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Welcome,

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. Thope to clearly
showcase how I made creative decisions and worked
within a team to develop a successful response to the

NOLLONUOULNI

client, Clifton House.
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Clifton House

Belfast Charitable Society

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.
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Client Research

To deliver the best outputs for
the client, itis 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
rescarch 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.

Clifton House Belfast

Online Research

O’chcA w1774 \o{ Be\Saust Chardadle Society

Ahe \ow}\é'\w% was Alhe or'\/(éiwu\ Qoor House in %c\&,ﬂ,
wikil Ahe 18505

for 170 Jears & Was \nos?'(\’o./\ A Wwrsikg

howme gor o\der "7()_0"7\()_

for over o ocwhur{ & Was wsed as o wwrsing kowme

and \«»os?'(h,\ or older ?coy\c
(/\'\&;\’ovn House s %e\gws’hs wost Wistoric ‘M(’,C/\"\w%

vewwe, o %‘(’,r'\w% Mk RSPARIRG space For a Wide rakge

o everds weluding sewminars, oow?(’,r%wocs strafegic

‘F\MV‘»W'\W% SCSS\OKS aMn ‘FF'NMVC e é'\w'\w(a.

T4 s also kome 4o a \Acrﬁuéc cenfre w\ow%s'\éc

n residertial home and shebrered accommodation
a.;\?a,r’\’wcwks,

The kouse o§Sers (Aw'\écé Fours, Aals awnd
exhipirions, ws well as augumented realdy, \wc\'\?'\w
o Xell Ale stories O’Q Ahe TVoor Howse and Fhose who
SN(AH samcuary Alere.

Our visit to Clifton House.

On Friday the 27th of October,
Josh and | headed to Clifton
House to visit the teamandlearn
abit more about the house itself.
A deeper understanding of the
House and the history allowed
us to understand the brief better
,and designassets thatreflect 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
acsthetics, makes a bigger
impact than something that just
looks good. This was our goal.

discusses the

Lunenfeld
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 |
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.
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Add this schedule to your Google Calendar, Outlook, or iCal...

We wsed owr so\xcém\'\w% Xoo\ on

@ Today Oct 2023 Nov 2023 (>)
O O Q t t C l O f‘t SUN MON TUE WED THU FRI SAT SUN MON TUE WED THU FRI SAT 6&/5@0&4\:“"7 /\/0 SC’\’ (92 ADJ\’(’, !L/V\.A
ur VlSl O 1 On I IOUSG ! 2 s 4 5 6 7 L 2 s 4 Aiwme &:or /H,,c Wity Eucrs{owc was
AR R P A sewt e ivdadion Ao Ahis evewt,
15 ’I.G_ 17 ":I.S'" _19. 2'0 21 12 13 14 15 16 17 18 'KO\WA'W Aér'bw MV‘A O\Mrc co
. o« . . . \ \ \
This visit was a great opportunity for our team to learn more about Clifton House. The team made 2 5 ou x5 w[EB e v 2 n 2 = u s ) & \ ) ’
. . . . : AlaX Ahe ce what e were
these plans to visit the house using the software Basecamp where our team held all communication, 0 w0 a % 2 2w 2 \ * | i (’N‘i ’ _;; ‘
) . . . . . . oG during the weel. This Xool
shared files and documents and scheduled meetings. This made it casy to organise, alongside Claire’s T — 8 b
10:30am - 12:30pm was re,a,\\\l \Lsc‘gw\ ‘Qor or(aa,u.isivg(a

cmail 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

Add an event

\Mce’\”\w%s and S(’,/Pﬁvx% cewminders Sor

NOV 1, 2023 Evening Meeting : Pitch Deck @ & @& s o
7:30pm - 10:00pm \v(\’crku\ A(’,A,A\\Vues ‘gor owr ’\’(’,A/V\A.

software.
/\/\/\/\/\-/\/ NOV 7, 2023 Pitch Meeting @ Belfast Campus @ @ @ & &
4:00pm - 6:00pm

Email from Caroline re visit this Friday?

@ Ellie McDowell Show everything up to Jan 31, 2024
OV\(/C O\Mrc .\VL'QO rV\ACA ws \l.\lL/ @ cire Mulrone - 0ct 24 - Notiied 4 people Hi Claire,
Hi Claire, This would be great! This works for us, we were going to suggest Friday also!
6 aSec &,\M’F ’\"/«,N/\' b \'\gl\'o n H [ IV We were wondering if the students working on the 250 Anniversary piece would also like to
come in on Friday at 10.30am for a short tour of Clifton House at the same time as the students Thank you!
. oMo . working on the education packs?
had awu\o«\o\\ﬁ\{ on ?r\clau{ e _
Would you be able to reach out to them to offer the date / time. We would take them through ~ 0¢t24 @ Claire Mulrone
the history of the house to start, and then move into more specifically about the Children of the Great Ellie, drop Caroline an email to confirm.
Z‘F\'\& O‘Q 0(/\'0\)@1’, j, re_‘gcrrcé poor house, but would be relevant for both. Claire s
L 4l Tharks Friday, October 27
Ao Alhe 6uscoauvw\> oard where Carln (g ok
- Perfect 5
. . Caroline McCoubrey 2 ; )
’\’\/"C Vj‘/"o\C /\'CbW\ Q\\\CA ou ’\"AC\F Freelance Marketing Consultant - Joshua Keyes 12:17pm
pom ey e Gl oy 0 a3 comme; Q&&4” Me and Ellie are just out of Clifton House there and got to meet Caroline and Lauren. Went really, very friendly and

07834278045
had a great chat about the history. We are now Clifton house educated.

wdiidwal Aadoilie well

reividuat sl as el as Group Availability
“I\A'CVL /\’\&C %rO\L’F s o \)I\ILO\C VJO\/S @JoshuaKeyes-Octs-NouhadApeop\e 06 e \I“l, \/\ @ © %
available. Using Alas whormation,

Josh Really well, very friendly ***
\A . - Monday 9th 7pm-/ 3.30pm- / Tuesday 10th X / Wednesday 11th 7pm- / 3.30pm- /
1 SCW\' o C 04’\' Yo 6 asee W’P Thursday 12th 70am-? | Friday 13th 10am-

X X X 12:18pm Me
ous‘L\MA /HA(’, ’\'cov\M \‘Q Fr\Aou{ Ellie We are now history buffs! €

- Monday 9th 9am- / Tuesday 10th 9am-11am / Wednesday 11th 1pm-2pm / Thursday 12th

o 10am- ?/ Friday 13th 1pm-2pm -~ x
swited. o
Tia
- Monday 9th - / Tuesday 10th 9am-11am / Wednesday 11th / Thursday 12th 10am-? /
Friday 13th
Tia is starting new position on Friday. Has not gotten rota yet. availability for next week =
confirmed tomorrow at start date. U\wgor’\’wmj\’c\\{ —“b Was \ML&/\O\C /\/" /\
Group Availability b/\"\/CVLA \0./5’\, W\.\IA\L’\/C ’\/0 ’\'\h(’, V-\S-(\,.
Monday - 1pm On-wards / Tuesday - 9am-11am / Wednesday - 1om-2pm/ Thursday - AQ/\’C‘— W\‘ISC\'Q &/VkA ’S 0 S\h A/’\//\,CKACA
10am-?/ Friday - 10am-12pm or 1pm-2pm or 3pm-5pm
dhe Kour of Llifron kowse, we
I Cept Ahe rest of e Aeam wp Ao

daXe on Ahe campsive cha,

Campfire A Notifying ~ eee
Saturday, October 21

9:34pm Me
Hi guys! Are we all free to propose visiting client this coming Friday? ¥, S u mm a r
b’\{sc\g and T y‘

Tuesday, October 24

Tia Gabbidon-Lyttle 12:03am A'\S [AV5S S‘VK(A aN M\ b\o\\(\'\{

€ Joshua Keyes . X X o . . .
:/IehandKE)I,Iie have combed through the brief again addressing the feedback> @ Tia Can you please add in any /\’0 V\S(\/ (/\\CV\-/\’ o Fr\AA/‘I TO summar] se’ Base(/amp al]o‘/\/ ed us to Organ]se and
gecasiellCesensoialics 7%k of Ockdeer communicate easily to plan and update others about our
I've had a couple of attempts at adding the graphics we discussed during class, but | feel that the addition of these :

aphics don't suit the layoul and leave the pages feeling cramped. Possibly need Lo sit logether and rethink possible 181 / /7 1 >
:redc;:rahv: iIIulstra:i(o'nsllg:apr:icsfjllet mel):noa\:hatfyolu?hink! :)p SRt e e st TL‘«’\S was /\"AC AM/\(C /\"AC \71811:. \/\e aISO uploaded a” lmages that WTe Laptured On
6. o e g GG Mo our visit to share with the team.

@ Ellie McDowel
HI: guys! Are”we all free to propose visiting client this coming Friday? S\L%(ACS’\/CA, ,,,,,,

Absolutely Ellie!
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Photo suite.

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.

The basemerd of Ahe Howse was

wsed Ao Aeach wowmen and children
_W(’, 66\‘;0«3& (/\Abr?\'w\o\e G%'\(’f\'{ o wse S'\?'\ww'w\% wheels.

oun e certre secfion of the </ A\

kouse. Belfast Charrable Seciety was ‘/

U\Ju* o \or'\vx%}w% e Girst of

clean water s{stems o Be\fast. Difron Howse was Ykt \o{ o
There was oSren over 200 '\7(’,0'\7\(’, < cmafewr archivedt, Mr Cooley.
\'\\l'wx% w Ahe poor kowse aX one ’\
Awme.
A Vel Srom one of Ahe Sirsk [-
churches w Be\Sast was wsed w
K Ahe house KXo wlert residents Ahak
Cbron Howse has o AQ Hour & was weal Fiwme.

v 'r\?u&s Ahat allows Jow Ao \oo\C

arownd Ahe howse as o was Jears

4.

As wellas 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 abrand
strategy. It allowed us to create something that fit in well with the personality of the house.
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1.5

Market
Research

Benchmarking & Competitor Analysis

Whether vou 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
3arcas in which we rescarched:

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 scarch 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:

Swmilar 6rouvu§s

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

Aww'\\lcrsa,n{ 6nuu§s

Temporary re-brands
for similar organisations
celebrating milestones.

Socra V\cc\'\a,

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

Services/ Unque Sc\\'\w% Qoink's

Venue Hire
Catering
Tours

Lo egories

Historical Houses
Georgian Houses

Event Hire

Corporate Hire
Historical Talks
Historical Exhibitions
Northern Ireland/ Belfast
Tourist Attraction

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 rescarch 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 tecam came to a decision after
a discussion that it was best to
base the majority of our market
resecarch 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
rescarched other historical
housesthatdidn’toftereventhire.

Here’s what we found.

And how we found it.

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. | 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
clse 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
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Useful Resources.

Edited Oct 9 @ Ellie McDowell
. Brand Strategy Elements for breaking down benchmarking categories :
https://blog.hubspot.com/blog/tabid/6307/bid/31739/7-components-that-comprise-
a-comprehensive-brand-strategy.aspx

1T added who 6usccww? 'Y
wseful welpsre Yhak Yreaks

down \o(’,va(,\/»wwr‘aw% oaﬁc%or'\es
ksl Sor cwp\u.a;hw% Veand s’YrMYc%\{

. Consistency
. Emotion whick is one °‘§ the elewmendts

. Flexibility we decided Ao compare.
. Employee Involvement

. Loyalty
. Competitive Awareness (\_/

& Ellie McDowell
; Performing a brand assessment : https://www.smashbrand.com/articles/brand-
assessment/

T also A/AACA W sowme \Lsc‘gw\
websres Ahax bhread down hou

Ao ?Cr’g“\l\" o \0”\/‘*& WSSCSSW\CW&; Edited Oct 9 0 Ellie McDowell

i Brand elements to assess: https://www.g2.com/articles/brand-elements
ws well s what elements e

should \oc \oo\Liw% oK. For each

1. Name
wehsde T added, T sumwmarised —
what T Selr was Ahe \cey 3. Color

4.5l
'\wgorwuuhow AhaX 1 %‘owwé o

5. Image
werhin, $or easier a\/ooCSs'\\o'\\'(W Ié 6. Shape

7. Graphi
cgs"\o'\cwo{ Sor Ahe Feam. e

8. Typography
AAA?('\MA,\ \A(’,\?’Q\L\ sites, also 0 Ellie McDowell

‘ What makes a good brand : https://www.adroll.com/blog/10-elements-of-a-strong-
\oo‘Liw% oA what o swecessful brand-identity,

socia wedin ?\ouw \ookcs \ie, so
) Ellie McDowell
/HMUY we (’W’\A \or(’,ou\(_ AWM /HAC & Successful Social Media plans: https://nationalpositions.com/top-5-ways-evaluate-

competors social presence. social-media-plan/

) Ellie McDowell ) .
& Kellers Brand Equity Model : \’M"‘\g’\, "(’«’SCWFO‘MV\%) I cawme
across Yhe Kellers Brand
Equty wodel. This came i
really wseful Surther down Alhe

Keller's brand equity model

like when we \oc%a,w o Acvc\v\?

1. Relationship:

Rescnbhce - what about you and me? owr S’kra\.ﬁ(’,%‘\(’,s bwé '\ACIA’V(W‘

T considered Ahis wode| when

Judgments  Feelings about you?

Ae,s‘\%w‘m% Wy concept Ao ensure
T s Alinking aoowt Fhe
aundience. T added Alis ko
owr Yowrd 4o wssist us wirl

- 7
Performance  Imagery what are you?

Salience

\ocwo\«wwr‘mw%.

=

Benchmarking.

The team began to scarch for the competitors or similar organisations using Google search and our
categories we established carlier, we then broke these down into 3 types of categories. 1 created a
message board for the team to add links to all the organisations we found.

Similar Orgamisafions) ( Estafe Awniversars ) (Swmilar Social Media

Benchmarking

0 Ellie McDowell - Oct 5 - Notified 4 people

Similar organisations

Hidden Huntley : https://www.hiddenhuntley.com/

Malone House: https://www.malonehouse.co.uk/

Larchfield House: https://www.larchfieldestate.co.uk/
Historic Royal Palace: https://www.hrp.org.uk/

Historical Houses: https://www.historichouses.org/
Tullyveery House: https://tullyveeryhouse.co.uk/

Hillmount House: https://www.hillmounthouse.com/index.php
Old Rectory: https://www.oldrectorykillyman.co.uk/

Drenagh Estate: https://drenagh.com/

Estate Anniversary's

Hidden Huntley : Private 19th Century 1800s private country house and outdoor venue set in
five acres and easily accessible from Belfast city centre.

Malone House : 17th century fort, Malone House was built in the 1820s. Possible 400 year
anniversary?

Historic Houses: 50th Anniversary -
https://hbpge.hall-mccartney.co.uk/news/historic-houses-50th-anniversary/

Similar Social Media
https://www.instagram.com/larchfield_estate/

https://www.instagram.com/historic_houses/?hl=en
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The Prep.

Oct 9 Joshua Keyes

Template For Benchmarking of Branding and Socials.xlsx
Ex=a 10.5 KB - Download

@

Oct 11 “ Joshua Keyes
L

Template For Benchmarking of Branding and Socials.docx
=3 24.4 KB - Download

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.

Basec AP Togg)

Schedule

5:30 PM

6:00 PM
benchmarking planning
session

Clifton House
6:30 PM

....... o P i 7:00 PM

8:00 PM

9:00 PM

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 alot of time deciding what exactly we thought was important to examine
in other organisations, by discussing cach 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
Basccamp, as shown in the image at the top of this page.

D

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 cach 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 notity 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 | 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.

2/2 completed

@ Ellie Week 1 As Jou can see from Alis
scree %ra,\o, T s a/ss'\%wcé
Hillmowrd Howse and Tullveery
Howse Ko assess KFhe 6ruu§,
Website, Qocinl Media Strafeqy/
Lampaigrs and Awwiversary
elemerds of Alese. We added
Wwoa secfion Ao analyse e
wehsdes of each as Ahere
Subscribers was o ?oss'\\o'\\ﬁ\{ Aok we W

on this to-do list

"

need o creafe wed assers Sor
0\'\&:’\’01& HO\LS(’,) \wovl(’,\lcr Alis \Awé
wot e been confirmed.

oy

eone comments on this to-do list.

Add a to-do

Old Rectory- Brand, Website, Social Media Strategy/ Campaigns and Anniversary Benchmarking
1T also sef wp Tosk and Tws €
3 ) Drenagh Estate- Brand, Website, Social Media Strategy/ Campaigns and Anniversary Benchmarking
Girst weel of Ao-do lists. T‘Ae{

were adole Ko Aok Yhese off

s we ?ro%resscé.

\J Add a to-do
? Malone House - Brand, Website, Social Media Strategy/ Campaigns and Anniversary Benchmarking

(%]

Larchfield Estate- Brand, Website, Social Media Str: f Campa y Benchmarking

&
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The Production.

hown in the following documents, we divided tl
category features
organisations. This ¢
other

most effective ¢
As shown in the screen shot of my

S may

> benchmarking into categories and then
We used this sheet to examine, analyse and score in detail each area of these
reise helped us to not only find inspiration from others, but to see where
ave not succeeded in their attempts. Once we had each filled out our assigned
isations sections, we as a team collaboratively filled out the Clifton House section. This proved
we could combine all of our learnings and examine Clifton House in greater detail.

p

oggl account below, we spent a lot of time ensuring that we
C C

filled this out as accurately as possible, The meeting lasted from 7pm-12pm on Microsoft Teams. We

decided to work o
0 added this into our sche

-+

4:00 PM

5:00 PM

6:00 PM

7:00 PM

8:00 PM

9:00 PM

deadline of the 12th of October.
ecamp prior, as before we ended up spending more time on

this late so that we could deliver on our interns
ile on B
an planned.

WEDNESDAY
11 gooi00

E Clifton House Benchmarking & Meeting Prep

Added by Ellie M.

When Wed, Oct 11, 7:00pm - 9:00pm BST Add to my calendar...

with @ TiaG. € Joshua K. @ Ellie M.

Meeting Prep & Clifton Benchmarking
Clifton House

']

3:00:00 (7:00 PM - 10:00 PM)

Benchmarking (Tullyveery & Hillmount House)
Clifton House

Subscribers
5 people will be notified when someone comments on this event.

0 m @ @ @ Add/remove people...

You're subscribed
You'll get a notification when someene comments on this event.

2:00:00 (10:00 PM - 12:00 AM *1)

Unsubscribe me

Wednesday, October 11

8:16am Me
Hey guys! Is everyone free to jump on a quick call later this evening to prep for tomorrows meeting? :)

Joshua Keyes 11:26am
Yes sounds good

Tia Gabbidon-Lyttle 2:31pm
Should be all good to!

o aove is w\{se\Q as\ing the Yeam on the oa/\mygkrc chak i Ale rest of Alhe Aeam

dere available Sor o wmeeting. Owce Ahe Yeam confirmed, T scheduled ws i some Hiwme

Qor Alis e owr @a,seoauw\? schedule.
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The Document.

Category

Feature

Drenagh Estate

Old Rectory

Malone House

Larchfield Estate

Tullyveery

Hillmount House

Clifton House

Content

Photography

Photography is used
greatly through-out
their website and
socials. Photography is
professional and
showcases what
Drenagh can offer its
clients base extremely
well.

Photography is one of
the main branding
points of Old Rectory. All
photography used with
in the website and the
socials follows the same
green/teal undertones,
allowing the brands
chosen colour aesthetic
to shine through
without ruining or
distracting their
protentional clients
from the professionally
shot content which is
their mainly to
showcase what they can
provide as a brand.

Sleek photography has
been used across socials
to represent the brand
well and present
professionally.

Professional and sleek
photography is used
across all socials
primarily to promote
events, offers and
showcase weddings
held.

Images used with the
brand are all light,
airy, sharp and high
quality. Reflecting the
brand and paring well
with the logo and
colours

High quality images with
consistent editing style
that pairs well with the
brand. However, there is
also a number of lower
quality images across
the social media

Clifton House presents
professional and sleek
photography to
promote and showcase
upcoming and past
events across socials.
This establishes a
professional feel.

