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Clifton House Belfast Project Social

This production log will document my process 
of the Clifton House Project as part of Project Social. 
Within this I will show my exploration, findings and 
processes towards the final outcome. I hope to clearly 
showcase how I made creative decisions and worked 
within a team to develop a successful response to the 
client, Clifton House. 

Welcome,

Clifton House Belfast Project Social
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01
TH

E RESEARC
H Clifton House

Clifton House is a Georgian building in the centre of Belfast, it is 
the original Poor House and was opened by the Belfast Charitable 
Society in 1774.  For years,  the house was used as a Hospital and 
nursing home for older people. The house continues to be used for 
housing as well as being the home  of the Clifton House Centre, 
which strives to bring history to life with guided tours, augmented 
reality and exhibitions telling the stories of the Poor House. The 
core values of Clifton House sit within its work to deliver help to 
those who are disadvantaged. The house is also used for hosting 
corporate events and conferences. This upcoming year, Clifton 
House approaches it’s 250th Anniversary.

1.1
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Client Research
1.2

To deliver the best outputs for 
the client, it is important that we 
understand who they are, where 
they began, and what their 
core values are, and what their 
needs and goals are. Once we, 
as a designer understand this, it 
helps us deliver more accurately 
to the brief provided. As said 
by Lunenfeld (2003), “Design 
research creates a place to braid 
theory and practice to make the 
work stronger”. The research 
step is an important step in any 
project, however understanding 
the history of Clifton House 
was necessary to construct 
this project, we must look back 
on it’s story to build it’s future 
and ensure that the history is 
identifiable through it’s new 
identity. We conducted a lot of 
research through the current 
Clifton House website along 
with any other relevant online 
sources we could find.  This 
information is what is currently 
available to the public, and what 
our first initial understanding 
of who Clifton House , and the 
Belfast Charitable Society are. 

Online Research

Opened in 1774 by Belfast Charitable Society

the building was the original Poor House in Belfast, 
until the 1880s

For 120 years it was a hospital and a nursing 
home for older people

For over a century it was used as a nursing home 
and hospital for older people

 
Clifton House is Belfast’s most historic meeting 

venue, offering an inspiring space for a wide range 
of events including seminars, conferences, strategic 

planning sessions and private fine dining.

It is also home to a heritage centre alongside 
a residential home and sheltered accommodation 

apartments.

The house offers guided tours, talks and 
exhibitions, as well as augmented reality, helping 

to tell the stories of the Poor House and those who 
sought sanctuary there.

Our visit to Clifton House.
On Friday the 27th of October, 
Josh and I headed to Clifton 
House to visit the team and learn 
a bit more about the house itself.  
A deeper understanding of the 
House and the history allowed 
us to understand the brief better 
, and design assets that reflect the 
house accurately and resonate 
with / target  the right audience. 

It was important to us as a 
team to not only meet the 
members at Clifton House to 
further understand what they 
wanted out of this project, but 
to also dive into the history of 
the House. We as designers 
understand that design must 
not just look good but solve a 
problem. The power behind a 
good brand is brand strategy. 
Filtering in meaning to the 
aesthetics,  makes a bigger 
impact than something that just 
looks good. This was our goal.

Lunenfeld discusses the 
importance of research in his 
paper “The Design Cluster”, 
“By moving away from “mere 
styling” of the product itself 
and into the interlocking 
systems that manifest, support, 
constrain and envelop products, 
designers can rightfully claim 
lay claim to a much farther 
reaching contribution” (2003). 
To achieve this power to the 
brand we wanted to learn as 
much as possible from the 
visit,  and implement it across 
all of our design decisions. At 
the House we took a tour with 
one of the Historians, Jason. 
Jason informed us about the 
founders of the house and the 
important characters associated 
across its 250 year time-line. 
Not only this, we learned about 
the architecture and design 
of the House, Designed by an 
amateur architect Mr Cooley. 
The building was something 
I wanted to incorporate into 
my master logo.  Josh and I 
were also fortunate to speak 
with other members of Staff, 
and got to explore the house 
with the Augmented Reality 
tour, which allowed us to 
see into the House’s past. 

27/10/23

House Entrance

Exploring with AR

AR Tour of the house
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Clifton House Belfast



Our visit to Clifton House
This  visit  was a great opportunity for our team to learn more about Clifton House.  The team made 
these plans to visit the house using the software Basecamp where our team held all communication, 
shared files and documents and scheduled meetings. This made it easy to organise, alongside Claire’s 
email thread to the community partner requesting available dates that was suitable for us to visit. 
Presented is the process of us figuring out availability, planning and scheduling as a team, utilising the 
software. 

Myself and Tia 
discussing availability 
to visit client on Friday 
27th of October. 
This was the date the 
team at Clifton House 
suggested.

Once Claire informed us via 
Basecamp that  Clifton House 
had availability on Friday the 
27th of October, I referred 
to the Basecamp board where 
the whole team filled out their 
individual availability as well as 
when the group as a whole was 
available. Using this information, 
I sent a chat into Basecamp 
asking the team if Friday 
suited.

We used our scheduling tool on 
Basecamp to set a date and 
time for the visit. Everyone was 
sent an invitation to this event, 
including Adrian and Claire, so 
that they could see what we were 
doing during the week. This tool 
was really useful for organising 
meetings and setting reminders for  
internal deadlines for our team. 

Unfortunately Tia was unable to 
attend last minute to the visit. 
After myself and Josh attended 
the tour of Clifton house, we 
kept the rest of the team up to 
date on the campsite chat.

To summarise,  Basecamp allowed us to organise and 
communicate easily to plan and update others about our 
visit. We also uploaded all images that we captured on 
our visit to share with the team. 

Summary.



What did we learn?
The visit to Clifton House helped us to build on our knowledge of the history of the building, and all 
of the characters associated with it. This was really useful for us to develop out our ideas and concepts 
for the project ahead of us. Here are some of the facts we learned about Clifton House from our tour.

As well as a tonne of information about the history and the house, we also got to capture some imagery 
of the rooms and art inside the house. I took all of these images on my camera and edited them. These 
photos were really useful to use as inspiration when creating mood-boards and developing out a brand 
strategy. It allowed us to create something that fit in well with the personality of the house. 

The Belfast Charitable Society 
own the centre section of the 
house. Belfast Charitable Society was 

apart of bringing the first of 
clean water systems to Belfast.

The basement of the House was 
used to teach women and children 
to use spinning wheels.

There was often over 200 people 
living in the poor house at one 
time.

A bell from one of the first 
churches in Belfast was used in 
the house to alert residents that 
it was meal time.Clifton House has a AR tour 

via ipads that allows you to look 
around the house as it was years 
ago.

Clifton House was built by an 
amateur architect, Mr Cooley.

07

Photo suite.
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Market 
Research

1.3

Benchmarking & Competitor Analysis

Whether you are  launching 
a re-brand or marketing 
campaign, or social media 
presence, it is important to not 
only understand your audience, 
but also your competitors. In 
this instance, there was 3 main 
areas we needed to research 
into within the competitors of 
Clifton House. As the audiences 
will be similar, we can analyse 
what type of content and 
approach performs well for 
others, and apply it to our own 
strategy and plan. These are the 
3 areas in which we researched:

Similar Brands
The style of how others are 
presenting themselves, and 
why it is working for them.

Anniversary Brands
Temporary re-brands 
for similar organisations 
celebrating milestones.

Social Media
How others create and 
distribute content, and which 
platforms they utilise. 

