a bit of text over 
it with the most important information.



However, we ran into another problem with the 
photos. We found that there was no point in 
photographing just random streets around the 
Belfast City Marathon route. To do this we just 
added a couple of paint splashes around the 
post with the frame. This gave us a lot of room 
to add information about the post and room to 
work with what we got. Although, this is not 
the final outcome of what we wanted to begin 
with, some compromises need to be made to get 
all the content for the community partner.

Of the landmarks and locations that we could 
use that worked out well the designs worked 
out well. Like the big fish or the Final locations, 
out of the 20 designs I had to create, I had to 
make 3 designs without the pictures. 

We also had a problem with some of the 
photographs taken from the socials. Some of the 
photos were a tiny bit small and did not fully fit 
in the 1080x1080 frame we were working on, the 
dimensions of an Instagram post. We thus had 
to blow up some of the images, this caused some 
of the photos to be stretched but as we didn’t 
have to stretch them that much so it wasn’t that 
noticeable for the normal person. Also because 
this most likely be viewed on a phone it would 
even be less noticeable.



When I put my Initial 20 designs into Basecamp 
to be peer reviewed, problems arose with it. 
Darragh brought up the point that I was using the 
grey of the Daily Mile brand colours on the posts 
with no main image which as they put it could 
add a “depressing” element to the work. After 
looking at Darragh’s designs as well as listening to 
their reasoning I agreed to them, thus changing 
the background colour on some of the designs 
to white, taking out the depressing feel of my 
originals. After Darragh and I complied the designs 
under one file and with my completed schedule 
and the Website that Jamie created it was time to 
send it over to the community partner.



Stage 4



Before we sent over all the work to the 
Community Partners we first had to get the all-
clear from Adrain to make sure it was all ok and 
nothing stood out.  

Regarding handover, since everything is 
intended for social media, it will either be 
sent via a service like WeTransfer or put 
onto a pen drive and given to Judith because 
the files are too large to be sent over email. 
Claire will accomplish this by obtaining the 
final Basecamp folder containing all of the 
content organised into distinct folders. 
Because we were also sending the schedule 
and the website it would be easier to just 
send the pdf of the schedule over email 
to the community partner similar to just 
sending over the link to the website. 

The Handover



After we sent across our work to the community 
partner we got wonderful reviews from them. It 
was a wonderful experience for a brilliant cause. 
Barbara and Brenda was an excellent partner right 
from the beginning. they always responded quickly 
and made sure we had everything we needed, 
which made our jobs ten times easier.
It’s been a great experience working with a 
company like the Daily Mile NI, and Barabara and 
Brenda have made everything very simple.



“It is 
Absolutly 
Fantastic”
Barbara and Brenda - The Daily Mile



Reflections
It was very exciting to return to class after 
finishing a leave of absence, and I knew that group 
work would be a part of my final year of studying 
interactive media. Darragh, Jamie, and I knew we 
would get along because we had I had lived with 
Darragh for two years before and Jamie or one. 
due to this we already had an excellent rapport 
with each other and were not afraid to let the 
other know what is the plan of attack. There was a 
downside for this year compared to last. This year 
we didn’t live near the university and all apart so 
there was little communication down in person, 
mostly during class. We did however use Microsoft 
Teams as a way to counteract this. I feel to get the 
highest level of content we should have met up in 
person to discuss more.

Everything we produced for this module really 
pleases me. When I think back to Week 1, the 
project as a whole seemed so overwhelming, and 
I thought we would never be able to produce 
anything close to the calibre of previous years. 
With the support and direction of Adrian and 
Claire, our teamwork produced content of which I 
am proud, and we finished the project with fresh 
insights and enhanced abilities.

I plan to concentrate on time management and 
making the most of the time we have available. 
A project like this should take no more than 12 
weeks to research, develop, and produce, but we 
frequently ran out of time. This is something I 
would like to pursue, grow, and improve upon. 