Graphics

Outside of their logo,
graphics are used to
convey information
quickly and efficiently to
their clients, fitting with
the nature of straight to
the point information
often seen on socials
such as Instagram.

For this brands identity
graphics are limited to
the logo of the brand.
They avoid putting text
and graphics over their
imagery, presenting the
brand as sleek.

Graphics have not been
used across Instagram
however they have been
presented in a variety of
posts on Facebook to
promote events and
offers.

Graphics in combination
with typography and
photography have been
used across socials to
promote events. The
posts are sleek and in
line with the branding.

Consistent style,
utilising the brand
colours. Inconsistent
use of brand
typography.

Graphics are of a
consistent, simplistic
style that remain true to
the brand. The absence
of colour allows the
photography to shine
throughout the
Instagram grid.

Graphics in
combination with
typography and
photography have been
used across socials to
promote events. The
posts are clean and in
line with the branding
with.

Quality of copy

The copy across the
different platforms is
attention grabbing and
straight to the point.

The copy is informative
and clear through out
the official website and
the socials.

Copy across socials is
compelling and
informative of the
images / graphics
accompanying it.

Copy across socials is
interesting, relevant and
compelling. Many posts
contain a call-to-action
within the copy to direct
potential guests and
customers to their
website.

Strong structured
caption style. Use of call
to actions. Copy style
uses lots of rhetorical
questions to promote
engagement. Some
captions are too lengthy.

Copy is of poor quality
and structure, with some
posts only containing
hashtags. Minimum
amounts of call to
actions utilised. There
appears to be an
inconsistency in
personality and writing
style throughout posts.

Copy is informative and
structured well with
relevant information
provided. Call to
actions are showcased
across a variety of
posts. Question lead
captions increase
engagement and
interaction with the
post.

Tone of voice

The tone of voice across
the socials is
professional and clean,
however with the use of
emojis in their copy and
trend following videos
through out their social
they also present have a
fun and friendly
approach to their
branding.

As mentioned above the
tone of voice is
extremely informative
and clear. It uses the
phrase ‘we’ a lot, giving
the reader the feeling of
being involved from the
get go. As well this the
overall tone of voice is
friendly and
approachable.

Malones Houses tone of
voice is professional and
upbeat which is enticing
and inviting.

Larchfields tone of voice
is professional and
upbeat which is enticing
and inviting.

Tullyveery uses a
friendly, poetic and
inviting tone of voice.
They remain
professional whilst also
showing off some
personality utilising light
humour and relatable
slang.

Hillmount has an
inconsistent tone of
voice. Based on majority,
the tone of voice is
friendly, inviting and
descriptive.

Tone creates sense of
urgency for customer
to interact with socials.
Friendly and upbeat.

Brand Consistency

Drenaghs brand is
consistently bright and
fun through out their
socials and website,
mainly achieved with
the use of photography
and videography.

Old Rectory has a
consistent teal colour
scheme through out
their socials and their
website. As well as this
the posts are clean,
clear and straight to the
point along all their
different platforms
adding to their
professional image.

The brand image is
sleek, professional and
clean is consistent
across socials. This can
be defined further with
the use of logos
displayed on socials.

The brand image is
sleek, professional and
clean is consistent across
socials. Logos, graphics
and clean typography is
consistent throughout
posts and videos on
socials.

The Tullyveery brand, is
extremely consistent
identifiable across all
assets. The use of logos,
brand colours, video
templates and
photography style is
consistent across
platforms.

The Hillmount brand is
greatly consistent. The
minimal style is
identifiable across all
assets. The use of logos,
brand colours and
photography style is
consistent across
platforms.

Brand could be more
consistent across
socials. Branding
elements such as social
media templates and
guidelines for posting
would increase brand
consistency and
cohesiveness across
socials.

Video is used heavily on
their socials. These
videos range from
showcasing what a
future clients wedding
day could be like to the
fun side of the staff that
work there.

On opening the official
website of ‘The Old
Rectory’ you are greeted
with a beautifully shot
video which showcases
the grounds in all it’s
beauty.

Videos have not yet
been posted on socials
to promote events /
offers or showcase the
buildings rooms.

High quality, relevant
videography is used
throughout socials to
showcase and promote
past and current events.

Use of high quality
images and video to
make reels from
weddings/ event/
generic content. Great
use of turning image
posts into reels for
higher levels of reach.

There is a large library of
reels within the
Hillmount Instagram
page, however these
take on a more “home-
made” style, appearing
less professional. These
videos still create high
levels of reach and
exposure.

There is video presence
across socials however
this could be improved
by adhering to a format
of either portrait or
landscape. A walk
through of interior of
building and rooms
would be engaging and
enticing. Video
promotion of events
would increase event
awareness.

User
Content

User Generated
contented is the base
line to the majority of
content that is posted
through out their
website and socials, the
brand relies heavily on
their customers to be
able to showcase what
the brand is truly
about.

User generated content
can be seen on their
Facebook page in their
review section. As well
as this the imagery
content they post on
their socials is also
heavily created by their
users (clients), allowing
the brand to showcase
to any future clients
what their day could
look like.

User generated content
is displayed through
reviews on Facebook
and across Malone
Houses website.

User generated content
is displayed through
reviews on socials and
through customers
wedding images and
videos tagged to
Larchfields page.

High levels of user
generated content such
as graphic led posts of
reviews as well as
showcasing couples
wedding videos. This
appears to be their main
type of content.

Hillmount House has
mediocre levels of user
generated content,
sharing couples wedding
video/imagery every so
often. There is
opportunity to expand
this by sharing reviews
or reposting tagged
posts more often.

Consistent tagged posts
across socials. Reviews
are presented at the
bottom of the website
however posting
reviews on socials will
increase engagement.

Stories Activity

Drenagh is on-top of
posting on their story,
using their stories as a
platform to repost and
bring attention to posts
that they have been
tagged in.

Old Rectory uses their
stories to repost
previous clients posts
that they have been
tagged in, once again
using user generated
content to showcase
what the brand is
about.

During benchmarking
Stories were not present
or posted across socials.

During benchmarking
Stories were not present
or posted across socials.

During benchmarking
Stories were not present
or posted across socials.
However, based on the
highlighted stories
selection we can
presume that Tullyveery
are active on stories.

During benchmarking
Stories were not present
or posted across socials.
However, based on the
highlighted stories
selection we can
presume that Hillmount
are active on stories.

During benchmarking
Stories were not
present or posted
across socials.

Highlights

Drenagh uses their
highlights to showcase
the different areas of
the Drenagh estate as
well as food and
different events that
they have hosted.

Old Rectory uses their
highlights to showcase
the different sections of
the estate. Making it
their socials more usual
friendly, allowing their
users to easily find

During benchmarking
Highlights were not
present or posted across
socials.

During benchmarking
Highlights were not
present or posted across
socials.

A number of highlighted
stories with use of
branded covers, another
great utilisation of the
brand as well as allowing
users to access relevant

There is a total of 3
highlighted stories, with
unbranded covers which
appears less
professional. However,
this ais a great tool for

During benchmarking
Highlights were not
present or posted
across socials.




Category

Feature

Drenagh Estate

Old Rectory

Malone House

Larchfield Estate

Tullyveery

Hillmount House

Clifton House

content of the areas of
the estate that they
want to see.

content they may be
searching for.

users to view past
content.

Brand Identity

Logo

The logo for Drenagh is
clear and consistent
through out it’s usage of
the webpage and
occasional usual on
socials, it is simple and
identifiable.

The logo for Old Rectory
is simple, classic yet
modern. It is their brand
name, not only is this an
recognisable logo but it
is fitting for many
different areas of
branding, regardless of
the size.

Malone houses logo is
sleek, clean and is
individual. It consists of
Malone House text with
an illustration graphic of
the entrance to their
building.

Larchfield Estates logo is
very clean and sleek. It
makes use of script
typography and presents
as professional.

Clean logo, inspiration
taken from house
itself. Very overdone
in this area.

The Hillmount House
makes use of a simple
word-mark style. The
minimalistic look
conveys professionalism
and luxury. Use of a
strong font creates a
clean look.

Clifton House does not
consistently showcase
their primary logo
across the branding.
The logo is quite large
and would benefit from
perhaps a smaller or
simpler secondary logo
to distribute across
socials.

Strategy

Posting Routine

Posting routine varies
between socials.
Instagram — Every day,
fitting for the platform.
Facebook — On average
once a week.

Posting routine varies
between social.
Instagram — every other
day/ weekly.

Facebook — every couple
months.

Facebook routine
posting ranges from
posting everyday to
every 2 days. Instagram
has not been posted to
since 2020.

Posting routine consists
of an average of 3 times
per week which is great
for engagement. This is
consistent across
Facebook as well.

Posting routine consists
of an average of 2-3
times per week, which is
a great balance for this
type of organisation in
terms of keeping their
audience interested
whilst not
overwhelming/
exhausting the content.

Hillmount has an
inconsistent posting
routine. On average
there is around 1-2
posts. This organisation
could benefit from a
more structured posting
schedule to boost
enagement.

Posting routine is
consistent with content
being posted 1-3 times
a week averaging at 2
posts per week. This is
great and will boost
engagement with
tailored posts.

Brand Colours

The brand colours are
extremely fitting with
the brands identity, the
use of royal blue and
white pairs nicely with
the coat of arms logo,
adding to the consistent
‘royal treatment’ vibe
the brand has.

As mentioned in
imagery the brand
colours are green/teal.
This gives the brand an
overall new and fresh
feel.

Purple, white and light
yellow is presented
across Malone Houses
branding. This s
showcased on their
website.

White, off black and
neutral tones are used
across the website and
socials to display the
brand. This is clean,
appealing and looks
professional.

Blue pallet, simple yet
effective. The shades
of blue give off
feelings of luxury and
elegance. Clean and
work well aesthetically
and with the values of
the brand.

Off white, dark grey and
a teal blue are the brand
colours of Hillmount
House. The use of the
grey and white reflect a
clean and professional
brand, using the teal
blue as an accent colour
creates a fresh look.

No obvious brand
colours displayed
across branding and
socials. Use of black,
white and maroon.
Adhering to a branding
colour palette will
improve brand image
and presence.

Account Activity
Responsiveness

They are extremely
active, interacting with
many comments,
reposting posts they've
been tagged in on their
stories and liking
comments under the
majority of their posts.

Between the two
socials, Old Rectory is
more active on their
instragram account
rather than their
Facebook account. They
repost tagged images, as
well as liking comments
and even commenting
on comments left by
users.

Malone house is
responsive to some
comments however
their responses could be
improved to increase
engagement.

Larchfield is extremely
responsive with
comments being
responded to
appropriately and
tagged posts being
interacted with.

Tullyveery has great

Hillmount has a
level of

across
their social channels.
They interact with their
audiences via replying to
comments and liking
tagged posts regularly.

responsiveness across
their social channels.
There is interaction with
users but no
communication via
comments.

Clifton house is
responsive with
replying to most
comments and queries
however interaction
with more comments
and tagged posts will
boost engagement.

During benchmarking
brand was yet to have a
clear slogan.

“One of a kind venue for
aone of a kind bride”

The slogan "Your
beautiful Georgian
house in the heart of
Belfast” ties in well with
the branding.

“Discover the most
idyllic setting for your
wedding day, corporate
away day or special
event” is the slogan
present across the
branding.

No obvious slogan.

“Home to beautiful
events”, a personal
slogan using home as a
reference is inviting
specifically to those
looking to have a
wedding event at the
house.

Clifton house does not
currently make use of a
slogan for the branding.
A slogan would prove
valuable.

Location tags

Uses location tags well
throughout their posts,
not only increasing the
brands awareness but
also gives a clear
location of Drenagh
House Estate.

Uses location tag well
through out their posts.
Increasing the brands
awareness as well as
giving a clear location of
Old Rectory.

Malone Houses location
is tagged across social
posts. This increases
brand awareness and
displays clearly where
Malone House is
located.

Larchfield consistently
tags their location in
wedding posts however
they do not tag their
location in other posts
used to promote events
or showcase offers.

Tullyveery consistently
tags their own location
in all posts, however
they could expand on
broader areas such as
Northern Ireland to
expand their audience
reach.

Hillmount consistently
tags their own location
in all posts, however
they could expand on
broader areas such as
Northern Ireland to
expand their audience
reach.

Location tagging was
not present across
socials. Tagging
locations such as
Belfast will increase
reach and drive
engagement and traffic.

The image of Drenagh
Estates is communicated
heavily throughout the
use of photography and

The image of Old
Rectory is heavily
communicated through

Malones houses image
is communicated
through sleek

Larchfields estates image
is clean, professional and
high end. Its use of

the use of

and graphics

and high-

with in their

as well as
colour and typography.
They have given
themselves the image of
professional, but also
fun.

Instagram, they use less
typography and more
imagery, choose to
rather show than tell
their users what they’re
about.

which presents the
brand as professional
and is inviting.

quality images promotes
a premium brand feel
and image.

Tullyveery promotes a
elegant, classy venue.
The use of high quality
images and video
conveys a professional
and luxury environment.
The use and style of
graphics used across
social platforms
however, contradicts this
and lowers the
perceived value and
aesthetics of the brand.

Hillmount house conveys
a highly professional and
premium establishment
through not only the
look and feel of their
brand but also through
the clean content they
share across their digital
platforms ie
photography, video and
graphics.

The brand image does
not fully reflect Clifton
House and can be
improved by
developing a concrete
brand for rollout.

Use of hashtags

Hashtags have been
used appropriately
throughout their
socials.

Overall, Old Rectory
doesn’t use hashtag on
the majority of their
posts or at all. Instead,
they seem to reply on
their following to gather
likes and interactions.

Hashtags have not been
used on Instagram
however they have been
used appropriately on a
variety of posts on
Facebook.

Larchfield uses
appropriate hashtags to
promote their posts
across socials with their
own #larchfieldestate
tag being used regularly.

Tullyveery uses specific
and appropriate
hashtags across all posts,
there has been clear
research into hashtags,
using many variations of
the same phrases to
cover all search results.

Hillmount uses specific
and appropriate
hashtags across all posts,
there has been clear
research into hashtags,
using many variations of
the same phrases to
cover all search results.

Hashtags are present
across socials.
Increasing tailored
hashtags such as
#Discoverni #Belfast
#Belfast History will
prove valuable to
engagement and reach.

Results

Following

Between their Facebook
and Instagram alone,
Drenagh House Estate
has a following of over
29K

Between their Facebook
and Instagram, Old
Rectory have over 20.5k
followers.

Malone House has
amassed a following of
361 followers on
Instagram and 643
followers on Facebook
totalling to 1k followers
across socials.

Larchfield has amassed a
large following totalling
to just shy of 27k
followers. Facebook has
the most followers at
16k. This is a great
audience to promote to.

Tullyveery has over 9k
following across both
Instagram and Facebook.
The ratio of engagement
to following is very
positive and impressive.

Hillmount has around 9k
following across both
Instagram and Facebook.

Clifton House has
amassed a total of 9k
followers across social
media platforms.
Biggest audience
residing on facebook.

Graphics

The coat of arms Is the
main graphic used with
in the branding of
Drenagh Estate, the coat
of arms represents the
family who owned the
estate, making it a very
fitting logo and graphic
to feature of the
website.

Graphics are very
limited with Old Rectory
imagery, being saved for
the logo.

The main graphic is an
illustrated graphic of
Malones front door to
their building. This is
present across the
branding and easily
identifiable.

Larchfield Estates
branding does not
consist of any graphics
individual to the brand.
However graphics used
across social media are
clean and sleek which
represents the brand.

The graphics used across
the social are of poor
design quality yet
attempt to upkeep brand
consistency by
showcasing brand
colours in every other
post. Graphics found on
the website are of a
higher level of design
and promote a cleaner
look, cohesive to the
brand itself.

Hillmount house utilises
a clean graphic style
with a minimalistic
approach. These
graphics are also
cohesive to the rest of
the brand that we can
identify consistently
throughout the
establishments assets.

Graphics are used
across socials and
branding however
more cohesive graphics
in line with the brand
would create a more
established feel and
present better.

Average Likes

Average likes per photo
posts are between 10-30
likes.

Average likes per video
post are between 99-
1,000 likes.

On average likes
between their socials
range from 30-400+
likes.

Socials receive an
average of 16 likes per
post on Instagram and 2
likes per post on
Facebook.

Socials receive an
average of 33 likes per
post however this
average increases by
100% when a wedding
post partnered with the
guest is posted.

Socials receive an
average of 43 likes per
post, with higher levels
of reactions in the
photography and video
than graphics.

Instagram receives an
average of 22 likes per
post,

Average like count
consists of 12 likes per
post which can be
increased by increasing
the use of hashtags and
tailoring content to the
brand and tourism
market.

Average Comments

Average comments
range between 2-10
comments a post.

On average comments
range between 5-50
comments a post.

2 comments per post is
the average across
Instagram with 1
comment per post
averaging on Facebook.

2 comments per post is
the average across
Instagram with 1
comment per post
averaging on Facebook.

3 comments per post is
the average across both
Instagram and Facebook.

1 comment per post is
the average across
Instagram and Facebook.

Clifton house did not
average a comment per
post. This could be
increased through
creating more question
lead captions to
increase interactivity
with the posts.

Typography

The choice of
typography throughout
the main website is not
only a fitting font but
also clear.

Typography is also used
through out their social
accounts, although
there are a couple issues
with readability in some
areas the over all usage
of typography adds to
their posts, allowing
them to get quick
information about to
their users.

The chosen font for the
typography is fitting to
the brand. Not only is it
clear and easily read but
the serif font also
provides elegance to the
page.

There are two types of
fonts used through out
the website, for a more
professional look Old
Rectory could reduce
this to one to keep the
overall theme the same
through out their socials
and webpage.

Malone house presents
clean typography across
the branding which is
professional and
compliments the brand.

Clean, crips, script and
thin serif typography is
used throughout the
branding is displayed
across the website and
socials consistently.

Sleek serif font that is
often used in this
industry, conveys
elegance and works
well with the overall
look of the brand. Not
consistently used
across social
platforms.

Use of typography is
consistent throughout
digital assets. The use of
a clean and friendly font
differentiates it from the
possibly overused serif
used by similar
establishments. The font
is clear, easy to read and
compliments the brand
well.

Too many fonts used
across socials and
branding. Light serif
contingency used
across branding will
create a more
professional image
reflecting the brand
better.

Many of the posts that
Drenagh are tagged in
on Instagram are from
clients or business that
have worked along side
them for different
events, increasing the
engagement between
user and poster.

The majority of the
posts that Old Rectory is
tagged in are from
couples that have been
married on their
grounds, increasing
engagement between
user and the brand.
However the brand is
also tagged in a number
of posts promoting
event wear, showing
they also have a healthy
relationship with other
brands.

Businesses are tagged
across socials such as
photography accounts
that have captured
Malone house to hosted
businesses such as
cafes.

Accounts are tagged
across socials such as
past guests and catering
accounts/charities and
partnerships.
Partnership posts with
guest prove to be most
valuable bringing in the
most engagement.

Tullyveery includes tags
consistently throughout
posts and copy such as
interiors/ sponsorships/
photographers etc. This
is a great tool to build
brand awareness,
expand on reach and
increase exposure.

Hillmount generates a
consistent amount of
tagged content regularly.
This includes tags
consistently throughout
posts and copy such as
interiors/ sponsorships/
photographers etc. This
is a great tool to build
brand awareness,
expand on reach and
increase exposure.

Clifton house regularly
tags other business and
event organisers.
Increases collaboration
and tagging other
business in perhaps a
partnership post would
prove valuable for
engagement.

Brand Equity

Loyalty

Drenagh Estates brand
loyalty is heavily present
through-out their
branding.

From brides and grooms
posting about how great
their day was and
tagging them, to other
companies who worked
along side them posting
about how much they
enjoyed working
alongside the staff and
the brand as a whole.

As well as this their
Facebook page features
over 500 reviews with
an overall score of
4.6/5.

Past reposting their
clients images on their
stories and overall
general feed, Old
Rectory has little to no
brand loyalty with their
user base.