Once we established the areas 
we needed to look at, we 
needed to find out who our 
clients competitors were. So 
how do we find that out? How 
we approached this was by 
figuring out what the clients 
USP and services are. Once we 
knew this, we could use these 
to search other organisations 
that offer these services within 
Northern Ireland. First up was 
to establish what Clifton House 
was offering, their unique selling 
points and the categories they 
fall into:  

We ran into some issues when 
trying to find other similar 
organisations that are offering 
the  same unique combination 
of services that Clifton House 
does. What we found in 
our research was that most  
Georgian houses that tend to 
offer event spaces, are usually 
wedding venues and this is their 
main selling point. There are 
not many other organisations 
that are event venues and also 
historical houses that facilitate 
tours and exhibitions. So, how 
did we get around this? We as 
a team came to a decision after 
a discussion that it was best to 
base the majority of our market 
research on Georgian houses 
in Northern Ireland that are 
used for event hire, even if this 
is primarily wedding venue. 
We decided this as this was 
the market with the widest 
range, this market is also the 
most popular so we thought 
we would gain the most value 
from researching it. We also 
researched other historical 
houses that didn’t offer event hire.

Services/ Unique Selling Points
Venue Hire 
Catering
Tours

Categories 
Historical Houses 
Georgian Houses 
Event Hire 
Corporate Hire 
Historical Talks 
Historical Exhibitions
Northern Ireland/ Belfast 
Tourist Attraction

Here’s what we found.
And how we found it.
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Before we began looking up competitors we needed to figure 
out how we were analysing these organisations, and essentially 
how we were “scoring” them against Clifton House. I carried 
out some research into performing brand assessments and 
benchmarking categories. I shared these with the team on 
a Basecamp message board so that everyone could conduct 
their benchmarking in a way that is consistent with everyone 
else in the team. It also acted as a useful guideline in how we 
needed to break down these organisations brands, social 
media and other assets. 

Take a look 



Useful Resources.

I added into Basecamp a 
useful website that breaks 
down benchmarking categories 
for evaluating brand strategy 
which is one of the elements 
we decided to compare.

I also added in some useful 
websites that break down how 
to perform a brand assessment, 
as well as what elements we 
should be looking at. For each 
website I added, I summarised 
what I felt was the key 
information that I found 
within, for easier accessibility & 
efficiency for the team.

Additional helpful sites, also 
looking at what a successful 
social media plan looks like, so 
that we could break down the 
competitors social presence.

Whilst re-searching, I came 
across the Kellers Brand 
Equity model. This came in 
really useful further down the 
line when we began to develop 
our strategies and identity. 
I considered this model when 
designing my concept to ensure 
I was thinking about the 
audience. I added this into 
our board to assist us with 
benchmarking.

Benchmarking.
The team began to search for the competitors or similar organisations using Google search and our 
categories we established earlier, we then broke these down into 3 types of categories. I created a 
message board for the team to add links to all the organisations we found. 

Similar Organisations Estate Anniversary’s Similar Social Media
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Josh then uploaded to the same message board,  an Excel sheet template for us to begin scoring 
these organisations. We scheduled a Microsoft Teams call  to plan how we would break down the 
information I found in the resource websites, and use this in the benchmarking template. I scheduled 
the call in Basecamp for 6pm and sent invites to the rest of the team, so that we could collaborate and 
decide on the categories together. 

As shown above, the meeting was entered into our schedule. The image beside is taken from my 
Toggl account. We used Toggl to track our time, to simulate how we would price and track our 
time across projects in a paying client situation. As shown, I added our benchmarking session to our 
Clifton House project tag. The meeting lasted longer than anticipated, spanning across 3 hours. This 
is why it is important to track your time, because more often than not we under-estimate how long 
tasks will take.  We spent a lot of time deciding what exactly we thought was important to examine 
in other organisations, by discussing each section in detail and filling out the template together.  
As we began filling out the template, we encountered an issue. Excel was making it difficult for us 
to fill out our sections, this could be down to lack of familiarity to the software. We decided that 
for efficiency, we would swap to a Word document. Josh recreated this up quickly and added it to 
Basecamp, as shown in the image at the top of this page. 

Basecamp Toggl
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Once the form structure was completed, it was time to fill it out and begin scoring. To divide up the 
work, we gave each of ourselves 2 organisations  to break down. I then created to-do lists in Basecamp 
for each of us, assigning a deadline of October 12th. We decided as a team, to stay on schedule, that 
we would give ourselves deadlines to ensure we kept good time management. Below is shown each of 
our to-do lists for our first week with assigned tasks for each, this is so that Basecamp would notify us 
when deadlines were nearing. This was also helpful as we could see how other members of the team 
were progressing with the checklist tool, meaning we could see if we needed to offer up any help. 
For each to-do list I added all members of the team, including Claire and Adrian as subscribers. This 
means that when someone ticks of an item or comments, all members will be notified. 

As you can see from this 
screen grab, I was assigned 
Hillmount House and Tullyveery 
House to assess the Brand, 
Website, Social Media Strategy/ 
Campaigns and Anniversary 
elements of these. We added 
in a section to analyse the 
websites of each as there 
was a possibility that we may 
need to create web assets for 
Clifton House, however this had 
not yet been confirmed.

I also set up Josh and Tia’s 
first week of to-do lists. They 
were able to tick these off 
as we progressed.

14
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As shown in the following documents, we divided the benchmarking into categories and then 
category features. We used this sheet to examine, analyse and score in detail each area of these 
organisations. This exercise helped us to not only find inspiration from others, but to see where 
others may have not succeeded in their attempts. Once we had each filled out our assigned 
organisations sections, we as a team collaboratively filled out the Clifton House section. This proved 
most effective as we could combine all of our learnings and examine Clifton House in greater detail. 
As shown in the screen shot of my Toggl account below, we spent a lot of time ensuring that we 
filled this out as accurately as possible, The meeting lasted from 7pm-12pm on Microsoft Teams. We 
decided to work on this late so that we could deliver on our internal deadline of the 12th of October.  
I also added this into our schedule on Basecamp prior, as before we ended up spending more time on 
this than planned.

The Production.

Shown above is myself asking the team on the campfire chat if the rest of the team 
were available for a meeting. Once the team confirmed, I scheduled us in some time 
for this in our Basecamp schedule.
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The Document.
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We practised using positive language throughout our benchmarking 
of Clifton House. In areas that we felt Clifton were weaker in 
we used phrases such as “there is an opportunity to..” or “there is 
room for improvement..” 

We then added an editable version of this word 
document as well as a PDF to our documents on 
Basecamp. We invited Adrian to the folder to review 
our work, we had no changes to make.

Summary.
Overall, our learnings from the benchmarking process is that Clifton House is below average on 
most of the areas we researched into. However, this was helpful as it gave us insight into the areas 
in which we need to support them. We can support them through the assets that we create. If we 
were to carry this process out again, it would be useful to look at a wider range of organisations 
to see how else we could strengthen our concepts. Due to the few similar establishments this was 
quite difficult to achieve. A solution to this may be to look outside of Northern Ireland into a larger 
market.

20



02
TH

E BRIEF

Initial Meeting
The initial meeting with the client was really important to us. We 
not only wanted to make a good impression so that the team could 
trust us with this project, we also wanted to get to know the team and 
find out what they would really like out of this work. The meeting 
would allow us to understand what the deliverables are as well as 
the directions they want to go in, it also gave us the opportunity to 
establish boundaries and restrictions with the current brand.

2.1

22

With The Belfast Charitable Society.



Initially, Claire had full 
communication with the client. 
Therefore, Claire arranged a 
date for us to meet using our 
availability board on Basecamp. 
On the 5th of October, Claire 
posted a message board in 
Basecamp to inform us of when 
this meeting would take place. 
The initial meeting would take 
place on the 12th of October, we 
had at this point finished our 
benchmarking and research so 
that we were prepared for this 
meeting.

Claire created a backup message 
board on Basecamp that included 
the meeting link for us to use on 
the day. 

Once we had this 
confirmation, I added 
it into the Basecamp 
schedule. This would 
act as a reminder for 
us to ensure we had 
all our prep one before 
hand.