Malone Houses brand
loyalty is good with
many reviews referring

Larchfields brand loyalty
is excellent with many
reviews referring to

to being ded
by a previous guest or
customer and guest
stating they would be
returning. This is
showcased with 4/5
rating with almost 100
reviews.

being ded by
past guests and repeat
customers. This
accompanied by great
engagement on socials
and a rating of 4.9/5
with nearly 300 reviews.

Tullyveery has excellent
brand loyalty. With high
numbers of
client/visitor/ staff
content/ involvement
and levels of
responsiveness/
interaction on social
platforms promotes
loyalty to their
consumers. This is re-
enforced by glowing
reviews.

Hillmount house brand
loyalty is good, from
what can be gathered
from social platforms,
they often share
images/videos of
couples wedding days
celebrating them and
sharing their
congratulations. There is
opportunity to be more
responsive to user
interaction as well as
more user content.

Brand loyalty regarding
reviews is positive.
Increasing interactions
with guests via
comments, stories ,
tagged posts will
further increase brand
loyalty.

Brand Awareness

Drenagh Estate House is
a stunning Georgian
stately home known for
its events and weddings.
They are known for their
incredible service as well
as their elegancy and
royalty.

Old Rectory is a “truly
one of a kind venue”
they don’t stray from
this marketing
perspective in the
slightly, instead they
push and add to it with
the graceful and
stunning photography
they post throughout
their socials and
webpage.

Malone House is a
brand for its

Larchfield Estate has
built its

elegant event venue,
known for exceptional
service and
unforgettable
experiences, achieved
through effective
marketing and a strong
online presence.

brand awareness as a
top-tier event venue.
This has been made
possible through
effective marketing,
social media
engagement, and
captivating promotional
events.

Tullveery appears to
have a good level of
brand awareness. Based
on high levels of activity
on Instagram and
Facebook. There is
opportunity to expand
on brand awareness
through other digital
platforms such as TikTok.

Hillmount House
appears to have a good
level of brand
awareness. Based on
high levels of activity on
Instagram and Facebook.
There is opportunity to
expand on brand
awareness through
other digital platforms
such as TikTok.

Brand awareness can
be improved through
developing the brand
further across different
platforms such as
TikTok and LinkedIn to
reach a wider audience.
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Drenagh Estates is most
commonely associated
with stunning, elegant
and overall incredible
weddings.

They have been able to
roll out their brand with
a fully functional
website and a variety of
different social medias
that they have been able
to adapt their content to
accordingly.

The Estates Aesthetics
are clean, clear and
sleek. With the use of an
appropriate colour
scheme, logos, graphic
and typography as well
as a beautiful variety of
different images of the
venue they are able to
capture and portray
what makes the building
historical beautiful but
what makes it beautiful
today.

Drenagh Estate is
extremely flexible when
it comes to their
strategy as seen with the
use of comical reels on
their Instagram. As well
as this the brand also
has a TikTok where they
create videos on with in
the estate with their
employees based on
events they are holding
and current trends.
Overall the branding
through out the
different socials is
consistent, you will get
the same tone of voice
from the website that
you would get from their
social media pages due
to appropriate posting.

Drenaghs purpose is to
provide a beautiful
historically filled space
for people to hold
events and weddings.
Something that is clear
through out their
brandinj

Old Rectory is most
associated with stunning
one of kind weddings.

Old Rectory has rolled
out their brand with the
use of a full functional
website as well as

nt social medias.
That they were able to
adapt their content to
accordingly.

0Old Rectory Aesthetic as
mentioned above is
“fresh elegance” this is
apparent with not only
the use of colour, which
is added as an
undertone to all of their
Instagram posts to help
keep a consistent colour
Aesthetic but can also
be seen with their
choice of intro
videography and overall
imagery and chosen
typography.

Old Rectory has
definitely made an
attempt at beiyng
flexible when it comes
to presenting their
content, not only have
they created reels but
they also have their own
tiktok page. Although
this page is mainly used
for presenting
videography rather than
following trends.

The overall branding of
Old Rectory is consistent
through out the
different socials and
their webpage due to
the reasons mentioned
above.

Old Rectorys purpose is
to provide personal,
beautiful, fresh elegancy
weddings.

Malone House is
associated with
sophistication in event
hosting. It has
established itself as
staple historical house
that hosts events in
Belfast.

Malone House brand roll
out consists of a
functioning website,
social media assets and

Malone Houses
branding aesthetic is
reminiscent of its history
as a historic building.
This is communicated
via colour schemes, logo
design and images in the
branding. This
establishes the brand as
a historical event space
with appropriate
aesthetic.

Flexible with
incorporating other
businesses into their
posting.

The brand is consistent
across branding
displayed on the
website and through
social media. All
relevant material from
the branding is
displayed

The brand’s purpose is
to provide a space for
events and weddings to
take place. This is
reiterated through its
branding.

Larchfield Estate is

ated with high end
and luxury events spaces
which is demonstrated
through its social media
presence and branding
across all platforms.

Larchfield Estates brand
roll-out consists of a
fresh and clean website,
promotional events, and
social media which
increases its reputability
as a top event venue.

Larchfield Estate boasts
a high end and luxurious
aesthetics that is
communicated with the
branding through the
style of typography and
imay ncorporated into
the branding. This
aesthetic is in line with
socials and their
website.

Room for flexibility with
social media and
branding

Branding is very
consistent Across social
media and website.
Sleek, ly
recognisable and looks
cohesive. Overall
professional look.

The brand’s purpose is
to provide a space for
events and weddings to
take place. This is
reiterated through its
branding.

Tullyveery has great
brand connotations.
Through their content
rolled out across their
assets, including the
brand itself it promotes
itself as fresh,
professional and with
the times.

Tullveery’s brand roll out
is consistent and clear
throughout their digital
assets. The use of the
brand typography
throughout social media
platforms could be more
cohesive to improve on
this.

Tullyveerys brand
aesthetics are adequate.
Photography style is
strong and creates a
beautiful sense of the
house itself. There is
opportunity to further
and better reflect the
brand in use of
typography, logo and
quality of these assets as
they are implemented.

Tullveery expresses good
flexibility with their
brand promoting a range
of different types of
digital content.

There is a good level of
consistency of the brand
throughout thy

There is room for
improvement across
social channels by
adhering more often to
the brand typography
and the use of logo
stamps.

The brands purpose is to
provide a space for
events and weddings to
take place, this is
communicated well
through their branding
identity and strategy.

Tullyveery has great
brand connotations.
Through their content
rolled out across their
assets, including the
brand itself it promotes
itself as premium,
luxurious and
professional .

Hillmount House has a
consistent roll out across
social media platforms
and their website. With
all assets adhering to the
brand guidelines this is a
highly professional tool.

Hillmount house has

successfully
communicate the beauty
and history of the house
itself. The use of type
and colours reflect the
brand extremely well.

Hillmount House
expresses good flexibility
with their brand
promoting a range of
different types of digital
content.

There is a high level of
brand consistency across
the Hillmount assets.
There is room for
improvement across
social channels by
adhering more often to
the photography style
and the use of logo
stamps.

The brands purpose is to
provide a space for
events and weddings to
take place, this is
communicated well
through their branding
identity and strategy.

Brand has a strong
association with history
and culture in Belfast.
Branding with the
colour maroon
associates with royalty
however this
contradicts the history
of the house as it was
originally the poor
house.

Broll roll out hard to
identify as all content
distributed across
platforms is not
cohesive to a set of
brand guidelines.

Opportunity to develop
stronger brand
aesthetics through
refresh or further
development and
refinement of current
brand aesthetics.

Room for flexibility
with social media and
branding.

Branding is not
consistent across assets
produced and branding
elements.

Looking at the brands
assets the brand
purpose is to facilitate
and educate customers,
guests and businesses
by providing services
and event spaces.

n

wWe 'Fra,(,’hscé ws'\w% 'Fos'(huc \AJV\%\LAJ%C /\’\Arow%\/vow/\’ owr \ocwo\ww\a,r\{.'\w%
og (/\'\g/hw Rouse. Tn areas Yhak we &\/k @\;Q/hm Were wea\er w

we wsed ?\nra,scs sweh as “here s an o*m?ov’hm’(h{ Xo.»

roowm 'gor '\VsA'\?rou(’,\MCWY,,“

or “Yhere is

Benchmark Research

Sumimary.

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 arcas
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 clse 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

We Ahen added an céﬁu\o\c version og lis word market.
documert as well as o DF o our documends o
6a,sc(,a,w\?. We wvifed Adrian Ao Ale Colder 4o review

| DOCX |
owr worle, we had wo (,\M,w%cs Yo wmalce.

Benchmarking of
Branding and
Socials .docx

> Benchmarking of

- Ll
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2.1

Initial Meeting

With The Belfast Charitable Society.

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 toknow 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.
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Meeting Confirmation

@ Claire Mulrone - Oct 5 - Notified 4 people

Good afternocon everyone,

The meeting with the partner, Paula Reynolds, to develop the media brief is now confirmed at
11.00am on Thursday 12th October.

We will use one of the adjacent rooms to the Agency for the meeting.

Kind regards
Claire

Oct 5 & Ellie McDowell
| Thank you Claire!

Oct 5 _ Tia Gabbidon-Lyttle
¥ Thank you! o
Oct 6 @ Joshua Keyes
Perfect Thank you Claire.

once e had Ahis
(/OV\-‘Q'\rW\Af\"\OVt) T added
& ko Ahe 6a,seoa,w"7
so\AcA\L\c. ‘W»'\s wow\é
it s o rewminder Sor
ws Ko enswure we had
s our prep oxe beSore

band, \>

o Today

SUN

Oct 2023

22 23 24 25 26 27 28 19

29 30 31 26

Index @@

0CT 12, 2023

Meeting with Clifton House @ © & &
11:00am - 12:00pm

Add an event

Meeting Prep Notes

0 Ellie McDowell - Oct 11 - Notified 4 people

Potential Questions

- What do you currently like about your brand/ social media ?
- What results would you like to achieve from us working together?
- Is there anything in particular you like from other brands that you would like to take inspiration

from for his project?

- What do you expect from us in terms of deliverables?
- Is there any core values you would like to shine through in this work?

-Is there any areas that we need to be sensitive about when re-working/ talking about?

2
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Tnilly, Claire kad §ull
communication weth Ahe cliewt.
ThereSore, Claire «/rrww%cé Iy
dafe Sor us 4o wmeer wSikg owr
a\,w,;\\o,,\o'\\'(h{ Yowrd o 6&560&){%’?.
on Fhe el of 0ckdber, Clwire
'\709’\’(’,A o message Yourd
6use_ow"> Ko whorm ws of when
Alis meefing would Fue place.
The kil wmeeting would Fake
Place o e 12tk of Octover, we
kad af Alis pownt Guished our
\)cwo\w\mwr\c'\w% and research so

Ahat we were ?rC'FurcA Sor Alis
\Mce/hwu
<

Nov 2023

20 2 22 23 24 25

27 28 29 30

During owr \ocw(,\nwa,r‘(,'m% W\ee/hw%
on Ahe 11tk O‘Q Oc’h\ocr we
estadlished w number of questions

Aot we wanted Ao sk Ahe cliewt

We as o Yeam discussed whas
We febr was Ale wosk wportant
whormarion we weeded §rom Ahe
cliewt. This screen shot shows Alhe
questions Yhat we come wp witl,

«’

U\wire created o \oa./(,‘(_w\? message
Yowrd on @usecww\? Aot weluded
“he \M(’_c’\"\vu(é \in\e Lor ws KXo use on

Alhe day.
o

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,

Meeting Link

@ ciaire Mulrone - Oct 10 - Notified 4 people

| have sent this meeting link to you as a calendar event but this is a back up link, if you

experience any problems on the day.
Claire

Microsoft Teams meeting

Join on your computer, mobile app or room device

Click here to join the meeting

Meeting ID: 358 088 954 40

Passcode: G94677Z

Download Teams | Join on the web
Join with a video conferencing device
903776206@ulster.ac.uk

Video Conference ID: 128 998 327 0
Alternative VTC instructions

Or call in (audio only)

+44 28 9621 6669,,130779453# United Kingdom, Belfast

Phone Conference ID: 130 779 453#
Find a local number | Reset PIN

Learn more | Help | Meeting options

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 wouldbe 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 cither a
historical fact, message about
the BCS or what the BCS
would be doing today in 2024,
and what have we learned?
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Intreduction

Project Management: Caroline is leading the project in collaboration with Clifton House.
Main Point of Contact: Caroline.

Historical Background: Clifton House is the home of Belfast Charitable Society, 271 years old,
focused on delivering philanthropy.

Project Goals

Raise Society's Profile: Celebrate 250 years and the essence of Clifton House.
Create Legacy: Go beyond the building, establish a lasting legacy.
Metaphorical Brickwork: Set the foundation for the key message.

Content: Historic facts, charitable events, events, talks, and projects.

Projects and Events Timeline

March: Women of the Poor House theme.

March: Fine Art Exhibition by Second-year Students.

March: Music Event featuring various groups.

March: Mary Ann McCracken.

April: Health and Development Medicine.

May: History Harvest - Clifton House's contribution to Belfast development.
June: Immigration and Reuniting Families.

July: Mary Ann McCracken.

August: Clifton House Founding and Key Figures.

September: Water Infrastructure Development.

October: Characters of the Poor House/Black History Month.
November: Addressing Disability

December: Celebrating Clifton House.

Communication and Branding

25

Primary Communication Channel: Social Media (e.g., Facebook).
Website Refinement: Including banner and branding enhancements.
Social Media Campaign: Create and run a campaign.

Target Audience: Primarily older individuals interested in history, potentially older men,
retired people, men and women over 50 for tours and talks.

Expand to Younger Audience: Increase brand awareness.

Tourism Focus: Collaborate with Tourism NI.

Event Promotion: Display a monthly interactive event banner on the website.
Video Content: Increase video content production.

Branding: Implement colourful branding inspired by Conway Hall and the Royal Academy of
Arts.

Additional Information

Two main projects: Education resource pack and Family trust (confidential).
Explore partnerships and collaborations.

Acknowledge Clifton House's involvement in anti-slavery.

Address the disability topic for relevance.

Funding from NI Water for Belfast Charitable Society.

This structured client brief outlines the key aspects of the project for Belfast Charitable Society, its
goals, and the timeline of events. It also emphasizes the importance of effective communication and
branding to reach both the primary and a younger audience, promoting the rich history and mission
of Clifton House.

The Takecaways.

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:

250k AV&V&.’\V(’,!’S&/F\{ (ogo and Brand
Design.

Socind Medin Campuign Tdewtiry,

6r4u~.A 6\L'\Ac\'\v\cs

A\

Tcons ¥o use gor ecach Fheme OQ

Mew\muu&'\sc Designs

Xle weonctle, A Qosters Sor eack wonths Ahewe.

j

_/ A N
< 2 \,

Q\no’Yo su,i)fc \/

(O‘F'Yiowa,\ adddion)

Branded Qocial Medin Calendar
(Optional addition)

r> of Conent post.

‘\vu,\wé'm% /YCW\?\UYCS Sor each ’\’\{1?@
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The Follow Up.

Hi Claire,

Was lovely to meet you online yesterday, along with the students who will be working on the
overall branding of the 250th Anniversary year of activities and events. Below and attached are

the information requested:

- Recent funding projects of Belfast Charitable Society - see attached and also

Email From Caroline

@ Claire Mulrone - Oct 13 - Notified 4 people

https://belfastcharitablesociety.org/our-present/our-grants/

- Details of the North Belfast Heritage Cluster re History Harvest event -
https://greatplacenorthbelfast.com/about-us/#northbelfastheritagecluster and also details on all

the various buildings here: https://greatplacenorthbelfast.com/our-members/

- Details of Clifton House Tours can be found here:
https://visitbelfast.ticketsolve.com/ticketbooth/shows/873643256

Only a few remaining dates this year for our public tours if they prefer to join it. Let us know
which date and we can save comp tickets for the students OR if they prefer to visit themselves
at another time, Jason, our archivist, could spend an hour giving a shorter tour, showing the AR

etc. Let us know their preference, and we can take from there.

- Fuller breakdown of Jan / Feb events - to follow early next week

- Numbers of different social media channels - see below (just to note that Belfast Charitable
Society doesn't have its own socials, so all info goes through Clifton Belfast. The Mary Ann
McCracken Foundation has its own channels which would share Clifton House's posts (and vise

versa).

+ Facebook (https://www.facebook.com/CliftonHouseBelfast) - largest and longest running
channel for Clifton House - 5725 followers (28% men; 72% women; mainly age 45+; 2050

followers from Belfast, rest from across NI and Dublin)

o Twitter (https://twitter.com/cliftonbelfast) - 2235 followers. In september, on aver per

month our Twitter impressions are between 25K - 35K

» Instagram - newest channel for Clifton Belfast - 827 followers (66% women and 33% men;
slightly younger age demographic but mainly 25 - 64 age; NI only following with 34% from

Belfast)

« LinkedIN (https://www.linkedin.com/company/11402273/admin/feed/posts/) - used for

conference hire, recruitment mainly - 74 followers (179 connections via linked account for

Lucy fraser)

e YouTube - we upload our videos here, but generally so we can share or embed them on our

channels or website.

- Analytics of traffic to website of each social media channel - to follow early next week.

Thanks Claire.
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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 sce 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

emails of partner

@ Claire Mulrone - Oct 19 - Notified 4 people

Paula Reynolds paula@cliftonbelfast.org.uk

Caroline Mccoubrey mccoubreycaroline@gmail.com

Lauren Smyth [smyth62@qub.ac.uk

Bs
Ty

@ Claire Mulrone
Assignments - Activity - 4 06 pm GMT

Tuesday, October 24

1:38pm Me
Hi Claire, could | possibly get your email address to cc into email to team at clifton house? :) e

e Mulrone 3:12pm
N cmmulrone@ulster.ac.uk

5:37pm Me
Thank you!

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.

O\ire also ?rwiécé e
ewmails of Ale partners Sor
ws ok o Basecamp wessage
bowrd Sor ws Ao wse Ko
co¥acX Ahewm with any

<

1 adso asted Clwire Sor
ker ewail Ao ensure she
wis cod o il ewadls.
This was o enswre Claire

could see all communicaion
berween ws and Fhe cliewt.

o/
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2.2

Brict Creation

The Prep.

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 tcam, took a lot of guidance
from this lecture and used it as
a structure for our own bricf.
Outlined below is what Adrian
informed us a brief should be:

® Clous Jowr wwécrﬁuwé'\v\% of e
Pproject based on Jour Gel-of§ W\cc’f'\w%
wirh Ale (,oW\W\wC(Y\{ ?m,r"hncr.

° Qro'\?oscs Alhe worl Jow are %o'\w% Ao
wnderrale Ao wmeetr e o\w«p\\cw%cs '\)\K
Sorward \0~{ Alhe oow‘w\wv\'ﬁ\{ '\m,r’hmcr.

e Serves s o record of Ahe work Ao
e wnderXaen \wo\wéiw% wmedia /W'\?c,

amourd of worl amd deliverables.

e Serves as o document whicl \nc\'\?s
steer Ahe creative decision W\o\,\L'\v\% ws

{ow progress Ahe Pproject.

o finally, serves as Ahe Yenchmary
m,%ov'\ws* whick Jow Wi\l wssess and

reflect o Jowr Ginal wedin owkcomes.
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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:

° j,wé(’.‘ﬂ

o Lommundy Yartner

The Qroject

° 0\0\'\(’.%\%5

o Targel Audience

e Delverables

o Lowmpetiors

o Tone, Message and Siyle
e Twme-scale

o Budger

e Meet Ahe Team

Once we established the layout of

the brief we then assigned cach
member of the team sections to
create. | created a message board
on Baseccamp to do this.

The Brief

0 Ellie McDowell - Oct 12 - Notified 4 people

SECTIONS

Josh's Section:

¢ Describing Community Partner
* Summarise the Project

« Explain your objectives
Tia Sections:

» Define Target Audience
» Outline the Deliverables

« Identify the Competitors

Ellie's Sections:

e Index

« Include details on tone method and style
» Provide the timing

e Specify your Budget

o List the team

This is how we decided to break
up the work. As you can see, |
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,
[ was also the one creating
& designing the document,
enteringin everyone’s work. We
came to this decision as a tecam.
After this distribution of work
was established, | then created
to-do lists for week 2 for each
member of the team.