During our benchmarking meeting 
on the 11th of October we 
established a number of questions 
that we wanted to ask the client. 
We as a team discussed what 
we felt was the most important 
information we needed from the 
client. This screen shot shows the 
questions that we came up with. 

23

The meeting.

The initial meeting was a great 
success. Claire joined our first 
meeting to introduce us to the 
team. We loved getting to meet 
the community partners Paula, 
Caroline and Lauren. The team 
was really friendly and excited 
about the work we were about 
to start.  The meeting lasted 
only an hour but in that time 
we learned lots about what 
the Belfast Charitable Society 
does and the History of Clifton 
House. Josh was assigned to take 
notes throughout the meeting 
so that we could refer back to 
them. Josh then typed these up 
and uploaded the documents to  
a message board on Basecamp. 
We discussed Project Goals, 

Events and Time-lines, 
Communication and branding. 
We also established a main 
point of contact  who would 
be Caroline the Marketing 
Consultant at Clifton House. 
This is who we would send 
all enquiries to. Within the 
meeting, the team at Clifton 
House walked us through their 
calendar for their upcoming 
year. They had created a social 
media schedule to celebrate 
the 250th anniversary. This 
calendar included the themes 
for each month, events that will 
be taking place and any other 
information that would be useful 
to us. Unfortunately, time ran on 
and we did not have time to ask

all of our questions that we 
had prepared. However, we 
felt that the team covered all 
questions that we had when 
they were walking us through 
the project. Anything that 
wasn’t covered, we asked at the 
end of the meeting. The overall 
census of the discussion was 
that the team wished to reach 
a younger audience whilst also 
still appealing to their current 
demographic. The other point 
of interest, was to communicate 
through all messaging  either a 
historical fact,  message about 
the BCS or what the BCS 
would be doing today in 2024, 
and what have we learned? 

24



The Takeaways.

250th Anniversary Logo and Brand 
Design.

Branded Social Media Calendar 
(Optional addition)

Brand Guidelines

Photo suite 
(Optional addition)

Social Media Campaign Identity, 
including templates for each type 

of content post.

Icons to use for each theme of 
the month.

Merchandise Designs

A1 Posters for each months theme.

After the meeting it was clear to us what Clifton House wanted for this anniversary project. We could 
use these notes to guide us and keep us on the right track as we developed out the assets for this 
project. After this discussion, we were also able to establish and define the deliverables in which we 
were to create for the client. These were as follows:

25 26
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The Follow Up.

Claire created a message board 
to share this follow up email 
from Caroline. We requested 
a number of items from the 
team that would help us. As you 
can see from the screen grab, 
we asked Caroline to  source 
us some analytics’s from their 
social media channels. This was 
to help us further understand 
their audience, so that we could 
mould our content around this 
knowledge. Analytics’s give us 
a great insight to what type of  

of content works and what 
doesn’t. This can be different for 
every organisation, depending 
on their audience majority and 
type of work. For example, 
people following Clifton House 
are likely to be of an older 
audience and have an interest in 
History and Charity. Therefore, 
the type of content they would 
most likely want to see would be, 
historical facts,  event details and  
any updates about the house. 
There is also opportunity to

branch into a younger audience, 
we can do this by promoting 
more video, interesting graphics 
and distribute across platforms 
with younger audiences such as 
Tik Tok. Caroline also provided 
some other information such 
as Tour details and funding 
projects. Caroline also agreed to 
send us a colour coded calendar 
for open and closed events that 
we could advertise in the social 
media campaign. 

The Follow Up.

Claire also provided the 
emails of the partners for 
us on a Basecamp message 
board for us to use to 
contact them with any 
questions.

I also asked Claire for 
her email to ensure she 
was cc’d into all emails. 
This was to ensure Claire 
could see all communication 
between us and the client.



Brief Creation
2.2

After our initial meeting it 
was time to begin creating 
the brief. This document is 
really important as it contains 
a number of things we must 
communicate to the community 
partner about the project. In 
week 2 , Adrian gave us a lesson 
on how to write a brief. We as 
a team, took a lot of guidance 
from this lecture and used it as 
a structure for our own brief.  
Outlined below is what Adrian 
informed us a brief should be: 

Shows your understanding of the 
project based on your kick-off meeting 
with the community partner.

Proposes the work you are going to 
undertake to meet the challenges put 
forward by the community partner.

Serves as a record of the work to 
be undertaken including media type, 
amount of work and deliverables.

Serves as a document which helps 
steer the creative decision making as 
you progress the project.

Finally, serves as the benchmark 
against which you will assess and 
reflect on your final media outcomes.

Keeping all this in mind we 
began planning the brief and 
how we were going to structure 
it. Again, we used the structure 
that Adrian used in week 2.. This 
was the sections we used as a 
team to develop out the brief: 

Index 

Community Partner 

The Project 

Objectives 

Target Audience 

Deliverables 

Competitors 

Tone, Message and Style 

Time-scale 

Budget 

Meet the Team

Once we established the layout of 
the brief we then assigned each 
member of the team sections to 
create. I created a message board 
on Basecamp to do this. 

This is how we decided to break 
up the work. As you can see, I 
have more sections than both 
Josh and Tia. This was due to the 
fact that my sections didn’t need 
as much detail as the others, 
I was also the one creating 
& designing the document, 
entering in everyone’s work. We 
came to this decision as a team.  
After this distribution of work 
was established, I then created 
to-do lists for week 2 for each 
member of the team. 
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These are screen shots of 
the to-do lists I created for 
week 2. We gave ourselves 
an internal deadline of 
October 19th to have these 
tasks completed. Our time 
management was great over 
the entire project and these 
to-do lists kept us in check. 
As you can see in the images, 
there is more tasks than we 
assigned on the initial board. 
This was due to the fact, as 
we chipped away at the work, 
we found there was other things 
we needed to do. So, we added 
these additional tasks to our 
lists.

The Prep.

The Creation.

We gave ourselves a week to 
complete the brief, I added 
into the Basecamp calendar a 
meeting for the 19th of October, 
which was our deadline. The 
purpose of this meeting was to 
have final checks of the brief 
and ensure we were happy with 
the document before it was sent 
of to the client.
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This is a screen grab 
of my toggl account 
from week 2. I spent 
4 1/2 hours creating my 
section of the brief on 
Monday and Wednesday. 
On Thursday myself and 
Josh had a 4 hour session 
finalising the brief and 
making all the changes 
we received from our 
feedback in class with 
Adrian. This was done over 
Microsoft Teams.

Tia had missed a few 
classes, to ensure we kept 
in communication with her 
we used the campfire 
chat to request any 
pieces of work we needed 
from her for the brief. 

Once myself and Josh had 
completed making the amends, 
Josh added the updated 
document into the campfire 
chat so that Tia could add in 
some decorative illustrations to 
the document.

Unfortunately, myself and Josh had some communication issues with Tia throughout 
this process. We didn’t hear back until the 24th about the additions to the brief. Tia 
suggested that we re-think adding any illustrations into the brief.

We took Tia’s feedback on 
board and took a look in 
class together. We came to 
the decision as a team to 
leave the illustrations out 
for a cleaner look. Here 
was my response in the 
campfire chat.

We logged 3 1/2 hours of class time on Thursday 26th of 
October for brief creation. This included finalising the brief with 
Adrian and sending it off to the client.

Sign off from Adrian on Basecamp before we sent the brief.
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The Brief.

Ellie’s Section Josh’s Section

Josh’s SectionEllie’s Section
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Josh’s Section Tia’s Section

Tia’s SectionJosh’s Section
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Tia’s Section

Ellie’s Section

Ellie’s Section

Ellie’s Section
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The Feedback.

The above screen grab shows my email to the team on Thursday the 26th of October. As soon as we got 
the go-ahead from Adrian I sent the brief off immediately so that we could get feedback.