9/9 completed

@ Ellie Week 2

Add a to-do

[ v ] Specify your Budget (-] Thu, Oct 19 @ Ellie M

[v] List the team () Thu, Oct 19 @ Ellie M

[v] Meet the team: Ellie 7] Thu, Oct 19 @ Ellie M

[v] Meet the Team photo [ Thu, Oct 19 @ Eliie M

[v] Provide the timing [F) Thu, Oct 19 @ Ellie M

[v] Include details on tone method and style () Thu, Oct 19 @ Ellie M
[v] Create Brief document

[v] Cover

[v] Index (T Thu, Oct 12 @ Ellie M.

5/5 completed

® Josh Week 2

Add a to-do

[v] Meet the Team photo ] Thu, Oct 19 € Joshua K.
\i‘\ Meet the team: Josh [ ] Thu, Oct 19 € Joshua K.
\1 | Summarise the Project [ Thu, Oct 19 € J <
9 € Joshua K

[v] Explain your objectives [7] Thu, Oct 19 @ Joshua K

| v | Describing Community Partner Thu, Oc

5/5 completed

@ Tia Week 2

Add a to-do

\Z\ Meet the Team: Tia [ ] Thu, Oct 19 @ Tia G.

(v] Meet the team photo ) Thu, Oct 19 @ Tia G

| v] Identify the Competitors [~ T 19 @TiaG
\Z\ Outline the Deliverables () Thu, Oct 19 @ Tia G.

[ v Define Target Audience [~ Thu, Oct 19 @ Tia G

The Creation.

We gave ourselves a weel Ao
complete Ahe brie§, T added
weto Alhe Basecamp calendar o
weeing Sor Ale 195k o Octdber,
whick was our deadline. The
Ppurpose o Alis W\cc*\w% Was Ao
have Sinad checks of Ahe Yrie§
and enswure e dere \na,?\%( wirlh
Ahe document hefore & was sewt

of 4o Ahe cliewt,
N ]

oct % "
Brief Meeting
Added by Eliie M.
When Thu, Oct 19, 7:00pm - 9:00pm BST
with @ Ellie M.

*%

@ Add a comment here...

N\
These are screen shoks of
Ahe Ho-do lists T creafed Kor
week 2. We gave owrselves
an whernal deadline of
Ocrover 195k Ao have Ahese
Xas\s ooW\?\chcA. Our ¥ime
wmanagement was great over
Ahe ewfire project amd Ahese
Ho-do \isks ept ws w check.
As Jow cam see w e wages,
Ahere is wore Aasts Yhan e
wssl%wcé on Ahe wiial Yoard.
This was due 4o Ahe ‘Qba\') as
e cWipped aua] aX Ahe work,
de found Ahere was other Alings
we wneeded 4o do. Qo, we added
Ahese adddrional Aasts Ao our

\is¥s.
o

Add to my calendar...
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MON WED THU
=+ 16 Y3000 18 3:00:00 19 6:40:00

6:30 PM

This is o screen %rw\o
oQ Wy /\’o%%\ AT
Srom weel z. 1 s?cM

Brief creation Brief Meeting
Clifton House Clifton House

4 1/7 hours creating wy
section of Ahe brie§ o
Brief creation Morday and Wedresda.
clftontionse On Ttwwséa./{ \M{sc\Q and
Tosh had o 4 hour session
'Q'\M\/\'\s'\ux% Ahe brie§ and
wmaNing all “he (,\Mux%cs
We received grow\ owr
Seedvmck w class witle
Adrian. This was done over
Microso™¥ Teams.

4:20:00 $ (\/

Tuesday, October 17

T had wissed o Sew 7:40pm Me @

°Tia do you mind sending me over your sections when you have them finished so | can pop them into the brief pdf?

classes, Fo ewsure we \ept )

e OW\V\A\LD\'\(,A./’\/'\OV\. \}J(\/\/\- \ACF L\ Tia Gabbidon-Lyttle 7:54pm

OEIIie I'll have them over to you tomorrow, just making a couple changes to my paragraphs :)

we wsed “he (,Mv\?%rc

7:55pm Me
°Tia No worries at all! Thank you so much! ¥,
X Ko request any

Wednesday, October 18
Teces o work we needed .

Tia Gabbidon-Lyttle 5:01pm
'gr oW \/\Cr 'Qo r /\'\AC \0 FV\C&:‘ )’ That's everything sent over now @ Ellie
5:36pm Me
\/ °Tia Thank you so much! | will add it all to the document now :) ¥

Once \M\{S(’,\'Q and Tosh had

Thursday, October 19

@ Joshua Keyes 12:17pm UOV\A'F\C/YCA \MA/\L\\A% ’k\hc A/W\CVLAS)

| shall send over images for brief shortly
v Tosk added Ahe w\?é«ﬁcé

document o Ahe oo\,\my%rc
@ Joshua Keyes 11:33pm

Me and Ellie have combed through the brief again addressing the feedback> °Tia Can you please add in any

decorative illustrations / graphics. C \A 0\//& So ’\'\A 0\//\/ —‘-\0\/ co \L\A O\/AA s
B

some decorafive illustrafions 4o

brief _Folder Clifton.zip /\/\A(’, AO [y CVL/Y.

MEDm 42.3 MB - Download

sl

\kaor/meYc\{) \Mw{sc\%‘ and Tosh kad some communicaFion issues wirh T /Y\Arow(é\/»oxﬁ
s process. We didicd kear bk wiehil Ahe zaFh ahoutr Fhe adderions 4o Ahe brieS. T
S\L%(Acs’\’cé AhaX we reAlini A_AA'\VL% any WMwehraAions o Ahe \or'\cg

AN

Tuesday, October 24

6 Tia Gabbidon-Lyttle 12:03am
¥ € Joshua Keyes

Me and Ellie have combed through the brief again addressing the feedback> @ Tia Can you please add in any
decorative illustrations / graphics.

I've had a couple of attempts at adding the graphics we discussed during class, but | feel that the addition of these
graphics don't suit the layout and leave the pages feeling cramped. Possibly need to sit together and rethink possible
decorative illustrations/graphics, let me know what you think! :)

Q 3

Thursday, October 26 We Aool s ’QCCA\OLO\L on
\J)om,ré aond Aoo\ a loo\ n

10:43am Me
Hi Tia! That's fine! We can look at it together today and see what we cando:) ¥

Sv c\ass /YO%C’WU. We came Ao

1:01pm Me
The final brief is up on shared docs!

1:22pm Me
Brief is sent to client!

e decision as o Feam Ao
leave Ahe \lustrations ouk
Sor o cleaner look. Here
@ ;‘:m?:nlzif‘:;;ﬁf;suallmntocreaﬁvenow! was wy respowse i Alhe

oo\,\w\?g'\r(’, s,

THURSDAY \/
=% 26 23000 =

We \0%%<’,A 3 1/2 Wowrs 0%‘ c\ass Aime on T‘A\LFSA&/\{ 767\ o—g
0crodver Sor Yrief creation This nelwded Q;m\;sm% e hrie§ wirh

Adein and se,wéiw% & of§ Ao Ale cliewt.
Brief creation
Clifton House

S'\(Aw o§§ 'grovv\ Aér'\u\ on éwscoa/wr\? \oc%‘or(’, we sewt Ahe \or'\cg

N\

@ Adrian Hickey, Senior Lecturer in Interactive Media

3:30:00 (10:00 AM - 1:30 PM) ) It is excellent! Well done.

Concept 1 development
Clifton House
1:00:00 (1:30 PM - 2:30 PM) » $
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CLIFTON HoUsE

Bricf

Community Partner
The Project

Objectives

Target Audience
Deliverables
Competitors

Tone, Method and Style
Timescale

Budget

The Team

Clifton House compriscs a varicty of board
members, volunteers, and organisations. At the
front-line Chief Executive Paula Reynolds leads her
team of board members and partners to inform and
educate the public of the house’s history. Clifton
House provides event spaces to a variety of
charities and organisations that aim to educate and
raisc awarcncss about a varicty of issucs regarding,
poverty, slavery, and women’s rights, to name a few.
The Belfast Charitable Society’s mission is to
promote, protect, and enhance the heritage and this
is all made possible through the collaborative effort

of partners and board members.

Clifton House 15 a project with a lot of potential.
The project will require the development and
refinement of branding assets, such aslogo, cclour
palette and image. The project requires social media
cutputs and ternplates wehich will then showease
and promote upcoming events. These events will be
posted inaccordance with the Clifton House
calendar Creation of a website is not required for
this project however the agsets that willbe
developed to compliment and strengthen the brand

for roll out acrass wels.

mefﬁr Puﬁt&r

Clifton Housc is approaching its 250th anniversary
and wants to promote its values and mission to a
wider audience and expand its community. This will
be made possible through the creation and
development of a brand refresh and social media
outputs for event promotion. It is important to the
team to create a legacy that will live on so that
Clifton House and all that it stands for will continue
to educate and advocate for minorities and other
social justice issues. Our approach for the branding
and social media outputs is to develop and enhance
Clifton’s branding and asscts so that their missions

and values are evident in the brand image.

Branding_--oqnsistently acrgses socials will promaote
evelts, vincrease audience reach, engagement and
brand awareness. The social media posts will
showicase a variety of events ranging from
charital:le events, historical moments and raising

awareness for soonomic issues. Clifton House

requires assels to be produced inaccerdance with

the newly develeped branding to promote and
exhibit the Clifton Howse 250th anniversary:. This
will take form as potential website assets and social

mediaassets.




Our primary objective for this project is to develop values that Clifron TTouse represents. This will take
and enhance the Clifton House brand identity and form of images, videos, graphics and copy that has
social media presence through celebrating its 250th been intentionally designed and created to drive
anniversary. Tailoring and creating cohesive engagement, expanding the community reach. With
branding that aligns with the historical properties Clifton Iouse celebrating its 250th anniversary next
core values will allow a more defined and stronger year our objective is to create and develop

brand image to emerge that will roll out across appropriate assets and branding that will

platforms, A refreshed brand roll out will allow compliment the new brand roll out and showcase
Clitton House to promote and showcase past, the historical monument. Communicating this
current and future historical and charitable events monument with the new enhanced brand image will
cohesively. Tailored and professional social media allow the legacy to be preserved and identified in the
asset creation and distribution across platforms will years to come.

increase engagement and awareness of events and

Full re-brand along with accompaning brand guidclines

Tncreased brand awareness

Increased younger audience

Development of online presence and overall user engagement, interactivity and experience

Increased social media presence through 12 month campaign

Interactive banner highlighting the events taking place over the

250th year celebration

Social media templates for to showcase the 250th year celebration,

catered towards the different socials

CMFJ ors

As a team we have carried out a benchmarking process which allowed us to identify other historical Georgian

Touses which not only provide similar services to Clifton house, such as event space hire and historical tours

but are also vying for the attention of Clifton Houses current and future target audicnce. Notable competitors

within this niche include the following:

HILLMOUNT HOUSE

TULLYVEERY House HOME TO BEAUTIFUL EVENTS

These establishments pose as strong competitors as not only do they cater to a similar clientele, but they also

have a strong online presence in the form of clean, striking, and interactive websites as well as clean, consistent,

and engaging social media. Drenagh Estate has a strong social media presence as their flexibility has allowed

them to reach a larger, younger audience with their use of TikTok and following recent trends. Understating the

competitions offerings, strategies and online practices will be instrumental in ensuring that Clifton House stand

out and will be able to provide a unique and compelling experience for their customers.

Tone, M@W and, ST«?&

W hen evolving Clifton House brand, along with brand assets such as social media templates for the 250th

aNNIVErsary campaign, we must prioritise the organisations core values and expected outcomes of this project.

After a discussion with Clifton House, we
imderstand that the organisation wishes to artract a
younger audience to continue sharing the history of
the estate. Before expanding on this and analysing
how we can increase brand awareness within this
demographic (potential expanding onto younger
user populated platforms such as TikTok) we must
revisit how the brand is already being delivered and
utilised on existing media and platforms. It will
require reviewing the language to understand how
this can be optimised to resonate with the younger
audience. The use of language throughout the social

media campaign should be informative,

story driven, and inviting.

The language and tone should encourage the
targeted audience to visit Clifton House, this can be
further influenced by the use of appropriate CTA's
(Call to Action’s) and traffic directing tools. The
campaign should inchide brand consistency,
showeasing exciting content to SNCOUrage USErs to-
either visit Clifton House or follow/ engage with
other Clifton House content. By increasing the type
of media outputs disribured, as well as using the
correct social media techniques we hope to increase

following and reach across platforms.
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‘We must remain historically correct throughout all
copy and advertising to respect the heritage of
Clifton Iouse. The campaign should be diverse to
keep users interested, the content should also be
exciting and interactive to attract a younger
audience. The re-brand should reflect and represent
the history of Clifton House while also
appropriately communicating the story. Within the
strategy of the brand, we must find ways to appeal
to a younger audience by refreshing the look whilst
also not straying too far from its origins to keep the

relationship with the current audience.

Tws Secton

Timescale

We hope to develop brand consistency throughout
all media assets, creating a link between all
platforms. There will be tools put in place to direct
users and audiences to the correct place that will
deliver on the desired outcomes of Clifron House, ie
directing user traffic through CTA’s to booking links
and cvent calendars. The overall goal is to increase
brand awareness, increase event bookings, and reach
a younger (wider) audience. Keeping this in mind

the tone, message, and style should be as tollows:

® [ducational and Informative
® lnviting and Friendly
® Interactive

@ Diverse

09

The timescale on this project is important so that we can establish a creative direction, along with ensuring that

the deliverables are created on time. We have created a detailed timeline to specify these key dates along with

allowing ourselves room for unforeseen circumstances. Starting in week three, an initial meeting with Clifton

House will take place, followed by r

arch into similar organisations, along with a benchmarking process. The

following week we will create the brief based on our previous meeting. The team will then go on in the next two

weeks to develop and deliver 3 pitches for Clifton House to choose from. The chosen concept will then be

developed over the following six weeks, Lo Lake us up o the deadline on week 12, [ollowed by handover in January.

Week 3 Week 4  Week 5 Week ¢ Week 7 Week 12 December

| 5 Week l |

Benchmarking Creation of Sign off of Pitch

| Development Stage

Delivery of Deadline. Client

competitors. the bricf. Development 3 pitches. Handover.

Project Bricf.
Meet with
Clifron House.

E\liers Qecion

10

Budyt

There is no established budget for this project as the deliverables are digital-based and have no required costs.

However, the team has explored ways to promote the campaign and underlined the general costs of these

potential outputs. Included are the print and rental fees for each product.

Tvﬂwo CZWT’UT«;)/

Cost

48 Sheet Billboard 3 1 month £4,859.11
6 Sheet Posters 10 1 month £7,625.81
Tote Bag 200 n/a
Pen 200 nja 142
250 n/a £470
Rounded Bookmarks 200 n/a £25.35
As Flyers 250 n/a £70

et The Team

E\lie’s Seckion

Onr team is made up of Ellie McDowell, Joshua Keyes, and Tia Gabbidon-Lyttle. Each team member has a

specific skill set, developed through University as well as working directly in the creative Industry.

All members of the team will be given individual roles and responsibilities for this project.

Workloads will be evenly distributed and balanced throughout the ream'’s dynamics.

E\lie’'s Qeckion

11

1z
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A little bit about my findings.

Time scale

Forthe timescale section, Ibroke
down each individual milestone
in which we had to cover over
the project. 1 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
cnough room for unforeseen

circumstances and Crrors.
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Budget

The client does not have a
specific budget for this project.
However, | 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. 1 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

The Feedback.

Clifton House 250th Project Brief P21v &

Ellie McDowell
To: paula@cliftonbelfast.org.uk; Caroline Mccoubrey <mccoubreycaroline@gmail.com>
Cc: Tia Gabbidon-Lyttle; Mulrone, Claire; Joshua Keyes

[ Clifton_House_Brief.pdf
= 7s1ke

v

Hi Paula!

| hope that you are keeping well! | am sending you across the brief we have put together for this upcoming project.

We are looking forward to our visit tomorrow, in the meantime if you have any burning questions please give me or any member of the team (cc'd in) an email &
Many thanks,

Ellie McDowell
Ulster University IMD

The alove screen %r«b\o shous wy ewmail Ao Alhe Aeam on T‘Mxrséa./\{ e 26k o October. As soon as we %on
e %0—0\/\&(’,0\/& $rom Adrian T sewt Khe bee§ of§ ’\\N\\mcé'\oﬁc\{ so Ahat we could %C’Y Seedvack.

Clifton House 250th Project Brief

Caroline Mccoubrey <mccoubreycaroline@gmail.com> O « & - v B
To: Ellie McDowell

w™
Mon 30/10/2023 14:41

Cc: paula@cliftonbelfast.org.uk; Tia Gabbidon-Lyttle; Mulrone, Claire; Joshua Keyes

CAUTION - EXTERNAL EMAIL
Do not click on links or attachments that are not expected

Never trust - always verify

Stay Alert - Think before you Click - Stop a potential Cyber Attack

Hi Ellie, Tia and Josh,
Thank you again for sending through the brief. Just some of Paula and I's thoughts:

Overall - The brief was well laid out and very clear, however the style of the text made it difficult to print and read off screen. Something to consider if elements of the brief were taken into the branding.

Target Audience - Just for clarification, we would like to try and reach a younger audience, however need to ensure that with branding and messaging that we don't alienate our existing older audiences (45+), who have
supported Clifton House over the last few decades.

Tone, message and style - | think ‘emotive’ needs to be included, along with ‘educational and informative' etc etc. Much of the reason for the work of Belfast Charitable Society, including the reason for the building of
Clifton House, is to tackle poverty and disadvantage, and unfortunately those reasons are as strong today as they were 250 years ago. Due to the set up of Clifton House, those engaging with our talks and tours are
helping BCS to continue to do this work, as all proceeds go back into the ongoing work of the Society. This is a message that would appeal to the socially conscious (young and old).

We think the latter is something that we haven't communicated to you all very well, but would be an important element to draw out as we look ahead to our next 250 years. Do you want to meet again briefly to have
another quick chat, perhaps via zoom?

We are also conscious that the list of deliverables that you have outlined are very ambitious and we don't want you spreading yourselves too thinly. It might be that we could have a look at those too, before we get too
far down the line?

Thanks

Caroline

N

This was Flhe response Crom Loaroline and Ahe Yeam. Overall, he response wWas posehive. The Yeam o
OiFron communicated Ahak Ahere was o Sew (,\M,w%cs quwlrcé '\Mo\v'\w% /m,r%c/k audience, Towe, wmessage
and style, and Alhe deliverables. The Aeam el /Y\Ac{ kadiX communicarted 4o ws properly so e decided &
was Yest Sor ws Ao have another wmeeting o o\u'\%—{ o Sew /V\A'\vu%s beSore we wade ar{wmore progress.
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The ’QO\\OVJ.\V\% ewmails show Claire rcs?owélw% Ko Laroline’s emai| Ao orgamise another vuce/hw% over Aeams.,

Mulrone, Claire
To: Caroline Mccoubrey <mccoubreycaroline@gmail.com>; paula@cliftonbelfast.org.uk

Cc: Tia Gabbidon-Lyttle; Joshua Keyes; Ellie McDowell; Hickey, Adrian

Good afternoon, Caroline and Paula

I am happy to facilitate an online Teams meeting.

I'm free this afternoon Caroline if you want a quick chat providing the clarification and | can pass this on to the students.

The students are not available today as they are in class.

1 could we arrange an online chat this tomorrow Wednesday 1st at 10.00 (if the students are free) or on Thursday morning when the students and | are in class.