This was the response from Caroline and the team. Overall, the response was positive. The team at 
Clifton communicated that there was a few changes required involving target audience, Tone, message 
and style, and the deliverables. The team felt they hadn’t communicated to us properly so we decided it 
was best for us to have another meeting to clarify a few things before we made anymore progress.

A little bit about my findings.

Time scale Budget
For the time scale section, I broke 
down each individual milestone 
in which we had to cover over 
the project. I then looked at 
how many weeks that we had 
(12) to complete the project. 
This was then implemented 
into our internal deadlines in 
our to-do lists in Basecamp to 
ensure we stayed on schedule. 
Of course, some tasks will 
take longer than anticipated 
however, I ensured that we had 
enough room for unforeseen 
circumstances and errors.

The client does not have a 
specific budget for this project. 
However, I thought it would be 
useful for the client to know the 
average costs for merchandise 
items and advertising. I used a 
range of sites to find an average 
cost of printing on items such as 
pens, key chains, bookmarks, all 
things that would appeal to this 
client and its audience. I used 
a really useful site to compare 
the rental costs for advertising 
spaces in Belfast, the site is called 
Billboard Advertising found at 

www.billboardadvertising.org.uk
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Josh and Tia posted into the campfire the above message regarding the meeting. The team were not 
available for the time Claire had suggested to the client, but with a quick message into Basecamp this 
was solved! Claire also gave us some advice on changing the brief and questions we had in regard to the 
pitch decks. The next step was to have the second meeting.

All of the images in the brief were sourced by 
Josh. Josh uploaded all of these to Basecamp 
Documents and also sent me some on the private 
message tool on Basecamp.

The following emails show Claire responding to Caroline’s email to organise another meeting over teams.
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This is a screen grab of my 
notes that I was assigned to 
take during our second meeting. 
These points are some of the 
additions and changes the clients 
would like to add to the brief.

Something they really wanted to 
come across in this project was 
what they have learnt over the 
past 250 years as well as what 
are they doing today. 

Within this meeting, we also 
discussed the social media 
strategy in more depth. The team 
felt strongly about developing 
3 types of content that was 
either about the future, past or 
learned. 

We also cleared up the issue with 
the “clear text”, after printing 
the brief at the University, the 
issue was with the printer at 
Clifton House.

I added these notes into a 
Basecamp message board so that 
everyone could view them.

Second Meet.
2.3

The second meeting with the client went really well. They 
communicated their points clearly and it allowed us to make the 
changes needed to the brief.  We set up the meeting on Microsoft 
Teams on Thursday 2nd of November during class time.
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Revised Brief.
2.4

After we had our second meeting with the team at Clifton House, 
we went back and revised the brief and made the changes based on 
our notes from the meeting. Myself and Josh made the revisions to 
the brief. The finalised brief is shown below.
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Summary.
Creating  the brief not only outlined our intentions with the project, it also gave us the chance to 
get a deeper understanding of the clients needs. By having the second meeting and feedback, it 
allowed us to improve the outcomes of what we were creating and maximise the effect they would 
have. It would also allow us to have a more satisfied client! We ran into a few issues in this section 
of the project, such as having communication issues with Tia. We overcame this by reaching out 
over Basecamp and continuing to have weekly meetings ( myself and Josh), to ensure all work was 
picked up on. If I were to re-do this section of the project I would have visited the house prior to 
creating the document so that we had a further understanding of the client and all that Clifton 
House is. Unfortunately we did not visit Clifton House until we sent of our first version of the 
brief, once we had visited and met with the client again, it was easier to understand what they were 
communicating to us.
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Statement 
of Intent.

My goal is to design a brand that not only meets the clients needs, 
but also really communicates good design. I want the design to 
have meaning and thought behind it, not just a logo that looks 
good. I want the Clifton House 250th Anniversary brand to appeal 
to an audience of my own age, therefore there will be elements of 
graphic design that trends amongst a younger demographic. While 
in-incorporating this modernism, I also want the History and 
Heritage to shine through throughout the entirety of the brand.

3.1
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Inspiration &
Mood Boards.

3.2

At the start of every great creative process is the mood boarding step. This is where you can combine 
lots of things you like or relate to the brief and allows the inspiration to flow. It generates ideas and 
allows you to make visual connections. I had a number of ideas and sources of inspiration for my 
Clifton House brand concept. I began thinking about history and art, I also thought about what we 
seen at the house, what we learnt about the house  as well as colours, icons, typefaces and imagery. 
Here is some of the words I connected when brainstorming :
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History

Art

Renaissance 
Paintings

Oil Paintings

Colours 

Deep colours 

Old Fonts 

Gold 

Neon contrast Historic Colours  

Heritage  

Will keep the 
current audience  

Will attract 
younger audience  

Historians  

Diaries 
Icons

Sketches/ Hand 
Drawn 

Portraits found 
in Clifton House

Collaborative Mood Boarding.

https://pin.it/4LNAKmV

At the very beginning of our 
project I set up a collaborative 
Pinterest board for the whole 
team to add in inspiration. I 
shared this in the campfire 
chat and invited everyone to the 
board. 

This is a screen grab of our shared Pinterest board, if you 
would like to take a look at all the pins we gathered use 
this link: 
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Individual Mood Boarding. I set this mood board up in illustrator, I started combining 
my word map, Pinterest images, my own images and anything 
else I thought fit in. I included Icon examples, typeface 
examples, colours, layouts, UX structures and imagery.

My own image 
of portraits at 
Clifton House!

I gained a lot of 
inspiration from 
these paintings in 
Clifton House in 
terms of colours.

Use of Est, could 
be incorporated 
for anniversary 
element.

How this could be used across other 
assets such as web elements.

Thin script 
typefaces, 
reflecting a 
historical look.

Bright yellow 
typeface 
contrasting against 
dark moody colours, 
creating a modern 
look.

My own image of portraits 
at Clifton House!

Scrap booking 
elements, inspired 
by historical 
letters.

Using fine line 
drawings of the 
building itself 
within the logo.

Minimalist look, 
very museum like. 
This would work 
well with the 
Clifton House 
theme.



Sketches & 
First Thoughts.

3.3
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Sketching is a great way to 
let the creative juices flow, it 
is a fast paced process that 
allows you to get all of your 
first initial thoughts out onto 
a page, then you can begin 
to combine or develop these 
ideas out. Kreafolk describes 
the importance of sketching  
in the creative process as the 
following,  “Sketching allows 
you to explore these ideas 
rapidly and without constraints, 
fostering a rich environment 
for innovation and creativity.  
Moreover, sketching plays a 
crucial role in the conceptual

l development of a logo. In the 
early stages of the logo design 
process, the aim is to generate 
as many different ideas as 
possible. Sketching facilitates 
this by enabling you to iterate 
quickly and explore various 
design concepts. It encourages 
thinking outside the box, leading 
to the creation of unique and 
compelling logo designs.” My 
sketching process allowed me 
to develop out the initial ideas 
I had for the Clifton House 
250th logo. I played a lot with 
the numbers and utilising the 
structure of the middle portion

of the house. As the BCS only 
owns the middle potion of the 
house, I felt that  this could be 
portrayed within the logo.  I also 
played about with the idea of 
incorporating the arched gate at 
the front of the house, this gate 
included the date in which the 
House was built and would tie in 
well with the 250th anniversary 
theme.   One of my main goals 
was to create a logo that could 
also be used as a device, such a 
s a stamp. The device would be 
cohesive and a part of the logo.  
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I then began to look 
at a 250 on its own. 
The stacked numbers 
came from a museum 
style of logo. 

From this page of 
sketches you can see 
how I was trying to 
firstly combine the arch 
of the gate and the 
250 numbers together. 

Using the structure of 
the house as the main 
element of the logo. 