Tue 31/10/2023 13:26

Tuesday, October 31

Joshua Keyes 2:32pm

Hi @Claire hope you are doing well. Myself and oTia were just about to draft up an email to send off to caroline
there and came across yours. The three of us are not available to have a meeting tomorrow at 10..so | assume
Thursday will be okay. What does this mean in terms of pitch decks as Paula must want some changes on the
deliverables / the design and feel of the branding, as we would rather not start to make mockups if it is all going to
change. Could please advise us on what you would like us to do in preparation for Thursday class and Tuesdays pitch.
Thanks :)

Claire Mulrone 3:18pm

Thursday at 12.00 suits me well. | would still start the creative process, they are keen to ensure the message includes
elements of social justice - we already knew Clifton house was set up to tackle poverty and disadvantage, and this is
still the case even today 250 years on. people who engage with Clifton house talks and tours are helping charity to

Let me know what works best.
Kind regards
Claire

continue to do this work with all money being used by the Belfast Charitable Society. This anniversary celebration
needs to inform current user (older adults) and attract new supporters (younger population and custodians of the
future) that are socially conscious.

Claire Mulrone Senior Fellow HEA
Community Engagement Manager &
Co-Director of Social Justice Hub
Academic Business Development
M: 07940656299

E: cm.mulrone@uister.ac.uk

I think we need an additional line in the target audience to explain this element. happy if you want to chat
07940656299.

Wednesday, November 1

Claire Mulrone 9:53am
| have arranged a meeting tomorrow with Paula at 12.00. | sent you all a Teams invite if you want to be in a separate

PEOPLE, PLACE
AND PARTNERSHIP

DELIVERING SUSTAINABLE FUTURES FOR ALL

~
Ulster
L=

room.

7:51pm Me
Thank you Claire!

™ Caroline Mccoubrey <mccoubreycaroline@gmail.com>

To: Mulrone, Claire Tue 31/10/2023 14:27

Tosk and Ta ?os’YcA o Ahe c,a‘,w\?g'\rc Ahe ayove message rC%aurA'\v«.% e \Mcc/hw%, The Yeam were wot

Cc: paula@cliftonbelfast.org.uk; Tia Gabbidon-Lyttle; Joshua Keyes; Ellie McDowell; Hickey, Adrian

Some people who received this message don't often get email from mccoubreycaroline@gmail.com. Learn why this is important aN b’\\ b\l) \ © %\0 r /\/\,x(’/ /\/'\W\ © (/ \ anre \A &JA S \L%%C S/\/(’,A ’\/ 0 ’\/\h e ¢ \‘ (& V\.’\/) \0 \L’\/ \A"(\/\A o q\k.\ (,\L wmess k/% (4 ‘\VL’\’ 0 6 asSec aJW\"‘? /\/\A'\S
CAUTION - EXTERNAL EMAIL
Do not click on links or attachments that are not expected

ws solved! Claire also gave ws sowme advice o (,\»u\%'\w% Ale brie§ and questions e had i re%a,ré Yo Ale
Pk decks. The eyt step was 4o have the second weeting,

Never trust - always verify
Stay Alert - Think before you Click - Stop a potential Cyber Attack

Hi Claire,
Thanks so much for coming back to us. Unfortunately Paula can only do tomorrow or Thursday at 12noon. Would either of those times work for you and the students? | am finishing up today and on leave the rest of
this week but Paula best placed to run through again our objectives for the 250 anniversary which might help?

Inspiration For brief

Thanks Claire

Caroline

Screenshot
2023-10-26 at
10.33.31.png

Clifton-House- Indoors.j
Talk-Image.jpeg -IPg

Mulrone, Claire 5 3V H
To: Caroline Mccoubrey <mccoubreycaroline@gmail.com>; paula@cliftonbelfast.org.uk Tue 31/10/2023 14:5

Cc: Tia Gabbidon-Lyttle; Joshua Keyes; Ellie McDowell; Hickey, Adrian

Hi Caroline and Paula. o
We can make 12.00 work on Thursday.

I'llissue an invite.

Claire

Joshua Keyes
nments - Activity - 9:04 pm UTC

Claire Mulrone Senior Fellow HEA
Community Engagement Manager &
Co-Director of Social Justice Hub
Academic Business Development
M: 07940656299

E: cm.mulrone@uilster.ac.uk

A of Ale wages i Alhe brie§ were sowrced \o\{
Tosk, Tosh u?\om,écé a\\ o%‘ Alhese Ko 6usccww?

Documenrts and also sewt we some on ke privafe

PEOPLE, PLACE wmessage Koo\ on 6@5(10&%\12
AND PARTNERSHIP =

DELIVERING SUSTAINABLE FUTURES FOR ALL
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2.

Second Meet.

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.

43

This s o screen (Arw\() of Wy
notes AhaX T was ussi%wcé Ko
Xake Awr'\l&% our second weeting.
These '\70'\1«\’5 are some of Ahe
addirions and c,\mu«%ts e clients
would lice 4o add o Ahe Yriek.

|

Soweﬁ\t\w% /We{ reall wanted 4o
come across w Ahis Pproject was
what Aley kave \ewrwt over Ale
past zso Jears as well as wha

are /\’\l»c{ Ao'\w% /Yoéa,{.
N

Werlin Alis weeting, ve also
discussed Ahe socia) wedia
s’Yraﬁc%{ W wore Aq?’f\«. The Yeam
el strongly Jyouk Aevc\o?'\w%

3 A{pes of Content AhaX was
eether ot Ahe gw\’wrc) past or

\learned. \J

We also clewred wp Ale issue wirle
Ahe relear Aoy, after privting
e brie§ ax Ale Universiy, e
isswe was wirh Alhe pricter ak
\iFron House.

2nd Client Meeting Notes- 2/11/23

@ Ellie McDowell - Nov 2 - Notified 4 people

o Hinor dees saaa Shce 10ov Wl xadaud:

L g T
o Hi0l aherais 10 CONSCY NEattaaunon -
0N iond . pove fewoot’ = FUTURE  PAST, LEARNED

.

T added Ahese wotes who o
6o,/scouw\> message Voard so Ahak

everyone could view Ahew.
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Revised Brief.

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.

Y 452 2% T
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Community Partner
The Project

Objectives

Target Audience
Deliverables
Competitors

Tone, Method and Style
Timescale

Budget

The Team
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Clifton House comprises a varicty of board
members, volunteers, and organisations. At the
front-line Chief Executive Paula Reynolds leads her
team of board members and partners to inform and
educate the public of the house’s history. Clifton
House provides event spaces to a variety of
charities and organisations that aim to educate and
raisc awarencss about a varicty of issucs regarding,
poverty, slavery, and women'’s rights, to name a few.
The Belfast Charitable Society’s mission is to
promote, protect, and enhance the heritage and this
is all made possible through the collaborative effort

of partners and board members.

@W ives

Our primary objective for this project is to develop

and enhance the Clifton House brand identity and
social media presence through celebrating its 250th
anniversary. Tailoring and creating cohesive
branding that aligns with the historical properties
core values will allow a more defined and stronger
brand image to emerge that will roll out across
platforms. A refreshed brand roll out will allow
Clitton House to promote and showease past,
current and future historical and charitable events
cohesively. Tailored and professional social media
asset creation and distribution across platforms will
increase engagement and awareness of events and

values that Clifton House represents. This will take

Clifton House is approaching its 250th anniversary
and wants to promote its values and mission to a
wider audience and expand its community. This will
be made possible through the creation and
development of a brand refresh and social media
outputs for event promotion. It is important to the
team to create a legacy that will live on so that
Clifton Housc and all that it stands for will continue
to educate and advocate for minorities and other
social justice issues. Our approach for the branding
and social media outputs is to develop and enhance
Clifton’s branding and asscts so that their missions

and values are evident in the brand image.

form of images, videos, graphics and copy that has
been intentionally designed and created to drive
engagement, expanding the community reach. This
social media campaign will boost Clifton House’s
profile establishing its legacy and voice firmer in
social media, increasing awareness. With Clifton
House celebrating its 250th anniversary next year,
our objective is to create and develop appropriate
assets and branding that will compliment the new
brand roll out and showease the historical
monument. Communicating this monument with
the new enhanced brand image will allow the legacy
to be preserved, identified and serve the public in the

NEXT 250 years to come.

Full re-brand along with accompaning brand guidclincs

Tncreased brand awareness

Increased younger audience

Development of online presence and overall user engagement, interactivity and experience

Increased social media presence through 12 month campaign

Interactive banner highlighting the events taking place over the 250th year celebration

Social media templates for to showcase the 250th year celebration,

catered towards the different socials

eliver

Our key objective for this project is to enhance
Clifron House’s outreach and enhance Clifton
House’s outreach and engagement. We will create
promotional content for the 250th anniversary’s
upcoming events, including the creation of an
interactive banner for Clifton House’s already
existing website to capture audiences’ attention and
inform them of the upcoming events. Additionally,
we will develop a series of templates for social

media posts related to the 250th anniversary year

which consist with the branding of Clifron House.
As mentioned above, we will also expand the target
audience, with emphasis on attracting a younger
demographic, in turn boosting ticket sales and
online interaction. We will increase online content
consumption and interactivity, along with the
production of more video content. Thes efforts are
geared towards creating a more cohesive and
visually appealing brand image, overall enhancing

the impact and presence of Clifton Iouse.
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As a team we have carried out a benchmarking process which allowed us to identify other historical Georgian
TTouses which not only provide similar services to Clitton house, such as event space hire and historical tours
but arc also vying for the attention of Clifton Houses current and future target audience. Notable competitors

within this niche include the following:

HILLMOUNT HOUSE
TUI_LYVEERY HOUSE HOME TO BEAUTIFUL EVENTS

DRENAGH

These establishments pose as strong competitors as not only do they cater to a similar clientele, but they also
have a strong onlinc presence in the form of clean, striking, and interactive websites as well as clcan, consistent,

and engaging social media. Drenagh Estate has a strong social media presence as their flexibility has allowed

them to reach a larger, younger audience with their use of TikTok and following recent trends. Understating the

competitions offerings, strategics and online practices will be instrumental in ensuring that Clifton House stand

out and will be able to provide a unique and compelling experience for their customers.

Tone, M&W and, ST«?/&/

When evolving Clifton House brand, along with brand assets such as social media templates for the 250th

anniversary campaign, we must prioritise the organisations core values and expected outcomes of this project.

We must remain historically correct throughout all
copy and advertising to respect the heritage of
Clifton IHouse. The campaign should be diverse to
keep users interested, the content should also be
exciting and interactive to attract a younger
audience. The re-brand should reflect and represent
the history of Clifton House while also
appropriately communicating the story. Within the
strategy of the brand, we must find ways to appeal
to a younger audience by refreshing the look whilst
also not straying too far from its origins to keep the

relationship with the current audience.

Timescale

We hope to develop brand consistency throughout
all media assets, creating a link between all
platforms. There will be tools put in place to direct
users and audiences to the correct place that will
deliver on the desired outcomes of Clifron House, ie
directing user traffic through CTA’s to booking links
and cvent calendars. The overall goal is to increase
brand awareness, increase event bookings, and reach
a younger (wider) audience. Keeping this in mind

the tone, message, and style should be as follows:

® [ducational and Informative
® Sensitive and Emotive

® Inviting and Friendly

@ Thought Provoking

® Challenging

® Interactive

® Diverse

The timescale on this project is important so that we can establish a creative direction, along with ensuring that

the deliverables are created on time. We have created a detailed timeline to specify these key dates along with

After a discussion with Clifron House, we
understand that the organisation wishes to attract &
younger audience to continue sharing the history of
the estate. Before expanding on this and analysing
how we can increase brand awareness within this
demographic (potential expanding onto younger
user populated platforms such as TikTok) we must
revisit how the brand is already being delivered and
utilised on existing media and platforms. It will
require reviewing the language to understand how
this can be optimised to resonate with the younger
audience. The use of language throughout the social

media campaign should be informative,

story driven, and inviting.

The language and tone should encourage the
targeted audience to visit Clifton House, this can be
firther influenced by the use of appropriate CTA’s
(Call to Action’s) and mraffic directing tools. The
campaign should include brand consistency,
showeasing exciting content to encourage users to
either visit Clifton House ar follow/ engage with
other Clifton House content. By increasing the type
of media cutputs distributed, as well as using the
correct social media techniques we hope to increase

following and reach across platforms.

allowing ourselves room for unforeseen circumstances. Starting in week three, an initial meeting with Clifton
House will take place, followed by research into similar organisations, along with a benchmarking process. The
following week we will create the brief based on our previous meeting. The team will then go on in the next two
weeks to develop and deliver 3 pitches for Clifton House to choose from. The chosen concept will then be

developed over the following six weeks, Lo Lake us up Lo the deadline on week 12, followed by handover in January.

Week 4  Week 5 Week ¢ Week 7 Week 12 Decembler

| 5 Week l |

Benchmarking Creation of Sign off of Pitch

| Development Stage |

Delivery of Deadline. Client

competitors. the bricf. Development 3 pitches. Handover.

Project Bricf.
Meet with
Clifron House.




Budyet

There is no established budget for this project as the deliverables are digital-based and have no required costs.
However, the team has explored ways to promote the campaign and underlined the general costs of these

potential outputs. Included are the print and rental fees for each product.

200

Our team is made up of Ellie McDowell, Joshua Keyes, and Tia Gabbidon Lyttle. Each team member has a
specific skill set, developed through University as well as working directly in the creative Industry.
All members of the team will be given individual roles and responsibilities for this project.

Workloads will be evenly distributed and balanced throughout the team’s dynamics.

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 casier to understand what they were
communicating to us.
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Statecment
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, 1 also want the History and
Heritage to shine through throughout the entirety of the brand.



5.2

Inspiration &
Mood Boards.

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 | connected when brainstorming :
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[ndividual Mood Boarding,
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Sketches &
First Thoughts.

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.
Morcover, sketching plays a
crucial role in the conceptual

| development of a logo. In the
carly 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 thebox, 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. 1 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. 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 tic 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.

The First Sketches.
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5.4

The Logo.

Thelogo will be the centre piece
to the 250th Anniversary brand.
[t will be shown on all material
used throughout the year
[t is important that the logo
communicates clements thatare
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, 1 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 [ will
be showcasing and breaking
down my concept development
working towards the pitch. |
created my designs over week

5 and scheduled and tracked

my time that [ spent doing this
on Toggl. 1 also set up to-do

lists for everyone to create 3
design concepts on Basecamp.

The development.
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Home of the Belfast Charitable Society
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3.5

The Colours.

From my rescarch and
inspiration, I knew that |
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. 1 looked firstly
at deep greens, browns
and beige. After our second
meceting the client expressed

71

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 atsomereds toincorporate.
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 | will be showing my
process of picking swatches that
looked both on screenand print,
as well as looked good together.

The Inspiration.

The Process.

The Aec? colowrs wsed w Ahese portraids Seom C\ifron House
dere Fhe ’ms'\?'\ru\"\ow Wy colowr ?au\\C/V. 1 wsed o nuwber o'g

wmefhods swch s efe Aro'\r\i\w% Alhese ?\Aﬁo%ru‘?\xs Ao (,au(huc Alhe

Kones of Ale Ppast.

oy

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. |
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.

6-0
SBSE 0434

13-50-38-0
530 0435

6-25-19-0

4EE( 0436

one of ke o\wu\\cmacs 1 Saced
das Arfing Ao find @ colowrs Ahak
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/\’\nc{ \oo\c ?r'\McA. Colowrs cam \ool
one colowr on screen as QOB and
lool very & fe et ?r'\vﬁcé ws
CMYe The uwse of Ahese swarches

a\owed wme Ao overcome Ahis.
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The Testing.
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The Final Pallet.
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The Colours.




Dark Green.
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Deep Red.

[.emon Yellow,
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4.1

Prep & Plan

Pitch to Clifton House Belfast

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.
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The Preparation.

@ Today Nov 2023

SUN MON TUE

5 6
12 13 14
19 20 21
26 27 28
NOV 7, 2023

Pitch Document Order

WED

1

8

15

22

29

THU

23

30

Schedule
U\wire seX wp owr vl Sor

Ahe ¥k og \QWC\M\oCr oA Ahe
Be\Sask Lampus. This was
Weal §or Ale deam ax Clifron

Howse as /We\l are on Ahe

December (>)
FRI  SAT SUN MON TUE WED THU FRI  SAT

same road s Ahe yniversdty.
T scheduled Alis ko our

24 25 17 18 19 20 21 22 23
6wseou{w\> Calendar and

wvdted Ahe whole Feam.

24 25 26 27 28 29 30

31

Pitch Meeting @ Belfast Campus @ @ @ & &
4:00pm - 6:00pm

Add an event <

@ Tia Gabbidon-Lyttle - Oct 26 - Notified 4 people

Concept One:

Mood Board / Aesthetic

Colour Scheme

Font / Typography Details

Logo (And it's variations)

Digital Mock-ups
- Interactive Banner
- Social Media Templates

Merchandise Options

Concept Two:

Mood Board / Aesthetic

Colour Scheme

Font / Typography Details

Logo (And it's variations)

Digital Mock-ups
- Interactive Banner
- Social Media Templates

Merchandise Options

Concept Three:

* Mood Board / Aesthetic
e Colour Scheme
¢ Font / Typography Details
¢ Logo (And it's variations)
« Digital Mock-ups

- Interactive Banner

- Social Media Templates

* Merchandise Options
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As o Yeam we discussed Ahe order and structure of Khe ??Y(,\A. T
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another order which was stronger and had @ wore warwrad Sollow
A./\Olk%. The '\7’(\’(,& Ahew wend w Alis order:

[ ]

o Mood Yoard

o Yrimary Logo (\olévl)

o Urimar{ Logo (colowr)

A SCOOM-AMF*{ Logo (\o‘éw) N

o Secondary Logo (colowr) Pitch Doc

a Lo\owrs
ﬁ. Adrian Hickey - Nov 2 - Notified 4 people

o ‘W’\?cgu,es
° Social MCA'\L
. Aéucrhs'\w%

“«C I"(J\ALVKA'\SC Keep going

Dear all

If you post a unified pitch document PDF here, | will review and comment to
get you feedback before you go to pitch.

Adrian
Adcian also seX wp o wmessage bowrd for us

Ko share owr Sinal ?(\’(,\n deck wirle Wim Sor
ché\ou,‘(b.

7/7 completed

@ Ellie Week 6

Mockups  ©2)
Add a to-do
Billboard 4 Bookmark Billboard 3 Billboard 2
Brand Assets ii\ 'E
Pitch Deck Doc b - B . =
Mock ups
S —
Typeface
Logo . )
Billboard 1 Bus Billboard Instagram Tote Package
Colour Scheme package Package :
Moodboard |

T creafed a Ao-do lisk Sor \M\[sc\g
Sor week 6. T wmcluded wll Ahe
elemerts of Ale Yrie§ ws wdividual
Fasks, For each Ho-do it T
wited i\l wewbers of Ahe Feam

As part of our prep, Sosh created o Solder on Basecamp
Sl of resource Fewplafes $or creating wock-wps of Ale
Vbeie. This was really \Ae\'\?gw\ s & meant we all kad Ahe
same wock-wps Sor consistency /Wrow%\no\ﬁ.

ws suvscrvers so Ahat we could see

cack others Pprogress.

Clifton House Images

T created o Solder and
wploaded all o Ahe wmages T
ow\ﬁwrcé and edifed, so Ahak
e rest of Ahe Yeam cowld wse
Ahese W wockwps.

P1142994.jpg P1143020.jpg P1143021.jpg

‘ s

P1143038.jpg

P1143041.jpg

P1143040.jpg P1143043.jpg

Afrer all of Ale prep was completed, T seX wp
an lwAcsi%w Document and starfed 4o create L=
“he ?Ko\/» deck.
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4.2

Production

Pitch to Clifton House Belfast

85

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.

The Mock-ups.

Clifton House

Home of the Belfast Charitable Society

Clifton House

Home of the Belfast Charitable Society

‘ Bookmarks was sometbing e had suggested o
.':':" e O\iFron fouse Feam w Ahe wiial meetings,
e Aeam rcs?owécé posifivel{ o Alis e and
Alougler & suided Ahe personaldy of Clfron House
so well. My concep¥ or Ale hookmarks was o
wse sowme off Wy wmager| ow owe s'\Ac) ’FAJ\r(’,A

Wtk o Wiskorica)l Sact. The reverse side would
showcase Ahe zsoth logo ow s oun.