Testing out layouts of 
the 250th element.

As my ideas developed 
out, I began to sketch 
the middle section 
of the house and 
incorporate it within 
the zero of the 250. 
This is the logo that 
I developed out in the 
end.

Here I was using just the 
C and the H from Clifton 
House along with the spire 
of the building, which is its 
most distinguishable feature.

I started to play around 
with using the spiral as the 
“i” in Clifton.

Another variation of the post it 
note sketch.

I also had ideas that I 
sketched down when away 
from my sketch book so I 
added them in as post it 
notes to view side by side 
with the other options.

I also tried to use the 
weather vain as it is one of 
the original and identifiable 
features of the house. I 
swapped the NESW with C,H, 
EST and 1774. 

The First Sketches.



The Logo.
3.4
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The logo will be the centre piece 
to the 250th Anniversary brand.  
It will be shown on all  material 
used throughout the year. 
It is important that the logo 
communicates elements that are 
important to the client.  I want 
the logo to be emotive, historical 
yet modern and incorporate the 
building itself as this is what 
the anniversary is  celebrating.

After creating the initial 
sketches, I de-constructed the 
current logo. I analysed it, noted 
it’s flaws and it’s strengths.  
We had previously asked the 
client what they liked about 
the  current logo and branding., 
their response was they loved 
the heritage deep colours 
and also the corporation of 
the house in the master logo.

Over the next few pages  I will 
be showcasing and breaking 
down my concept development  
working towards the pitch.  I 
created my designs over week 
5 and scheduled and tracked 
my time that I spent doing this 
on Toggl. I also set up to-do 
lists for everyone to create 3 
design concepts  on Basecamp. 

As shown above from my Toggl dashboard, I spent a total of 11 
hours developing out my concept.  Toggl is great as it shows me how 
much time I have spent in total on this project.

Albert Lang oil painting, the earthy, rich 
colours is exactly the vibe that I was 
going for. I feel this communicates History 
and heritage.

This is the image that gave me the inspiration for using 
the lemon colour of text over these oil painting colours 
to create a historic yet modern look- catering for both 
the current audience and a potential younger audience. 
It is important to the BCS to begin targeting a younger 
audience so that the history of the house lives on.

This was my first art board I put together. I found this font called “Gyst Variable” and I was 
set on using it from the moment I saw it. I screen grabbed a section of an oil painting with the 
colours I wanted to use and created the background with it. My inspiration for the colours came from 
renaissance paintings as well as the oil paintings found in Clifton House. I used an overlay over the 
painting background and contrasted this with the bright lemon colour typeface. I used a format of the 
light version of the font for the Clifton House, and the second line of text using the regular version. 

The development.
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Here I tested a sketched version of the House. I took the building from another angle and used the 
same lemon colour against a dark background. I created this sketch using procreate on my Ipad using 
a dry ink brush. I really liked the final outcome and look however, I felt that it was too detailed to 
include in the logo and could be impractical for printing. I also wanted the 250 to be a main component 
in the logo. I ended up using this style of sketching for other elements of the brand further down the 
line, as I thought the look and style of the drawing matched the vibe of the brief. 

Testing the typeface out with the 
250 numbers.

I liked the idea of using the house within a 
crest, I felt this looked really Historic and 
brought out the heritage of the House. 

Messing around with the structure and 
stacking/ intertwining the numbers. 
I couldn’t seem to find a way to 
make this work. The layering looked 
unnatural and forced.

These are some of the examples I 
took direction from for intertwining the 
numbers. One challenge I faced was 
finding 250 logos to see how others 
balanced out the heights of the numbers, 
however there is very little 250th logos 
out there. I over came this by looking 
at other anniversary logos that had 2’s, 
0’s and 5’s to see how other designers 
styled these numbers.

I decided to create a vector of the 
building and incorporate it into a 
crest shape. I added this above the 
word mark, and added the Est and 
the date as I had looked at before.  
I really loved this version, it looked 
really professional and sleek with the 
thin lines. The only issue I felt with 
this was it didn’t show off the 250th 
aspect enough, the only element of 
this was in the date, but it wasn’t 
obvious enough. 
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I wanted to test this out against different backgrounds, I thought this would help me when it came to 
finalising the colour pallet later. As the painting I was initially using, belongs to an artist I couldn’t 
use this. So I decided to use Bing AI to create these generated backgrounds. I used words such as 
renaissance, oil painting, oil texture, beige, deep colours and clouds to try and achieve the look I was 
going for. Unfortunately, none of the results produced what I was hoping for. I also tried to use the 
photographs of the oil paintings that I captured at Clifton House (last image), however, again I did 
not get the look I wanted. Doing this, created a really pixelated look as I wanted to pick up on the 
texture of the oil paint but the images weren’t high enough resolution.   

Above is some experimentation with using only the spire of the building. This concept is intended to resemble 
the look of the house through the gate at the front. The arch is used to contain the logo and makes 
it a less awkward shape. I played around with type placement in these versions, however I felt again, 
that this concept didn’t clearly communicate the 250th anniversary celebration.  
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The Chosen Logo.

I decided to combine my crest idea with the 250th 
type design I had used earlier in my creative 
process. I loved this combination, it solved the issue 
of the 250th not being communicated as well as 
incorporating the building. This design also allows for 
the crest to be used as a device on it’s own. The 
design is also future proofed as the crest could be 
used as the logo after the 250th year celebrations 
are over.

This was the final outcome. I filled in the background of the O behind the spire of the building to make 
the 250th clearer. I feel that this logo is really strong, it can be used without the word mark and the 
crest can be used as a stamp. This is the logo I decided to put forward for the pitch.

Here I lifted the overlay and tried out different 
typefaces with the logo. However, I felt that the 
Gyst font I selected previously worked far better. 
This type was almost too modern.

I held a focus group in my work (Whitenoise 
Studios) and the outcome was that people 
felt that the O wasn’t obvious. The designers 
recommendations were to outline the O behind the 
spire to make it more obvious that it was 250. I 
understood what they were communicating, however I 
did not like the outcome of this design. I decided to 
tweak it and try to come up with a solution.

The Final Logo.
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The Unused Concepts.



The Colours.
3.5

From my research and 
inspiration, I knew that I 
wanted to use deep, darker 
and richer colours. I wanted to 
utilise colours that you would 
find in older oil paintings , 
this related a lot to Clifton 
House itself.  I looked firstly 
at  deep greens, browns 
and beige. After our second 
meeting the client expressed  

their love for their heritage 
colours which they selected 
from the Duluxe “heritage” 
range.  One of these colours is 
a deep maroon, so I decided to 
look at some reds to incorporate. 
The client also makes use of 
green and gold, so I took some 
time to look at refreshing 
the  existing colours to create 
a whole new colour pallet. 

My goal was to create a colour 
pallet that complimented the 
logo I created. I also wanted the 
brand to feel professional, and 
well thought out. In the next 
few pages  I will be showing my 
process of picking swatches that 
looked both on screen and print, 
as well as looked good together.  

Based on my images and from my initial ideas, I knew a few colours I wanted to use in the brand. 
I wanted to utilise a deep bottle green, this is a colour that Clifton House already uses. I found 
during my eye dropping of the previous portrait, a neutral beige from the skin tones of the man. I 
also wanted to use the lemon yellow from my logo concepts. The last colour I planned to find was 
an alternative to the maroon Clifton House was using, my goal was to find a deep red that would 
compliment the rest of the colours.
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The Inspiration.

The Process.

The deep colours used in these portraits from Clifton House 
were the inspiration in my colour pallet. I used a number of 
methods such as eye dropping these photographs to capture the 
tones of the paint. 

One of the challenges I faced 
was trying to find a colours that 
paired well both on print and on 
screen. This is me using swatches 
to choose colours based on how 
they look printed. Colours can look 
one colour on screen as RGB and 
look very different printed as 
CMYK. The use of these swatches 
allowed me to overcome this.
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The Testing.

The testing process included a lot of trial and error. It was difficult to find a swatch that matched 
my lemon yellow used for the logo. My process included finding a swatch that looked similar, testing it on 
screen and comparing it to the original. I also had to pair these with the other colours to ensure they 
complimented each other. Above is an art board showing a testing of the lemon swatches.

This was the final colour selections after testing. I decided on two greens, a red, a beige and the 
lemon yellow. I had to keep in mind that these had to be utilised to create visual categories for the 
Social Media Campaign. Therefore, there had to be enough colours to go round for each type of content. 
I think my final selection works really well together and they reflect a Professional brand while also 
communicating heritage with a twist of modernism. 

The Final Pallet.
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The Colours. Beige. 

(C) 44 (M) 41 (Y) 62 (K) 29
#75684C
(R)177 (G)104 (B)76



Light Green. Dark Green. 

(C) 76 (M) 50 (Y) 96 (K) 58
#2A3818
(R)42 (G)56 (B)24

(C) 86 (M) 56 (Y) 82 (K) 75
#122416
(R)18 (G)36 (B)22 78



Deep Red.

(C) 25 (M) 100 (Y) 100(K) 75
#4C0B00
(R)83(G)10 (B)0

Lemon Yellow. 

(C) 0 (M) 0(Y)38  (K) 0
#FFF8B8
(R)255 (G)248 (B)184 80



04
TH

E PITC
H

Prep & Plan
As a team we worked towards pitching our finalised concepts to 
Clifton House. We needed to create a structure for our pitch deck, 
we also needed to think about how we would present this and our 
reasoning behind our concepts. We began to prepare for our pitch 
that would take place on week 7. 

4.1

Pitch to Clifton House Belfast

82
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Claire set up our Pitch for 
the 7th of November at the 
Belfast Campus. This was 
ideal for the team at Clifton 
House as they are on the 
same road as the University. 
I scheduled this into our 
Basecamp Calendar and 
invited the whole team.

I created a to-do list for myself 
for week 6. I included all the 
elements of the brief as individual 
tasks. For each  to-do list I 
invited all members of the team 
as subscribers so that we could see 
each others progress.

I created a folder and 
uploaded all of the images I 
captured and edited, so that 
the rest of the team could use 
these in mockups.

After all of the prep was completed, I set up 
an Indesign Document and started to create 
the pitch deck.

As part of our prep, Josh created a folder on Basecamp 
full of resource templates for creating mock-ups of the 
brief. This was really helpful as it meant we all had the 
same mock-ups for consistency throughout. 

Adrian also set up a message board for us 
to share our final pitch deck with him for 
feedback.

As a team we discussed the order and structure of the pitch. Tia 
uploaded this guide to our Basecamp message board. However, as 
we began creating our section of the pitch, we felt that there was 
another order which was stronger and had a more natural follow 
along. The pitch then went in this order: 

Mood board
Primary Logo (b&w) 
Primary Logo (colour) 
Secondary Logo (b&w)
Secondary Logo (colour)
Colours 
Typefaces
Social Media 
Advertising 
Merchandise 

The Preparation.



Production
4.2

When it came to creating the pitch deck I had most of the assets 
already completed ready to put into the document. The only thing 
that was yet to be created was mock-ups, to showcase to the client 
the design in situation. It gives a real-life example and helps the 
client to visualise the roll out. I used the templates that Josh had 
sourced to create a bookmark, key chain, advertising spaces and 
tote bags. I created an Indesign document and created the pitch in 
a3 using the structure the team decided on previously.

Pitch to Clifton House Belfast
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The Mock-ups.

Bookmarks was something we had suggested to 
the Clifton House team in the initial meetings, 
the team responded positively to this idea and 
thought it suited the personality of Clifton House 
so well. My concept for the bookmarks was to 
use some of my imagery on one side, paired 
with a historical fact. The reverse side would 
showcase the 250th logo on its own. 

Tote Bags was another 
item we discussed as a 
team. These are the 
designs I created. Using 
the colours of my concept, 
I created simple looking 
tote bags that showcased 
the master logo. I added 
slight details such as using 
the lemon for the inner 
side of the handle on a 
green bag.
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I created simplistic. professional adverts, showcasing the 250th brand. I really liked this stripped back 
look, I feel like this type of advertising makes more of an affect than and over-crowded poster.

I applied this same approach to the social media content. I re-imagined the existing “ on this day” 
content already utilised by Clifton House. I incorporated my own imagery and created a consistent look 
throughout the posts. This well help the client to visualise the brand across other assets.

The Creation.

The Challenges.

While I was creating the pitch, I kept in mind my previous experiences with presenting concepts. 
Whilst working in Whitenoise Studios, I have pitched a number of my own brand concepts to clients.  
The important part is to communicate how you have listened to what they said or made clear that they 
wanted.  It is also important to keep it clean, large imagery and little text. I ensured that this pitch was 
image led, allowing us to talk through our ideas and the reasoning behind them. 

During the process of creating the pitch, myself and Josh were in constant communication. We were 
able to work with each other and finalise both our concepts and add them into the brief. Unfortunately, 
we had some problems getting in touch with Tia. As our pitch was on Tuesday, the group needed to 
have the pitch finished for Monday so that it could be checked over by Adrian and sent to the printers. 
I made the decision to have the pitches professionaly printed for the client, this was agreed upon 
amongst the team. Due to the tight turn around, I messaged into the group to ask the team to send me 
their work, so that I could add everything to the main document.  

I logged around 7 hours on Toggl for creating the 
pitch. This included creating the mock-ups and 
adding Josh’s work into the document.
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I reached out to the team on Sunday for all of the work to enter into the document. I had 
already received Josh’s work, and my own work was already entered into the document. On Monday 
I sent another message into the chat tagging Tia, informing her that I had added a shared 
document file with the Indesign document so that she was able to add her own work in. Tia 
responded informing me that she had added her work in. Unfortunately, Tia had not packaged 
the file up, this meant that all of the images and fonts were missing, meaning I could not 
send this version to the printer. I tagged Tia in response, informing her of this information, 
however Tia had privately messaged Josh saying that she would print her concept off herself. 
This was a bit of a hurdle, but myself and Josh decided that we would still have our concepts 
professionally printed despite Tias work missing from the document.

I sent our final pdf off to the 
printer on Monday morning. I would 
then need to pick these up in the 
morning before the pitch.

Over the next number of pages I will be showcasing our pitch 
document in which we presented to the client. I have also included 
images of the printed version in which ourselves and the client 
were really pleased with. 

The 
Pitch Deck

4.3

Pitch to Clifton House Belfast
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The Cover.

Josh’s Concept.
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Tia’s Concept.



99 100



101 102

My Concept.

Some images of my concept on our 
printed pitch decks. The booklets 
were ring-binder booklets, this gave 
a really professional feel to them.

I had these printed at EJH Print 
In Belfast, they did a fantastic 
job and had a really quick turn 
around.



103 104

My Concept.
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Some images of my concept on our 
printed pitch decks. The booklets 
were ring-binder booklets, this gave 
a really professional feel to them.

I had these printed at EJH Print 
In Belfast, they did a fantastic 
job and had a really quick turn 
around.



On the day of our pitch,  I 
collected the decks from the 
printers then myself and Josh 
travelled into the campus 
together. We felt prepared 
and confident in our work, 
and we were looking forward 
to showing our ideas to the 
client.  To prepare, I ran through 
my pitch a few times before 
the meeting to ensure I was 
to communicate everything 
I wanted to.  We faced a few 
challenges on the  day as a 
team. There had been a lack of 
communication, as mentioned 
previously, from Tia.  Tia had 
been tight for time and ended up 
printing her pitch off separately 
on normal paper. Of course, this 
is not an issue. However, we felt 
as if it looked as if we were less 
prepared or rushed. Despite this, 
all 3 of us delivered a great pitch 
to the client. Each of us spoke 
about our concepts and the 
choices we made. The clients 
reaction was more than positive, 
they loved all the concepts. 