Clifton House is an impressive Georgian \/
building, sct in tranquil landscaped gardens (

in the heart of Belfast. Opened in 1774 by

Belfast Charitable Society, the building was

the original Poor House in Belfast. For over

acentury it was used as a nursing home and

Tove Bags was ancther
Fewm we discussed ws a
Yeam. These are Ahe
Ac;'\%vxs T created. Using
Ahe colowrs off w{ concept,
T created simple \00‘(.'\1«%
Ao¥e \oa,%s Aot showcased
Ahe waster logo. T added
sligler defails such ws wsing
Ahe \ewon §or Ahe twner
side of Ahe handle on o

%FC(’,W \IM./%
N

hospital for older people.

Clifton House Clifton House

Home af the Belfast Charitable
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B | The Creation.
| paus— L

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. Itisalso important to keep it clean, large imagery and little text. I ensured that this pitch was

' IS & o5 image led, allowing us to talk through our ideas and the reasoning behind them.
; ARl 25W ¢ £ £ S
2 P
DISCOVer Lhe story.
9/10/24

Pitch Creation

T \o%cé wrownd 7 hours on Togg)\ Cor creafing Khe
r ?Wo\»‘ This weluded creating e Woc\-ups and
wééiw% Toshs worle o Ahe document,
1 created simplistic. 'Fro’g(’,ss'\owu\ adverts, s\/tovloo./s'\w% ke zsofh Yhrand. T really eed Alis S’Yr'\?\?cé hack o
ook, T Seel \ie Alis A{pe o§ wéucﬁ'\s'\w% wakes wore of an affect Ahan and over-crowded poster. \>

2:00 PM

6:50:00 (10:00 AM - 4:50 PM)

5:00 PM

7:00 PM
Tnstagram

ussallast

- The Challenges.
On this day.

B . gl A -:_“ During the process of creating the pitch, myself and Josh were in constant communication. We were
' : e T 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.

o the Foew Howse were inocubied with the

PISCONCr Che story
910/24

prermiissicon of thier parents

T UFF\'\CA Alhis sawme U‘?Froa./o\/» o Ahe socil wedin conendt, T r(’,—'\w\a,%'\wcé Ahe c%is’\’iw% « on Alis AA_/\{‘
content cp\rcu&[ whilised \o~{ (/\'\‘Q/Yow House. T '\M,or?oru\’cé Wy own '\W\au%cr\{ and creafed a consistert ook
’\’\Arow%\/»ow’\’ Alhe posts. This well \/L(’,\"? Alhe client Ao wiswalise Ahe brand across other wssefs,
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Sunday, November 5

5:24pm Me
Hi Guys! Can you send me over your pitch's and | can put it all into our shared ID doc? :) @

€ Joshua Ive got yours thank you!

Monday, November 6

12:27am Me
@ Tia I've added the artwork file to shared docs for you to add your conceptin:) €

Tia Gabbidon-Lyttle 2:41am
Q Ellie Added my concept in

B ©

8:55am Me

@ Tia Thank you! Could you maybe package the file for me as all of the links like fonts and images are missing @
Also, | have a connection with a printer who could do us 8 copies for £30 on
a3, but would be less if we need less copies

what does everyone think?

Joshua Keyes 9:04am
Yeah sounds great

9:05am Me
great! | can get them collected today as long as we send completed doc off before lunch

@ Tia would you be able to package before then? :)

o3

1 reacked ot Ao Ahe Yeam on Qurday Sor wll o Ahe work 4o ewter ko Ahe document. T had
Mreu\{ recewed Toshs wor, and Wy owk wor\ was A,\FC&/A\{ enfered ko Ahe document. Ow Mowéw{
T sewt ancther message ko Ahe chaX Faggng T, '\WQOFW\'\W% ker Ahat T kad added o shared
document Sile werle Ahe j,we\cs'\%w document so Fhak she was able 4o add ker own work w. Tia
rcs?owc\c(a\ '\wgorw'\v\% wme Alat she had wdded ker worl . \Momwmcw, T kad wor ’Fbo‘Lb%(’,A
Ahe file wp, Alis meandt Alak Al of Ale Wwages and Sorks were Wmissing, weaning T could wo¥
send Alis version 4o Ahe prinfer. T Fagged T w response, ‘\wgorw'\w% her of Ahis wSormarion,
kowever T kad ?riuuﬁc\\{ mcssw%cc\ Tosh safing Aok she would ?r;m her oowocﬂ of§ herselS,
This was o et of o \wurc\\e, ek W\\{S(’,\‘g and Tosh decided Ahak we would shill have our oowcqﬁs
?ro&ss;om\w ?r'\vﬁcé Aufﬁc s work Wissing Crom Ahe document,

Ellie Mcdowell T sewt owr g'\mp\ ?Ag ogg o e
Ellie A3 Print

'Fr'\wfcr 0w V\owAaw{ worwlw%_ A ol
Ahen weed Ao Pk these wp e

To: cameron@ejhprint.com

Hi Cameron,

morw}w% \oe%‘ore Alhe ?'(Y(,\A,

Link to file attached, thank you so much!

https://we.tl/t-657ZLgbPnZ J
Ellie <

4.5

The
Pitch Deck

fast

Pitch to Clifton House Be

Over the next number of pages 1 will be showcasing our pitch
document in which we presented to the client. [ have also included
images of the printed version in which ourselves and the client

were really pleased with.
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The Cover.

Primary Logo

| BEE|

Clifton House Clifton House

250 Year Anniversary 250 Year Anniversary
Belfast Charitable Society Belfast Charitable Society

[N : [ [EEE \
Clifton House Clifton House

250 Year Anniversary 250 Year Anniversary
Belfast Charitable Society ‘Belfast Charitable Saciety

Josh’s Concept.

Primary Logo Secondary Logo

AT

il A
Clifton Housc HOHite)aRseliNs

Belfast Charitable Society Belfast Charitable Society
Est 1774 Est 1774

Clifton House HEIie)nselits

250 Year Anniversary 250 Year Anniversary
Belfast Charitable Society Belfast Charitable Society




P

Secondary Logo

Clifton House
Belfast Charitable Society
Est 1774

Clifton I'House

Belfast Charitable Society
Est 1774

Colours

H0OcOcll

i
Clifton House

Belfast Charitable Society
Bst 1774

i i
Clifton House

Belfast Charitable Society
Est 177%

il

Clifton House

Belfast Charitable Society
Est 1774

e
Clifton House

Belfast Charitable Society
Est 1774

Clifton House

250 Year Anniversary
Belfast Charitable Society

Clifton House

250 Year Anniversary
Belfast Charitable Society

Clifton House

Belfast Charitable Society
Est 1774

Clifton House

Belfast Charitable Society
Est 1774

Clifton House

250 Year Anniversary
Belfast Charitable Society

Clifton House

250 Year Anniversary
Belfast Charitable Society

Clifton House

Belfast Charitable Society
Est 1774

0 T &
Clifton House

Belfast Charitable Society
Est 1774
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Typeface

Primary Typeface

The Seasons

ABCDEFGHIJRLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

Secondary Typeface

Latienne Pro

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

Social Media

© Jnstagram

@cliftonhousebelfast
8 UK

The Story Of

Mary Ann McCracken On ThiS Da_V Clifton Housc
AR —13 June 1799 — FZERy Merchandise

Jacob Lowry, Aged 9 [ I
months died on this date i [4) o
in 1799 and was buried 7~ - -
in Clifton Street ; ;g ==
Cemetery. His headstone Egee EE

appears to be the oldest

indigenous stone in the Clifton HOUSC

& ) O
ri 250 Year Anniversar; A A
el ot Belfust Charitable Society Y @ @ J_’

Liked by Joshkeez, Elyzmed and 65 others

@Cliftonhousebelfast Great m
)

Advertising

Merchandise

\BEEE
Clifton IHouse
250 ar Aoy

2 Clifton St
Belfast
BT15 IES
Mon 9am - 430pm
Tues 9am - 4.30pm
Wed 9am - 430pm
Thur9am - 4.30pm
Fri9am - 430pm
Sat - Closed
Sun - Closed

CliftonBelfast.com

2 Clifton St
Belfast
BT15 IES

Mon 9am - 430pm
Tues 9am - 4.30pm
Wed 9am - 430pm
Thur9am - 430pm
Fri9am - 4.30pm
Sat - Closed
Sun - Closed

CliftonBelfast.com




Tia’s Concept.

Concept Two

250th 250th
AnanGI‘SarY Anniversag ry

. iST . 1752
Cliftori House
Home Of the Belfast Charitable Society Home Of the Belfast Charitable Society

2501:}1 %—|||||—é

Annlversary

Clifton House

Home Of the Belfast Charitable Society

Bodni MT

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz
1234567890.,7!"£()&

y . .
= .
12 ey
©
250th
{
aniversar,
%
T s B
. = A i
g SNA
, ]
l\' =
A8 adipiscing ) /
. . W
7 elit, sed do
: 3o, eiusmod tempor | A=
3 (5 o b oes 8
S ‘o, incididunt ut d
. | 5
RINL \ labore et dolore y |
ol G te magna aliqua. Quis vg |
LN (Y : . = g
oa X ipsum suspendisse Gt (8
RS p p N

. . . =
ultrices gravida. Risus X Q g

#a58a54  #6a2529  #363d2c  #000000

accumsan lacus vel facilisis. S

HAITEEEE
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Did You Know?
b 4

/
g/ J / U
Lorem ipsum dolor sit amet,

consectetur adipiscing elit, sed
do eiusmod tempor incididunt ut

250th

Anniversa;

Lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed do
eiusmod tempor incididunt ut labore
et dolore magna aliqua. Quis ipsum

Did You

know?

Lorem ipsum
dolor sit amet,
consectetur
adipiscing elit,
sed do eiusmod
tempor
incididunt ut
labore et dolore
magna aliqua.
Quis ipsum
suspendisse
ultrices gravida.
Risus commodo

housebelfast
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My Concept.
Social Media

058

Clifton House

Discover the story.
910/24

Advertising

On this day.

7 Marech 1782

‘1\J/»
Dr William Drennan presented his paper on ; !

ascheme of public inoculation against small
pox for the residents of the institution R e
“This proposal was aceepted and the children
of the Poor House were inoculated with the

permission of thier parents.

Clifton House

Discover the story.
9/10/24

Clifton House

Merchandise

i

Clifton House

==
==
=
==
==
=2
=
==
=
=
=]
&=
=41
=
=4
=
=
=

Clifton House

Home of the Belfast Charitable Society

Clifton House

Home of the Belfast Charitable Society

Clifton House

Home of the Belfast Charitable Society

Clifton Iouse is an impressive Georgian
building, sct in tranquil landscaped gardens
in the heart of Belfast. Opened in 1774 by
Belfast Charitable Society; the building was
the original Poor House in Belfast. For over
acentury it was used as a nursing home and

hospital for older people.

Some wmages o§ Wy comcept on owr
?r'\Mcé ?ﬁo\n decks. The Yooklets

vere r'\w%~\o'\m§cr Yooklexs, Ahis gane
o really ?r0§css'\om\ Seel 4o Alew.

1 had Ahese printed ak ESH Urink
Tw 6(’,\%:\,3%, 'V\nc\( dd o Sadasthic
Ao\o and had o really quick Aurn

A/rou.wé.

(/
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My Concept.
Moodboard

20

Clifton House

Home of the Belfast Charitable Society

Primary Logo Secondary Logo

Clifton House Clifton House

Home of the Belfast Charitable Society Home of the Belfast Charitable Society

Clifton House Clifton House

Home of the Belfast Charitable Society Home of the Belfast Charitable Society
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Colours

Clifton

Home of the Belfast Charitable Society

Light Green

(C)76 (M)S0 (Y)96 (K)S8
#2A3818
(R)42 (G)56 (B)24

Dark Green

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

Deep Red

(C)25 (M)100 (Y)100 (K)75

#4COBOO
(R)83 (G)10 (B)O

Light Yellow

(C)O (M)O (Y)38 (K)O
#FFF8B8

(R)255 (G)248 (B)184

Beige

(C)at (M)AL (V)62 (K)29
#75684C

(R)117 (G)104 (B)76

Clifton House

Home of the Belfast Charitable Society

Clifton House

Home of the Belfast Charitable Society

Primary Font
Qyst Variable Light

iv)
20

Clifton House

Home of the Belfast Charitable Society

200

Clifton House

Home of the Belfast Charitable Society

Secondary Font
FreightBig Pro Book




Social Media Merchandise

On this day..

% = 7 Marech 1782 ‘

} LY oo QA
o b ey
25 S Dr William Drennan presented his paper on 25
Clifton House A7 b

ascheme of public inoculation against small Clifton House

pox for the residents of the institution Home ot Raf hur

y This proposal was accepted and the children

" P g ’ of the Poor House were inoculated with the
1 the Stony. B

DISCOVer Lhe story. »o o

910/24 <

Clifton House L
Home of the Belfast Charitable Society CHﬂZOﬂ House

Home of the Belfast Charitable Society

Clifton Iouse is an impressive Georgian
building, sct in tranquil landscaped gardens
in the heart of Belfast. Opened in 1774 by
Belfast Charitable Society; the building was
the original Poor House in Belfast. For over

acentury it was used as a nursing home and

hospital for older people.

Advertising

Some wmages o§ Wy concept on our
?r'\McA ?'rh,\,x decks. The Yoolleks

vere riw%—\oiwécr booklets, Ahis gane
o really ?ro&ss'\om,\ Seel 4o Ahew.

o5

Clifton House

T had Ahese ?r'\McA oX ESH Qrind
T 6@\%‘0\/3{ ’\’\AC\{ & o Sudasthic
Ao\o aond kad o really quick Aurn

|931|(s)§4over the story. around,

o/

=
=
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—
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=
=
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=
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=
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4.4

The Pitch

Pitch to Clifton House Belfast

On the day of our pitch, |
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 | was
to communicate everything
I wanted to. We faced a few
challenges on the day as a
tecam. 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.

109

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
clements of cach concept that
they liked and they wanted to
combine some of these together.
From my experience, this often
happens. Clients find elements
of cach concept they like and
blend them together. In this
instance, the client chose my
logo,30f my colours,my primary
font, Tias 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
withthiswasthat, withinmylogo

Clifton House

Home of the Belfast Charitable Society

Asseen above, the client wanted
to change the primary font
to Tias sclection. 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 compromisc , we discussed
changing the sccondary 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 Feedback & Notes.

Pitch

(@ Claire Mulrone - Nov 8 - Notified 4 people

Congratulations Ellie, Tia and Joshua

What an amazing pitch the three partners were incredibly impressed by creative solutions and
ideas you three created. | am delighted it was received so enthusiastically, you should be very
proud. Delighted they were so engaged, this was apparent when they listened intently to your
individual narratives explaining the creative processes. | am very happy with the outcome. Well
done Team Clifton House, you nailed it. Lets get the revised pitch back to them this week.

My notes will follow.

Pitch notes to follow
Claire

Claire se¥ wp o wmessage
\OOA/FA on 6&/5@,(/&/‘1\/\"7 &/VLA
gane us Seedhack. The cliewt
was really ?\ca,scé and
O\ire communicated Ko ws i
person Alax Alhe cliewt said

we were...
“Better than
b

Nov 8 & Ellie McDowell an e n C

Thank you Claire! & *
Nov 8 @ Joshua Keyes

Thankyou Claire! Couldn't have done it without your help ®. We will get that sorted <

this week! &
Nov 8 ﬂ Adrian Hickey, Senior Lecturer in Interactive Media

Brilliant! Well done!

Ulwire also ?os’YcA wotes Srom
Ahe weeting summarising Fhe
deliveradles we wneeded 4o create
oer Ahe weyt wuwber of veelcs,
os well as Ahe changes Ao Ahe
Yeand '\Aew\?\ﬂ{.

Pitch Notes

(@ Claire Mulrone - Nov 13 - Notified 4 people

Colour pallet....

¢ Teal - Joshua
« Burgundy - Ellie
¢ Gold - Tia

* Bottle Green - Ellie

Logo - Ellie

Font
 Ellie's primary font
« Tia's secondary font

Three themes so three colours for the social media posts
Develop a suite of icons for use on post too

Merchandise

* Book marks in four colours with the art work

* Design for Four pops in four colours with the art work

« PVC banner to hang out side Clifton House.

« Tote Bg Black and gold

« Source a boxed pan and brand it.

« Design a hard copy invite

« Design a back drop with the logo spaced out and repeated.

« Great 12 poster templates for use inside a poly board frame in the entrance to Clifton
House.
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The Production. <y G oY

9:00 AM
Thursday, November 16
L Joshua Keyes 11:36am

.
Hi everybody, 'E\I\e and myself have created a to do list that will be posted on the to do list section. The list is as 0:00 AM
follows below.

[

Revised Pitch Deck 1:00 AM
Updating Toggle lcon creation
Icon Creation ¢
° Social Media Template Clifton House

1:00:00 (11:00 AM - 12:00 PM)
B Joshua Keyes 11:52am
ﬁ 6T'\a Can you package up your pitch deck and upload to basecamp please

Pitch Revision

12:13pm Me - ¢ Clifton House
‘We have assigned icons to each months social theme to be created in the to-do list area! ¥
1:00 PM
Im currently working on the client changes to the logo and colour scheme and revising the pitch
| will upload this shortly!
2:00 PM

—Y‘ACFC was (/‘W\-’\/'\WWO\LS \L’FA&//\/CS \)C)(“'CCW W\\{Sc\g A/V\A ’&US\A vJ'(H(\v\ 2:30:00 {12:10 PM - 2:40 PM)
e cumy%rc chax. We wmade sure FhaX our communication 3:00 PM

was alwas Q\ow'\w% w case ofhers needed \nc\?.

[ J [ J
i S"?Cv&’\’ 7 1)z howrs on
T‘A\LI’SAK/\{ 16¥h W\a)(.'\w% Alee

4/4 completed

® Week 8 changes o the prch. T \0%%0;
Toind checklist between Alis Fime o Foggl as shoun
: : Add a to-do \M\{SC\'Q LWA ,&US\A VJ(\'\A a_,\oo\(c‘
After the pitch there was changes that needed to be made to the /] Organised folder of templates @ Joshu: wssigned Aasks on
logo, and brand as a whole. As it was my concept that was chosen, ) loansto be created @ e M Basecomp.
;_I Send Revised pitch to client @ Eliie M.

it was my responsibility to make the changes to the logo. To show
the client these changes, [ 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 | 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.

:I Revised Pitch \/

The Complications.

During the revision stage , we encountered a pre-empted problem. This was something | 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 Tiahad usedin her concept, along with the other deep
coloursin 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 oft 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.

111 112
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The Testing.

N\{SC\Q and Tosh ?r'\Mcé Ahese comparisons owf, so Ahak we could clearly communicate 4o Ahe client Ahe
issues. The %o\c\) whew 'Friw\'eé, o\;m?caurcc\ orange and was hard Ko read against Ahe ofher colours. T
kad ot Yeen present W Alis class, so ve sewt her Alis wage o show bher wly e would wot he able 4o

wSC \t(’,r oo\ou.r_

The Final Changes.

Clif 1,\ n \\ use Clifton House

Home of the Belfast Charitable Society

Clifton House

Home of the Belfast Chariable Society

u ‘ “
5% ()w& 05

uan HOl \sc o
ih et o Clifton House Clifton House

me of the Belfast Charitable Society

m
05w | 1 m
Clifton House (nna] 25 ot
O \L' Uﬂﬂ

gum 1 House Clifton House

Home of the Belfast Charitable Society

Here is your gold @ Tia against the revised colour palette , on print and screen it doesn't look as anticipated as it's
too orange. We are going to go with the lighter version and advise the client of going with that.

Tia Gabbidon-Lyttle 2:12pm
I'd suggest mixing the two considering the client didn't like the yellow tones of the lighter one @ Ellie §¥Joshua

2:16pm Me
& Tia We did try a few samples of mixing but it doesnt stand out enough against the deeper colours, the client didnt 0
say they didnt like the lighter yellow it was just that they loved the gold because of its richness.

We are going to suggest they use the gold as a stand alone colour but the yellow with the other colours

©.

@ Claire M Adrian | have uploaded the revised assets to our document folder, should | send this off to Paula and
Caroline with the image of the gold comparisons?