They were blown away by the 
work and found it hard to pick 
which concept they liked most. 
In response to my concept, 
they loved the idea of using 
the portion of the building 
that they own within the logo. 
Paula, specifically liked the idea 
of using the portraits within 
Clifton House within the brand 
and as inspiration. There was 
elements of each concept that 
they liked and they wanted to 
combine some of these together. 
From my experience, this often 
happens. Clients find elements 
of each concept they like and 
blend them together. In this 
instance, the client chose my 
logo, 3 of my colours, my primary 
font, Tia’s gold, Josh’s Teal 
and Tia’s secondary type face. 
There was a few complications 
with these combinations 
that I will discuss later in this 
production log, however there 
was one that we had to discuss 
within the meeting.  As the 
client wanted to utilise Tia’s 

secondary font, it meant that 
my primary typeface had to be 
swapped with this. The problem 
with this was that, within my logo 

As seen above, the client wanted 
to change the primary font 
to Tia’s selection. However, 
my logo has been constructed 
with the typeface, even with 
the numbers. Claire and myself 
highlighted this to the client and 
they understood completely, and 
with knowing this knowledge 
didn’t want to change the look 
of the main part of the logo. As 
a compromise , we discussed 
changing the secondary font 
to Tia’s and keeping my font 
as the primary typeface. This 
meant that we would have to 
change the second line of the 
logo to the Bodoni typeface.

The Pitch 
4.4

Pitch to Clifton House Belfast
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The Feedback & Notes.

Claire set up a message 
board on Basecamp and 
gave us feedback. The client 
was really pleased and 
Claire communicated to us in 
person that the client said 
we were...

Claire also posted notes from 
the meeting summarising the 
deliverables we needed to create 
over the next number of weeks, 
as well as the changes to the 
brand identity.

“Better than 
an Agency.”
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Changes 
& Revisions

4.5

After the pitch there was changes that needed to be made to the 
logo, and brand as a whole. As it was my concept that was chosen , 
it was my responsibility to  make the changes to the logo. To show 
the client these changes, I sent the updated pages of the pitch deck 
that required changes back to the client. However, there were a 
few things that we had to push back on and give the client some 
design guidance. This is something I have had to do regularly 
within my work in the industry. There is a way to approach this as 
to not offend the client and their requests, but to advise them with 
your expertise and ensure they have the best possible outcome. 
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During the revision stage , we encountered a pre-empted problem. This was something I had been 
hesitant about with one of the client changes , however we carried out tests to see if we could make it 
work.  The client wished to use the deep gold that Tia had used in her concept, along with the other deep 
colours in the pallet. This would be in substitute  of the lemon yellow, the client felt that the gold looked 
richer. My concern with this was that, the gold would be difficult to see against the colours.  I set up some 
mock ups  beside the use of the lemon colour for contrast. We printed these off to test , we concluded 
that we were correct and the colour was not only hard to see, but also did not fit in well with the rest 
of the colours. We decided to send off our advice to the client, which was to resort back to the yellow. 

I spent 2 1/2 hours on 
Thursday 16th making the 
changes to the pitch. I logged 
this time on toggl as shown 
above.

Joint checklist between 
myself and Josh with 
assigned tasks on 
Basecamp.

There was continuous updates between myself and Josh within 
the campfire chat. We made sure that our communication 
was always flowing in case others needed help.

The Production.

The Complications.
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Myself and Josh printed these comparisons out, so that we could clearly communicate to the client the 
issues. The gold, when printed, appeared orange and was hard to read against the other colours. Tia 
had not been present in this class, so we sent her this image to show her why we would not be able to 
use her colour.

This screen grab shows our communication with Tia over the campfire chat. Tia had suggested using a 
combination of the two, however me and Josh explained that we had played about with the colours and the 
yellow stood out the most. We also turned to Adrians advice on this design decision and he agreed that the 
yellow was the best choice.

The Testing.

The Final Changes.

The first change was substituting 
the Bodoni font into the 
secondary line of the logo. I 
placed these side by side with 
the old typeface to show the 
client the change. 

The new finalised colour 
scheme. Utilising my green, 
yellow and red with Josh’s teal 
colour. I placed the logo over 
top of the colours to show the 
client how this would look in 
use.

The final change was to 
change the secondary font to 
the Bodoni 72 typeface. 
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The Sign off.

Sign off from Adrian in the Basecamp Campfire chat.

I then emailed the team the revised pitch along with 
the image of the colour testing.

The client was happy to take our advice on the 
gold, so all of our changes were signed off and we 
now had the brand finalised.

Summary.
This section of the project was quite challenging in terms of having turning work around quickly 
and experiencing communication issues with the team. As we had made internal deadlines for 
ourselves from the first week, it allowed us to have some additional time for these changes. In terms 
of over coming communication issues, myself and Josh kept checking in with each other and set 
up a joint checklist where we assigned the weeks tasks to each other. We ensured that no work fell 
through the cracks. I was really pleased to have the client choose my concept, I thoroughly enjoyed 
developing this out and seeing it come to life.
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The Icons
One of the deliverables to be created by our team was icons to use 
for each months theme across the social media campaign. These 
would be used within the social media templates as well as the 
posters that would be displayed each month inside the house. The 
icons were assigned to myself to create, over the next few pages I 
will show how I designed and developed these. At this point of the 
project we had less communication with Tia, therefore the work 
was divided up between myself and Josh.

5.1
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Clifton House Belfast
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The Inspiration. The Themes.

My inspiration for these icons 
came from my logo development. 
I created this sketch as a 
potential logo, I felt that the 
hand drawn style worked really 
well with the historical theme. 

The inspiration was received well by the 
rest of the team!

I also found some other images on Pinterest that I sent into our campfire chat to get the rest of the 
teams thoughts. These ideas were all of a similar style, delicate and hand-drawn.

These screen grabs show 
my time logged against 
icon creation on my Toggl 
account. In total I 
spent around 7 hours in 
total creating the icons. 

Myself and Josh created this to-do list, we assigned an icon to each months theme. 
We discussed all of these selections in detail to understand what would communicate 
the theme best. I then assigned all of these tasks to myself, allowing me to tick 
them off. I also used the attach tool to upload each drawing to the task.  

The Production.
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The Icons.

I created all of these icons with Procreate. They were all sketched using the dry ink brush that gave an 
older feel to them. The hand drawn style worked really well for the look we were going for.  Note that 
January’s icon is the logo, launching the campaign.

Education &
Apprenticeships

Our influence 
at Home.

Health and
Development 
of Medicine.

Mary Ann 
McCracken.

Women of 
the Poor House.

Emmigration & 
Reuniting Families.

February

May

April

July

March

June
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Founders, Presidents
and Board members.

Addressing 
Disability Particular 
with Children.

Characters of 
the House.

Development of Belfast
and Partnerships

Changes to 
The House.

August

November

October

September

December
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The Resources.

The client provided us with this excel calendar, this highlighted all of the projects and events that would 
be taking place over each month. The calendar would act as a social media calendar, Josh used this to 
create templates based on the themes as well as exisiting content utilised by Clifton House. The events 
highlighted in yellow are marked as close events, not open to the public.

The Templates
The social media template designs were assigned to Josh. This 
included creating themes for each months content using the colour 
scheme and the icons created. The client communicated to us that 
they wished to have each piece of content either communicating:

Historical Fact/ Recent Funding Relevance
BCS Message: Challenge, Risk Take or Innovate 
If BCS was to reboot today what would it do? what have we learnt?