This screen %ro./\o shows our communicaFion wibl Ta over Ahe c,a,wq?g'\rc chax. T bad sw%cs’YcA wsing o

combination of Ahe Kuo, kowever wme and Josh cwy\a,lwcé At we had ?\u{cé aoud witk Ahe colowrs and Ahe
Je\low srood owh Ahe wost We also Aurned 4o Adrians advice on Hlis A(’,s'\%w decision and he a\,%r(’,cé Ahak Ahe

\{c\\ovl wies Khe hest choice.

115

New Font

A;. —W(’, ‘Q'\rs’\' (,\MUA%C was S\L\os’\'ﬁ\k’\"\w%

1t r
25 25 Alhe 60&01&'\ 'govﬁ wnvo Alhe

i i d ; Al
Clifton House Clifton House secondarf line of the logs. T
Houme oF tu Belfust Ghurirble Soeiery Home of the Belfast Charitble Society ’F\LOCA ’\/\ACS(’, S.\A(', \0\{ S'\A(’, Wit

Ahe old /h{'\?cgu,c Xo show Alhe

Old Font

client Alhe (/\ML/IN%O

29!

Clifton House Clifton House

Home of the Belfast Charitable Society Home of the Belfast Charitable Society

<

-\Lu/h
|M
II

The new Sinalised colour Clifton House Clifton House

Home of the Belfast Charitble Society Home of the Belfast Charitble Society

schewe. Whlisig wy greex,
Jellow and red with Toslos Aeal
colowr, T ?\uoeé “he logo over
Fop o Ahe colowrs 4o show the
et how Ahis would ook i

K/7 Clifton House

wSe.

Home of the Belfast Charitble Society

The Gl (/\A&/W%C wWes Xo
(,\wuw%e Alhe SC(,OWA&A'\{ %‘o»ﬁ Xo
Ahe Bodows 72 /Yﬂ?cgu,c.

Primary Font  Secondary Font

Qyst Variable Light Bodoni 72

<
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The Sign off.

2:38pm Me
QCIaire €D Adrian | have uploaded the revised assets to our document folder, should | send this off to Paula and 0
Caroline with the image of the gold comparisons?

@ Adrian Hickey 2:12pm
" Ellie, yes please send it back to Paula and Caroline and ask for sign off. You could explain that we printed out the
colours many ways and the gold is just too muddy in print.

Saturday, November 18

4:45pm Me
Thanks Adrian, | have sent everything off to the client! Hopefully we hear back shortly 0

g'\%w OQ{ ‘gro\M Aér'\auw w Ahe 6a,seoa,w? Oo\,w\?g'\rc s,

& Replyall

2 attac

Helloall,

I hape that you are all well! | want to say thank you so much for your time last week receiving our concepts and all your lovely comments, we were so delighted to share our work with you and we have really enjoyed designing these for
you

a design paint of view we
tline this in the brand

Pleaze also
typef

If you ha

Interac

T Ahen ewmailed Ahe Feam Ahe revised ?’(h,\n a,\ow% wirh
Xlhe wage of Ahe colowr /Yes’hw%.

ine@gmail.com>

elfastorguk; lsmyth62@qubacuk; Tia Gabbidon-Lyttle; Joshua Keyes; H

CAUTION - EXTERNAL EMAIL
Do not click on links or attachments that are not expected

Never trust - always verify

ay Alert - b ick - Stop a potential Cyber Attac

e understand about the s, and the 3 nd out better with the oths ppy to g ith that, and as y

of font, and hop ve you, we still like the "new font' on t n your attachment. It just stands out a bit more for us. Is that ok?

Thanks again

The cliewr was \A&/’VF\{ Yo Aade owr advice on Ahe

%o\é, so all of our (,\Aa,va%cs Were si%wcé o§§ and we
wow had Ahe brand Snalised.

Thank you so much! Of course, all of that is perfect! Thank you for clarifying (&

Many thanks,

Ellie McDowell

115

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 ajoint checklist where we assigned the weeks tasks to cach 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 secing it come to life.
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5.1
The Icons

Clifton House Belfast

One of the deliverables to be created by our team was icons to use
for cach 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 |
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.
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The Inspiration. The Themes.

12/12 completed

@ Icons To Create
MYy inspiradion $or Ahese icons
came Seom wmy logo Aeve\o—\?wa, hadtonde
T or(’,aﬁeé Alhis S‘LC’V(,\/» oS oo August - Founders , Board members , Presidents - Members behind board simplified ']
?ﬁcvﬁ\a/\ \0%0) T &H Aok /H,xc December - Changed to the old house - Building icons / construction icons ']

November - Addressing disability with children ']

hand drawn S’W\C worled rCA/\\\{
well wirh Ale Wistorical Ahewme.

September - development of Belfast and partnerships - Hand Shaking (']

January - The house - House [}

\/ April - Health and Development of medicine - stethoscope [’}

June - immigration / reuniting families - Ship (']

July - Mary Ann McCracken - Qutline of statue of Mary Ann ']
October - Characters of the house - Man and woman integrated outlines ']
May - Cemetery - Grave stone (']

Monday, November 20 February - Education - Book ') T

March - Women of the poor house - Outline of a woman / Spinning cotton wheel ('}

¢ am Me
Hey Guys! & Tia €b Joshua, Im sending through some inspo for the icon/ templates style that | think would work well 0
and compliment the overall brand

N\{se\Q and Tosh created Ahis Ao-do \isk, we wssi%wcé an con ¥o each wmonths Ahewe.
We discussed all of Ahese selechions w defail 4o wnderstand what would communicare
e Ahewme best. T Ahen uss}%weé A of Ahese Fwsis 4o \M{sc\{ allowing wme Ao Ak

Heem off. T wlso wsed Ahe atachk ool 4o wpload each draving o the Fast

| can send through some mock-ups and get your thoughts/ feedback!

1 also Sound some other wages on Uwrerest Ahat T sent ko our o«,\m'\?%rc chakX 4o %e’\' e rest of Ale
Yeams /Hnow%Ms. These deas were all of o siwilar style, delicate and wand-drawn.,

The Production.

") ~y THURSDAY = 25 g;f\;rHRDAY

£ 4:00:00

JU
COLLECTION

SWEET PEA

LINE ART

3:00 PM

lcon creation

Clifton H 4:00 PM These screen %r«b\os show
Clifton House

wy tme \o%%ce\ w%wiws’V
5:00 PM won creafion on wy ’Vz%\
accownt, T Ao¥a\ T

6:00 PM s'\?cv\)( wround 7 hours in

AoXal oreojﬁw% Alhe icons.
Icon creation
7:00 PM | Clifton House

00 PM {\’/

8:00 PM

The wspiration was receed ell \o{ Alhe

Joshua Keyes 9:37am
rest of Ahe Fewm!

Hey @ Ellie , | love the inspo that would work well!

o pyy  400:00 (10:00 AM - 2:00 PM)
2:00 PN

9:00 PM

3:15:00 (6:30 PM - 9:45 PM)

10:00 PM
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The Icons.

[ 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.

?e\o ru.a,n{
Education &

March
Women of
the Poor House.

April
Health and
Development
of Medicine.

121

Moy
Our influence

at Home.

’jmc

Emmigration &
Reuniting Families.

July
Mary Ann
McCracken.
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Au%u.s’Y
Founders, Presidents
and Board members.

/

Sepf ewber
Development of Belfast
and Partnerships
Ocober
Characters of

the House.

123

Novewber
Addressing
Disability Particular
with Children.

Deocw\\oer
Changes to
The House.
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5.2

The Templates

Clifton House Belfast

The social media template designs were assigned to Josh. This
included creating themes for cach 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
e If BCS was to reboot today what would it do? what have we learnt?

Month 2024 Themes 250 years for socials, blogs Projects Events Talks Displays Ongoing work Messaging
etc at 10th Oct 23
January TheHouse-ahome (1774 to UU Fine Art work start Marcus Patton? The House at Clifton House |Tour of house on 12th [All articles on social media, events,
1880s) - early daysand times | Commission Education Architecture - form follows projects, displays, talks, reports etc to
out resource pack forKS2 function OR RSUA have the following:
February Education & Apprenticeships [Ongoing - UU Fine Art work; | Family Trusts meeting (2nd) | Pres Talk on Educationand | The House at Clifton House a) Historical fact / recent funding
Development of KS2 pack disadvantage and Education & Appren relevance AND OR
David Mason for Look North b) message on BCS / CHC work to
Challenge; Risk Take; Innovate; provide
equality; providecare and or
March Women of the poor house UU Fine Art work completes | UU Fine Art work Launch Pres Talk with UNHRC Vicky | Art work competition - at CH|AGM; House,
(residents), including mentions Music eventand AGM Tennent and UU? Stitch thru time Cemetery and MA c) IFBCS was to reboot today at 2024 what
of Mary Ann tours would it do? What have we learnt
Ongoing - Development of |Walking Tour with M Hill
KS2 pack
MAMCC statue
April Health and development of Ongoing - Development |Reading / Dress Rehearsal ~ [Pres Talk on Medicine QUB |Exhibition: QUB Medical |House, Cemetery and
medicine of KS2 pack Mary Ann play and or Michael Doherty Library & U.U. Medical [MA tours
May Ourinfluenceat Home- Ongoing - Development of |History Harvest with Cluster Clifton Street Cemetery House, Cemetery and
developingthelocal area;inc  |KS2 pack AND Great Place NB display |MA tours
cemetery (Local Impact) Local CVS discussion on
emerging needs and what
would BCS do today
June Emmigration/ Reuniting Ongoing - Development of |Private sector Philanthropy |Pres Talk to mark MA Clifton Street Cemetery House, Cemetery and
families; Helping new KS2 pack CSR birthday/ death Catriona AND Great Place NB display |MA tours
communities and visitors, anti Kennedy inc Quakers link
slavery (Global Impact)
July Mary Ann McCracken Ongoing - Development of MA, Joys and McCrackens |House, Cemetery and
KS2 pack MA tours plus the
potential for foreign
language tours
August Founders, Presidents and Board Ongoing - Development of |Founding Fathers - Heritage MA, Joys and McCrackens |House, Cemetery and
members inc women LQ KS2 pack skills and history harvest (potential unveil refurb MA tours
event portraits)
September Development of Belfast and KS2 pack complete Launch KS2 pack Molly McNeill at QUB House, Cemetery and
Partnerships (HC, LHL, NIW, AT CH display, Clifton Street,| MA tours
NBHC) Local stakeholder discussion Glenravel St maps
on emerging needs and
what would BCS do today
(Pres?)
October Characters of the House inc Pres Event NIW events in Molly McNeill at QUB House, Cemetery and
Equaino, Black teacher' WJ CH Residential and AT CH display on Water MA tours; Presidents
Brown & Thomas McCabe Sheltered Accomo on Older and Eqand WIB Talks
Peoples day
November Addressing disability particular Philanthropy conference Disability in pastandalos | Presidents Talks

with children

with FFNI - emerging needs

Pres talk with Lauren &
Cromac Leonard re children

having aids for those with
impairments

The cliewt ?rou'\écé ws Witk Alis excel calendar, Ahis \/»'\%\/»\'\%Mcé Al of Al projects and everds Ahak would
Ve Fading place over eack wonth, The calendar would wet ws o social wedin calendar, Tosh wsed Alis 4o
creafte Yewmplates based on Ahe Ahemes as well as cyds'rhw% confent whilised \o~{ \Fron House. The evends

\A}%h\i%Mcé w Yellow are wmarked as close evewts, wot open Fo e '\7\1.\0\'\(,,
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The Covers.

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

February

Fducation & apprenticeships

January

The House

20

May June

Emigration &

our influence at hom N
SEAIEEIS S R reuniting families

March

The women of the poor house

N AUQUSE
7 : F ders, presidents
July N s

Mary Ann McCracken

ApPril

Health & development
of medicine
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The Templates.

The .StQ Yy of Lvent Post.

Ca t r | O n a This Aewplate shows how Ahe client will
wiilise Ahe colours, & eSace and wowtl

Ke n r) edy J /: “1 J '\(,o:\ Xo c,rcu\’\e o cﬁw\’ post. As el !

wmonkl has an wssi%wcé colowr and con,

September

Development of Belfast
& partnerships

Qctober

Characters of the house

Monday 16Lh January ’ / TE— | Ahe client will wse Ahe social wmedia

7pm-8pm = L i  |2 calendar hat T have creafed as o
o A %vi\ée. We will huild Ahese ok i Lanva

Sor Ahe liewt so /\’\Ac{ wre able Ao eder

- - - - - Alhese as ’Y\Ac\{ wish, wirlouwt c,\m,v\%lv\% “he
Purchase tickets online or on i TN
admission to the building. N X \ \nu{ovﬁ.

Tickets Available

Booking Required

A\ SR
Cliftonbelfast.com Ao — — r\_/

November (=) December

Addressing disability N 7 Changes to the house

'he story of
ot s o . Mary Ann
N | /cCracken
-

Monday 16th January
/om 8pm
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Upcoming kvents

Fundraiser for equality of refugees
-17th August 7pm

Children of the poor house tour
-23rd August 6pm

Cliften house architecture
S [SESEPRIEmBEr 7B

Example tour of
-/4th September

Examplelelr e
-4Lh September 8pm

On this
Day Post. >

Upcoming
Event Post.

Jacob Lowry, Aged 9 months died on this date in 1799 and was
buried in Clifton Street Cemetery. His headstone appears to
be the oldest indigenous

stone in the burial ground.

Jacob Lowry, Aged 9 months died on this
datc in 1799 and was buricd in Clifton
Street Cemetery. His headstone appears
to be the oldest indigenous stone in the
burial ground. Jacob Lowry, Aged 9
months died on this the oldest
indigenous stone in the

burial ground.

A piece
Of history

Our historic chandelier from
1900 invites you into the
aesthetic of the early 20th
century. This no-nonsense
masterpiece reflects the
simplicity and craftsmanship
of the time. Made with
precision, it features a
balanced interplay of crystal
and metalwork,
demonstrating the practical
elegance of the era.

Clifton House now offers
iPad-guided Virtual Tours,
exclusively available within
our premises. Immerse
yourself in the rich history
and architectural beauty at
your own pace. Explore
each detail and make the
most of your visit. Grab an
iPad on-site and dive into
the history of Clifton House!

Art Exhibition
L_aunch

Join us at Clifton House on
the 27th of March for an
evening of artistic discovery.
Meet the talented creators,
explore thought- provoking
installations, and engage in
conversations that
celebrate the power of
visual storytelling

Individual Topic Post’s
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5.3
Social Calendar

Clifton House Be

N\

fast

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.

MON
2:00:00

Social Media Calendar
creation
Clifton House

Client Social Branded Calendar

Added by Ellie M.on November 23
Assignedto @ Eliie M. € JoshuaK.
When done, notify  Type names to notify...
Dueon Selectadate..

Notes Add extra details or attach afile...

A Alis point W Awme, T whormed ws Ahak she would be Aading o
1 \°%cé o Aorad of 7 howrs Sor leane of ahosence Srom Wniversery. T‘/\Crcgw(’,, \M{sc\Q and Tosh divided
Ahe creafion of Ake Socinl Media wp e rest of Ahe work bhetuween ourselves. We a,ss'\%wcé some Aas\s
Calendar. Ko btk of ws o 6ouscoum? Whoever was aole Ao P W wp aX Ale

Xiwme, (,O\M?\(’KYCA Ale Aasi. \

\

9/9 completed

® Week 11

Here is owr Xo-do \is¥ gor Weel 1z ol owr
Add a to-do wss}%wcé Yasks on 64\,5@0«,\:\/\? We wmade o
kadotk ouk of s\nour'\w% Ahe documents relafted

(v] Pendesign @ Eliie M.
o Xo Ahe Fasik Ao Alhe checklist Few.

(v] 12 Posters @ Joshua K.

(v] Tote bag design

(v] Templates Design € Joshua K.

|Z| Bookmark Design /
|Z| Client Social Branded Calendar @@ Ellie M. € Joshua K. <

|Z| lcons " @& Ellie M.

(v] pop up banner - 3 versions @ @ Ellie M.
(v] Brand Guidelines @ @ Eliie M.
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The Calendar.

2024 Social Calendar

Clifton I'House Belfast

250th Anniversary

Clifton House

Home of the Belfast Charitable Society

Month

Themes

Projects

Events

Talks

BINENN

Ongoing
Work

Icon & Colour

January

The House -a home
(177410 1880s) -
carly days and times
out.

UU Fine Art work
start

Commission
Education resource
pack for KS2

Marcus Patton?
Architecture

- form follows
function OR
RSUA

The House at
Clifton House

Tour of house
on 12th

February

Tiducation &
Apprenticeships

Ongoing-UU
Fine Art work;
Development of
KS2 pack

Family Trusts
meeting (2nd)

Pres Talk on
Liducation and
disadvantage

David Mason for
Look North

‘The House at
Clifron House
and Edi on &
Apprentices

Women of the poor

UU Fine Art work
completes

UU Fine Art work Launch

house (resid by
including mentions
of Mary Ann

Ongoing-
Development of
KS2 pack

Music event and AGM

‘Walking Tour with
M Hill

MAMcC: statue

Pres Talk with
UNHRC Vicky

Tennent

Artwork
competition - at
CHand UU?
Stitch through
time

AGM;: House,
Cemetery and MA
tours

Health and
development
of medicine

Ongoing-
Development of
KS2 pack

Reading / Dress
Rehearsal Mary Ann play

Pres Talk on
Medicine QUB
and or Michacl
Doherty

Ixhibition: QUB
Medical Library
& U.U. Medical

Historians

House, Cemetery
and MA tours

May

Our influence at Home
- developing the local
arca; inc cemetery
(Local Impact)

Ongoing -
Development of
KS2 pack

History Harvest with
Cluster

Local GVS discussion on
cemerging needs and what
would BCS do today

Clifton Street
Cemetery AND
Great Place NB
display

House, Cemetery
and MA tours

June

communities and visitors,
anti slavery (Global
Impact)

Ongoing -
Development of
KS2 pack

Philanthropy CSR.

Pres Talk to mark
MA birthday/
death Catriona
Kennedy

Clifton Street
Cemetery AND
Great Plag

NB display inc
Quakers link

House, Cemetery
and MA tours

Month

Themes

Projects

Events

Displays

Ongoing
Work

Icon & Colour

July

Mary Ann McCracken

Ongoing -

Development of

KS2 pack

MA. Joys and
McCrackens

House, Cemetery
and MA tours plus
the potential for
foreign language
tours

AUQUuSL

Founders, Presidents
and Board members inc
women LQ

Ongoing -

Development of

KS2 pack

Founding Fathers -
Heritage skills and
history harvest event

MA, Joys and
McCrackens
(potential unveil
refurb portraits)

House, Cemetery
and MA tours

September

Development of Belfast
and Partnerships (HC,

LHL, NIW, NBHC)

Ongoing-

Development of

KS2 pack

Launch KS2 pack

Local stakeholder
discussion on cmerging
needs and what would
BCS do today (Pres?)

Molly McNeill

St maps

House, Cemetery
and MA tours

Characters of the
House inc Equaino,
Black teacher” W)
Brown & Thomas
McCabe

Pres Event NIW events
in CH Residential and
Sheltered Accomodation
on Older Peoples day

Molly MeNeill
atQUB AT CH
display on Water
and Eqand WJB

House, Cemetery
and MA tours:
Presidents Talks

November

Addressing disability
particular with children
McCabe

Pres talk with
Lauren &
Cromac Leonard
re children and
partic disability

Disability in
pastand alos
having aids
for tho:
impairments

Presidents Talks

December

Changes to the house in
caring for Older People
1880s to now

Benn Dinner Closing
celebration event

Disability in
pastand alos
having aids
for those with
impairments

Presidents Talks

250th Anniversary

Closed Event

Available Space

Clifton House

Home of the Belfast Charitable Society




54
Brand Guidelines

Clifton House Belfast

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
[ will be showcasing the guidelines.

The Production.

THURSDAY
4:00:00

Brand Guideline Creation
Clifton House

4:00:00 (11:00 AM - 3:00 PM)

The Checklist.

Sunday, December 10

4:220m Me
hi €»Joshua | have uploaded the brand guidelines to the docs folder, do you mind giving it a quick look over to see if @
ive missed anything?