5.2

Clifton House Belfast
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The Covers.

Josh created these covers for the client to post at the beginning of each month, this will be to establish 
the theme of the month to the audience. It will act as an introduction and launch to each month. 
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The Templates.

This template shows how the client will 
utilise the colours, typeface and monthly 
icon to create an event post. As each 
month has an assigned colour and icon, 
the client will use the social media 
calendar that I have created as a 
guide. We will build these out in Canva 
for the client so they are able to edit 
these as they wish, without changing the 
layout.

An example how the same type 
of post would look on a different 
month.

Event Post.
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Upcoming 
Event Post.

On this 
Day Post.

Individual Topic Post’s.



Social Calendar
5.3

Clifton House Belfast
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One of my assigned tasks was to create a branded social media 
calendar, which shows the client not only all of the events on that 
month but also which icon and colour to use within their social 
content. This was not a deliverable that was asked for by the client, 
however we felt as a team this would be a useful asset to provide.

The Production.

I logged a total of 2 hours for 
the creation of the Social Media 
Calendar.

Here is our to-do list for week 12 with our 
assigned tasks on Basecamp. We made a 
habit out of sharing the documents related 
to the task to the checklist item.

At this point in time, Tia informed us that she would be taking a 
leave of absence from University. Therefore, myself and Josh divided 
up the rest of the work between ourselves. We assigned some tasks 
to both of us on Basecamp. Whoever was able to pick it up at the 
time, completed the task.
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The Calendar.



Brand Guidelines
Brand guidelines are rule books for your brand. It not only shows 
the client how to correctly use the brand, it also contains all the 
information associated with it.  One of my assigned tasks was to 
create the Clifton House brand guidelines. Over the next few pages 
I will be showcasing the guidelines. 

5.4

Clifton House Belfast
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The Production.

Throughout our project, we got each other to proof read and check 
our work. As we were working and delivering assets as a team, the 
entire team needed to be happy with what was being sent off. 
Above is a screen grab of a conversation between myself and Josh 
practising this with the brand guidelines. To the side is a screen grab 
of my time logged against this task in Toggl. I spent around 4 hours 
in total on this asset.

The Checklist.

During my time in the industry I have created a small number of brand guidelines. The size and detail 
of the guidelines depends on the size and scope of the brand.  This is the checklist in which I created 
for Clifton House to be included in the brand guidelines. 

Mission Statement 
Master Logo 
Clear Zone 
Logo Don’t s 
Logo Device 
Colours 
Typefaces
Icons 
Photography I also found this website that provides a brand guidelines structure 

before I had began working on it. I created a board on Basecamp 
and added the link so that I could refer back to it. 
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The Guidelines.
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Merchandise 
& Outputs

As part of our deliverables for Clifton House we included a number 
of print and merchandise outputs. This required creating artwork 
to scale for specific printing. Clifton House requested items such as 
bookmarks, tote bags, poster boards and pen designs. As a team, we 
also suggested pop up banners to utilise at talks and events. Over 
the next number of pages I will showcase these.  

5.5
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The Production.

The surrounding screen grabs show my 
production process for this deliverable 
task. I included a screen grab of my 
Toggl account in which I logged 7 hours 
against this task. In the second screen 
grab you will see how myself and Josh 
created a public Basecamp document 
for all of these deliverables to share 
with the client. The final screen grab is 
another showcase of our week 11 to-do 
list. The two items not assigned, the tote 
bags and the bookmarks were given to 
Josh to complete. My tasks included Pen 
Design, Client Social Branded Calendar, 
Icons, Pop up Banners and Brand 
Guidelines.

The Posters.

These A1 posters are designed to be used in-house, to showcase the theme of the month inside the 
building. These were re-worked from the social media cover posts. The posters were designed by Josh.
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Banners.

These banners were designed in mind of the number of talks and events that take place at Clifton 
House. I created this simple repeating pattern using the 250th logo and created 4 colour versions of 
this. Having different versions meant that the client has the option of using the corresponding colour 
to the correct month. All print assets, including this one was created with the CMYK values. 
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Claire had mentioned to me that 
they had previously used north side 
graphics as a printer for this 
client. I took the website link and 
created a board on Basecamp. This 
allowed us to retrieve the correct 
dimensions for each asset.

Merchandise.

The merchandise items were selected and designed based on the current target audience. Josh and I 
created designs for pens, bookmarks and tote bags. 

Bookmark design by Josh.

Tote Bag design by Josh.

Pen Design by Myself.
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The Sign off.

I had scheduled into our 
Basecamp Calendar to all the 
deliverables over to Adrian and 
Claire by Monday 11th. This was 
due to the fact that Caroline 
had previously emailed Claire 
asking for the logos for print 
asserts. This was for The Belfast 
Charitable Society’s launch of 
the 250th year, hosted at Clifton 
House which would take place on 
the 13th in which we were invited.

Once myself and Josh added 
everything into the deliverables 
folder, I messaged into the 
campfire chat asking Adrian 
and Claire to double check 
everything. Once Claire gave 
confirmation, I emailed the client 
with the printing assets and then 
again with the link to all the 
deliverables.

The Feedback & Challenges.

I received this email from Caroline on Tuesday morning, informing us that there was a spelling mistake/ 
typo in the logo. Caroline was really great about this and apologised as they as a team did not notice it 
either. I reacted quickly, as the launch was the following day they needed to get assets printed as soon 
as possible. My quickly amended the logos and sent them back over to Caroline within ten minutes.

I informed Caroline that we 
would update the remaining 
assets for them to use. This 
would be easy enough as we 
used a link to the folder, 
meaning we could update the 
documents without having to re-
send anything.

I then let the rest of the 
group know about the situation. 
We would now need to update 
all the assets that we had 
created. This did not take 
us long and we took action 
immediately. This was a 
frustrating mistake, however 
it will now remind us to double 
check everything before we send 
it.
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“We are delighted with the 
level of professionalism 
and skill you brought to the 
project.”
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The Final Touches.

Once the team were happy with our social media templates, we were able to build these out in Canva. 
This task was originally assigned to Tia, but unfortunately with her unexpected absence, myself and 
Josh had to pick this up at the end of the project. This was no problem as the client only needed the 
logos for the 13th. We called Caroline on the 14th of December and acquired her logins for premium 
Canva. This allowed us to go into Caroline’s account and add all of the brand elements such as fonts 
and colours.  We then built out 24 templates, with content types for each month. This meant it was 
easy for the team to go in and format the posts however they wanted. We allocated where images, text 
and icons should be within the graphic. 
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Over this 5 week period we faced some issues with Tia taking a leave of absence. However, myself 
and  Josh kept routine. We continued constant communication, internal deadlines and time 
management. This meant that even at the end of the project we had time to pick up the task’s 
assigned to Tia. I really enjoyed working with Clifton House, they are a fantastic team who were 
very open to all our ideas.  The roll out of these assets was a big job, however I feel that we handled 
this workload really well and supported each other throughout. I would very much be pleased to 
work with Clifton House and The Belfast Charitable Society in the future,

Summary.
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The Launch
Myself and Josh were honoured to be invited to the Benn reception 
held at Clifton House by the Belfast Charitable Society. The event 
was attended by the Lord Mayor and members of the Charitable 
Society, and was held to celebrate the beggining of the 250th 
anniversary of Clifton House. We attended this event with Claire 
on the 13th of December, we were excited to see our brand come 
to life. The following pages showcase the event and the roll out of 
our brand. 

6.1
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Clifton House Belfast









The client is already designing up their own content with the 
logo on their website!

We have also been showcased on their twitter 
showing off our brand!

170169



We are extremely proud to showcase our work 

with Clifton House, we got to experience a little 

bit of History within this project as well as making 

meaningful connections. We thoroughly enjoyed 

working alongside this great team.
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