[ 1 Joshua Keyes 4:29pm
Hey @ Ellie that looks great! Clean and concise. | think that covers everything. We will also be able to schedule a
meeting with Paula and the team to hand over the Canva templates and guide them through that process. All going
great so far this will be a swift handover.

He

ﬂrow%\muﬁ owr project, we go¥ cach ofher 4o ?roog read and check
our worl. As we were working and éc\'\ucr'\w% assels as o Yeam, the
extice Yeam needed Ho bhe happy with what was bewg sewr o§§.

Avove is o screen grak of & conversation hetveen wysel§ and Tosh
practising Alis werh Ale Yhrand %wiéc\'\wcs. To Ahe side s a screen %rau\o
of Wy Hiwme \o%eé aguinsy Alhis Aas w Toggl. T spewt wrownd 4 hours
w Aoral on Ahis asset.

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
Y @
, Clear Zone
Logo Don’t s
o
Logo Device
. C
Colours
[ ]
Typefaces
. o
Icons
[ ]
D ~ -
, Photography

Brand Guidelines

& Ellie McDowell - Dec 7 - Notified 4 people

https://niice.co/blog/posts/a-brand-guideline-checklist-with-a-free-template

T also %‘o\mé Alas welysire Aok ?rou'\ées o Yrand %\L'\Ac\'\wes Hructure
\ocgorc 1 \l&&/A \OC%A/VL onr‘L'\w% ow . T crcheA o \00er on 6wsccbw?
aond added Ahe L so Ahatr T could rcgcr Yok Ao i,
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The Guidelines.

Brand Guidelines The Master Logo

Clifton House Belfast

250th Anniversary 250th Anniversary Clifton House Belfast

Mission Statement

The Clifton House 250th Anniversary brand identity was designed to appeal to a

younger audience to continue the legacy and history of the house. The brand also p o~
remains appropriate for the current audience, by reflecting on the heritage of the C| |Tton H ouse K,| |Tto N H ouse
house. The elegant essence within this design breathes future into the brand for

: . X . p o Home of the Belfast Charitable Socicty Home of the Belfast Charitable Society
sustainability whilst also ensuring we include elements of a traditional look.

250th Anniversary Clifton House Belfast




Logo dont's

i ( f i Lh LA‘;j th
< Clitton | Iouxe Clifton House Clifton | IOleL
Home ofithe BelfastGharitable 5o« Home of the Belfast Charital ociety Home of the Belfast Charitable Society

Don’t distort the logo. Don’t use the brand Don’t change the Dont use the logo with

| ‘rtO n |_| O u S e colours incorrectly. colour of the logo. imagery that is hard to
SEE,

Home of the Belfast Charitable Society

250th Anniversary Clifton House Belfast 250th Anniversary Clifton House Belfast

Clear Zone

The Logo Device

Clifton House

Home of the Belfast Charitable Society

250th Anniversary Clifton House Belfast 250th Anniversary Clifton House Belfast




250th Anniversary Clifton House Belfast

Light Yellow

(C)O(M)O(Y)38(K)0
#FFF8BS
(R)255(G)248(B)184

Blue

(C)66(M)49(Y)47(K)40
#A4E575A
(R)78(G)87(B)90

Bottle Green

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

Deep Red

(C)25 (M)100 (Y)100(K)75
#4C0OBOO
(R)83(G)10(B)O

250th Anniversary Clifton House Belfast
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Clifton House Clifton House

Home of the Belfast Charitable Society Home of the Belfast Charitable Socicty

Primary Font ~ Secondary Font
Qyst Variable Light Bodoni 72

Clifton House

Home of the Belfast Charitable Society

250th Anniversary Clifton House Belfast

Heading Title

Sub- Heading

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore

T h e Ty p c ]ca cesS et dolore magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut al-
iquip ex ea commodo consequat. Duis aute irure dolor in reprehenderit in voluprate velit esse cillum
dolore eu fugiat nulla pariatur. Excepteur sint occaecat cupidatat non proident, sunt in culpa qui offi-
cia deserunt mollit anim id est laborum.

Call to action
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The lcons The Photography

These icons have been created to utilise across social media and any Clifton House platforms. Any photography used with the 250th anniversary brand should comply with this style of imagery.

250th Anniversary Clifton House Belfast 250th Anniversary Clifton House Belfast
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5.5
Merchandise
&0 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.
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The Production. The Posters.

. o ————— These A1 posters are designed to be used in-house, to showcase the theme of the month inside the
g FRIDAY Deliverables : o = ) ) i )
7:00:00 Public Linkis ON fortis folder Change.. building. These were re-worked from the social media cover posts. The posters were designed by Josh.

Output creation

Clifton House A1 Banners PDF Social Media
Covers /
Anniversary Post
PNG + PDF

Tote Bag
PDF PNG Design.pdf
12:00 PM Bookmark
H H B Mockup Mary

Ann.pdf

Clifton House _ -
250th Brand Pen design.pdf

: Guidelines 4.pdf Client Social
Sc.)rual t\:letdla Calendar.pdf
b empla Zf Roller Banners
esigns.p Print.pdf

January l February March April

The House Educat The women of
apprenticeships the poor house

; {
A N s

05"

Cliftonbelfast.com Cliftonbelfast.com Cliftonbelfast.com Cliftonbelfast.com

Health & development

of medicine

8 ]
January

|
| OLES"

)
7:00:00 (10:00 AM - 5:00 PM)

Jan-Dec Covers
+
Anniversary.pdf

May Jun@ July AUQUSL

Qur influence at home Emigration &

S Mary Ann ] Four
reuniting families Q

T‘A(’, swrrowwélw% screen %rou\os shou Wy 9/9 completed

'\yrkoo’\"\ow process 'QOF s AC\NC"*’\O\Q . Week 11

Yost. T owclwded o screen %rau\o og wy

'W%\ oo o whick T \o%cA 7 lWowrs
m/%a,'\wﬂ Alhis Aas. T Ahe second screen Add a to-do
%ra,\o Jow will see Wow \M\{S(’_\‘g and Tosh

Cliftonbelfast.com Cliftonbelfast.com Cliftonbelfast.com Cliftonbelfast.com

Pen design @@

v
creafed o ?w\o\'\o @uscoum? document
Sor all of Ahese deliveradles 4o share v | 12 Posters &b
Wl Ahe cliewt. The Sinal screen %rau\o is v
v

wnother showcase of owr weel 11 Xo-do

Tote bag design

Templates Design €3
lish. The Auwo Fewms no¥ &/SS.\%V\CA) Ahe Aote d

\om/%s and Ahe Yoolwmars were %’Ncw Xo Bookmark Design
Tosk Ao complere. My Fasks ncluded Qen Client Social Branded Calendar @

Dcs'\%w, Llient Social %ruwécé (/u\cwéur, lcons m
Tceons, Qo? wp Banners and %rwwé )
Ludelines pop up banner - 3 versions ('}

Brand Guidelines @ &

September October November December

Characters of the house | Our influence at home | Changes to the house

Cliftonbelfast.com - : Cliftonbelfast.com
Cliftonbelfast.com
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Banners. Merchandise.

These banners were designed in mind of the number of talks and events that take place at Clifton The merchandise items were selected and designed based on the current target audience. Josh and |

House. I created this simple repeating pattern using the 250th logo and created 4 colour versions of created designs for pens, bookmarks and tote bags.
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.

Mary Ann
McCracken

=7 ORIS66=—

Mary Ann M acken was a
nd campaigner in

correspondence is cited as an
important chronicle of her times.
Born to a prominent liberal
Presbyterian family, she
entrepreneurship in
growing textile industry
" port for the democratic
programme of the United
Irishmen; advocacy for women;
the orga g of relief and
education for the poor; and
town that was heavily e

Boolmar\ Acs'\%w \o\{ Tosh. Ven Design \o{ W{sc\g

U\aire had wentioned 4o we Ahax
ey had previously wsed worth side Printing Templates
%ru‘?\&\os s o ?r'\w\' er gor Alis @ Ellie McDowell - Dec7 - Notified 4 people

clierd. T Fooll Ahe websde e and

el ws e e At o © Clifton House Clifton House

https://northsidegraphics.com/templates/

created o bowrd o 6wsco«um>. This

Home of the Belfast Charitable Society Home of the Belfast Charitable Society

dimensions Sor eack wsset

\_/‘

Tote 6% Aes'\%w \o~{ Tosh,
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The Sign off.

T bad scheduled o our fow evert Schedule

6usco»wq> Calendar Ao il Ahe

Add this schedule to your Google Calendar, Outlook, or iCal...

delwerables over 4o Aér'\ux and Q@ Today December Jan 2024 (>]

SUN MON TUE WED THU FRI SAT SUN MON TUE WED THU FRI SAT
U\aire \o~{ quéau{ vk, This was » " g 2 lalals | @
due 4o Ahe fack Ahat Caroline 3 4 5 6 7 8 9 7 8 9 1 m 12 13
had '\7‘”@""“*5\‘{ emailed Claire 0o RGN 12 13 14 5 16 14 5 6 17 8 19 20
NSV-"V“% g‘“’ Ale \°%°S 'g” ’?f'\w’k 17 18 19 20 21 2 23 2 2 23 24 25 26 27

wsserts. This Was Sor The Be\Sast 24 25 26 27 28 29 30 28 29 30 3
Chardadle Societ|’s lawnch of 3

Ahe zsofle fewr, hosted aX C\iffton
Howse whick would Fake Place o

Ale 13th e whick we were '\mﬁcé.\//\

Monday, December 11

MON, DEC 11 Hand over to Adrian and Claire for checking €& @
2:00pm - 2:30pm

Add an event

Owee \AA{SC\‘Q and Tosh added
cucrﬁ\n}w% o he delweradles
Solder, 1 vv\cssa,%cé ko Ahe

1:53pm Me
Hi €M Adrian & @ Claire, we have uploaded all the assets that need to be sent to client for feedback. We have put ﬁ
these into different folders however we have created a folder with everything so we can get your go ahead with it. Do
you mind checking everything over so we can go ahead and send to client? :)

(,a,w'\?%rc clask ws\ing Adeian
@ ©

and Clire Ao double check

Link to folder to check : https://public.3.k

{ Claire Mulrone 2:45pm
Y Looks great I'd get it to Paula and Caroline for feedback.

®:0: ¢

com/p/XtS97FG4xujgX4DoEgYJOhmC/vault

everfling. Once Claire gave
confirmation, T ewmailed Ahe cliewk
ikl Ahe prinfing wsses and Flen
again werle Ale line Ao all e

delverables.

9:42pm Me
Thanks @ Claire | will send that off! €

250th Anniversary Deliverables 22 . @

gm Ellie McDowell © € Reply & Replyall ~ Forward (3~ (3

To: Caroline Mccoubrey <mccoubreyc

com>; paula@c! rg.uk; Ismyth62@qub.ac.uk Mon 11/12/2023 21:50

Cc: Hickey, Adrian; Mulrone, Claire; Joshua Keyes

HiAll,

I hope that you are well! We are looking forward to joining you for the dinner on Wednesday, thank you so much for the invite!

Please see attached the link to the deliverables included. If you have any feedback or changes to be made to any of these, or need to highlight something to us, let me know and we can get these amended!
We have really enjoyed working on this project and you have been a pleasure to do work with, Thank you so much for having us!

Link: https:/publi 5 m/p/XtS97FG4xujgX4DoEgYJOhmC/vault

Many thanks,

Ellie McDowell

Ellie McDowell
To: Caroline Mccoubrey <mccoubreycaroline@gmail.coms; paula@cliftonbelfastorg.uk; lsmyth62@qub.ac.uk
! Cc: Mulrone, Claire; Tia Gabbidon-Lyttle; Joshua Keyes; Hickey, Adrian

Hiall,
Please see attached high res monochrome png versions of the logo for printing use

Many thanks,

155 Ellie McDowell

The Feedback & Challenges.

o™ Caroline Mccoubrey <mccoubreycaroline@gmail.com>
To: Ellie McDowell

Cc: Mulrone, Claire

CAUTION - EXTERNAL EMAIL
Do not click on links or attachments that are not expected

Never trust - always verify

Hi Ellie,

Stay Alert - Think before you Click - Stop a potential Cyber Attack

€ Reply & Replyall > forward i~ (3

Tue 12/12/2023 11:13

We have just noticed the logo has a typo. Charitable is missing an ‘a’. Can you send me back the amended logo asap, as we are launching tomorrow and have some printed items Lo get prior

Sorry that we didn't pick up on this before. Our eyes read whal we wanted Lo see, and only just now seeing the Lypo,
Just fire through the logos as before (b&w and white out)
Thanks Ellie

Caroline

1 recewed Ahis emasl Srom Caroline on Twcséau{ Wmorking, ;»J{orw\;w% ws Aot Hlere was o s?c\\'w\% wmisfalce/

/W"?o w Ahe \o%o, Loaroline wWas r(’,a./\\\[ %rcaﬁ nowt Ahis and u\?o\o%\seé s /\’\Ac{ s o Feam did wot notice o
ether. T reacted quickly, as Ahe \awnch was Ahe %‘o\\ow'\vx% Aw{ Aley eeded o getr wssets ?riv«\’cé WS soow
ws ?oss'\\o\c, My quickly awmended Ahe \ogos and serd Ahewm ook over Ao Laroline within Yew winwtes.

Eli well @ 4 Reply  Replyall
e Ellie McDowell ply

To: Caroline Mccoubrey <mccoubreycaroline@gmail.com>
e Mulrone, Claire

Hi Caroline,
Of course, I'l get this over to you in the next ten mins. Apologies!
Many thanks,

Ellie

Ellie Mc | Reply  Replyall > Forwar
v Ellie McDowel 9 € Reply  Repl Forward

To: Caroline Mccoubrey <mecoubreycaroline@gmail.com> Tue 12/12/202

ad  ad

Hi Caroline,
Please see updated versions attached, We will update all the other assets also!
Apologies again,

Ellie

Campfire A Notifying

11:41am Me
Hi Team, | received an email this morning from Caroline. | have attached a screengrab below. It appears there was a @

small typo in the new version of the logo (this must of been when we changed the fonts post pitch). | have amended
the logo and sent the monochrome versions back to Caroline for print assets tomorrow. However, this means we will
need to update all assets that include the master logo. | have uploaded the new logo pngs into the Logo doc folder for
us to do so. Slight blip but nothing that cant be quickly fixed!

Q. ¢

@ Coroline Mccoubrey <mecoubreycaroline@gmail.com>
To: Elie McDowell Tue 12/12/2023 1113

e Mulrone, €

CAUTION - EXTERNAL EMAIL
Do not click on links or attachments that are not expected

Never trust - always verify

Stay Alert - Think before you Click - Stop a potential Cyber Attack

Hi Elle,
We have just noticed the logo has  typo, Charitable is mi
items to get prior.

g an " Can you send me back the amended logo asap, as we are launching tomorrow and have some printed

Sorry that we didrit pick up on this before. Our eyes read what we wanted to see, and only just now seeing the typo,
Just fire through the logos as before (b&w and white out)
Thanks Ellie

Caroline

Screenshot 2023-12-12 at 11.38.10.png - 73.7 KB - View full-size - Download

[ 1. Joshua Keyes 11:55am
A Right okay, I'm currently updating all remaining files on my end with the revised logo and will upload them shortly
QEHie. Yes don't worry this is a quick fix.

®:

12:04pm Me 4
€ Joshua thank you! ¥

T whormed Laroline Fhak we
would w\?AM\’(’, e reWMRARIAG
wssexs Sor Ahew Ao wse. This
would Ve easy CWOU—%\A s e
wsed o\l 4o Ale Solder,
Wmeaning ve could wpdate Ale
document's wikhowt having o re-
send cuuﬁ\;ﬁw%.

T Ahen et Ahe rest of Ale
growp \now oowk Fhe srwaion.
We would wow need 4o w\?AoJYc
A\ Ahe wssers Ahat we had
creafed. This did wet Fae
ws \OMA and We ool action
'\wwcéiojc\{, This was o
Qmﬂrm;w% wmistae, owever
& Wl wow rewind ws Ao double
check everttling beSore we send
.

€D T vt s esseanowts

2:18pm Me
thanks € Joshua , mine are also updated! ¥
Qs
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A Reply & Replyall > Forward 3y (3

Paula Reynolds <paula@cliftonbelfast.org.uk>

Thu 14/12/ 10:19

To: Ellie McDowell; mccoubreycaroline <mccoubreycaroline@gmail.com>; Ismyth62@qub.ac.uk

Cc: Hickey, Adrian; Mulrone, Claire; Joshua Keyes

CAUTION - EXTERNAL EMAIL
Do not click on links or attachments that are not expected

Never trust - always verify

Stay Alert - Think before you Click - Stop a potential Cyber Attack

HiEllie and Joshua

Please accept our warmest gratitude for your work on this project.
We found the experience of working with yourselves a very enjoyable one. We were / are delighted with the level of professionalism and skill you brought to the project. We very much appreciate the tight timescale under which you delivered on our behalf

and our Chair apologies for missing the opportunity to thank you at our Benn Dinner event yesterday.

The entire experience was a very worthwhile and valuable one for us at Belfast Charitable Society. You brought your much needed new awareness and skills to us - a small team- who have gained so much from your knowledge and use of multimedia.

It has been a pleasure working with you and we wish you every success in future ventures!
Bestwishes
Paula

PS please share your social handles with us as we intend to do a dedicated post about this new branding,

This email and any attachments are confidential and intended solely for the use of the addressee and may contain information which is covered by legal, professional or other privilege. If you have received this email i error please noify the system manager at postmaster @ulster.ac.uk and delete this email immediately. Any views or opinions expressed are
solely those of the author and do not necessarily represent those of Uister University.

The University's computer systems may be monitored and communications carried out on them may be recorded to secure the effective operation of the system and for other lawful purposes. Ulster University does not guarantee that this email or any attachments are free from viruses or 100% secure. Unleas expreasly stated in the body of a separate.
attachment, the text of emailis not intended to form a binding contract. Correspondence to and from the University may be subject to requests for disclosure by 3rd parties under relevant legislation.

‘The Ulster University was founded by Royal Charter in 1984 and is registered with company number RC000726 and VAT registered number GB672390524.The primary contact address for Ulster University in Northern Ireland is Cromore Road, Coleraine, Co. Londonderry BT52 1SA

0
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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 cach month. This meant it was
casy 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.

Clifton House - SocialMedia  CM +  .lI [SIEIENS

Position

Page 16 - Event Post (January, April,July, October) ANV @ BB

Example Title
Text Box

(add image)

Page 17 - Event Post (February, May, August November) ANV @ B O \\.‘*)

7 Notes Page16/24 ] 6% 83 . @

Clifton House - Social Media  CM + il [RNSES
Page 14 - On this Day (November) ANV A BB

— 00 Der2 000 ——

Page 15 - On this Day (December) A~V @ @ ¢ @

7 Notes Page14/24 ° 3% 88 . @

159

Summary.

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,
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HONNMV | AHLL

The Launch

Clifton House Belfast

Myself and Josh were honoured to be invited to the Benn reception
held at Clifton IHouse 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.
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11 Clifton House Heritage Centre reposted
o Flexible Education @UlsterFlexEd - Dec 13
Replying to @cliftonbelfast @ClIrRyanMurphy and 10 others

Delighted to attend the celebrations today with @ulstercommmedia
Interactive Media students who created a new visual identity and creative
media for the 250th Anniversary! #ProudofUU #ProjectSocial

250 Tours 250 Talks and Events 250 Stories

READ MORE READ MORE READ MORE

ABOUT VISIT OUR COLLECTIONS WHATS ON VENUE HIRE Clifton House 250 NEWS CONTACT US

)

05"

Clifton House

'___Clifton House

3 b 5':,::__'_ -

; Tl
Celebrating 250 Years of Clifton House
774 - 2024

The cliewt is a/\rca/&[ Acs'\%wiw% wp Alheir own confent wirh Ahe

\o%o on Aheir welpsire!

We have also heen showcased on Aheir Aukrer
S\no\d'\w% o‘§§ owr \ora,wé(_
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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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Clifton House

Home of the Belfast Charitable Society
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