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First Meeting

In our first meeting, we got to meet with our community partner, Prof. 
Susan Lagdon. Susan is a senior lecturer in psychology at Ulster University 
and the chief researcher of the Healthy Young Adult Relationships (HYAR) 
project. Claire Mulrone also led us through the meeting to guide us in the 
right direction. 

During the meeting we were able to gain a better understanding of what 
the project is about, the idea behind it, the target audience and what 
attributes she would like from us. It also became clear that the brand 
needed to be clean, inviting and have a sense of belonging.

We came to understand that we needed to help create a template for 
design, icons and graphics for the final research report being launch in 
November 2024 and to develop an interactive creative media output for a 
new intervention framework model, that will help train professionals who 
work in the area.
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Following our meeting with Susan, we gained a better understanding of 
who the target audience for this project is. This project is aimed at 
Professionals who work with and educate young people
 
Their audience will be youth workers, teachers, psychologists and parents, 
who will use the workshops that we created around Susan’s research to 
present to and teach other professionals how to deal with young people 
and their relationships in the correct manner. 

We wanted to create a workshop that was professional, but also mindful 
that it is a sensitive topic that we are working on. Through this we created 
the safe place logo which can used a starter point in workshops.

Target Audience
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Project Deliverables
From our meeting with Susan, we agreed on the deliverables that we needed to 
produce for HYAR.

Create a visual identity and brand for HYAR

Develop a brand book

Showcase a website theme in the pitch

Develop a range of merchandise and apparel

Create HYAR certificate of achievement

Create a HYAR pin awarded to professional who have completed the training. 

Create social media templates for Instagram, Facebook & LinkedIn

Create 5 workshop presentations for the training of professionals 
on the five themes. (Works shop presentations not be more that 10 slides)

Video interviews with Lagmore researchers.
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The Brief
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The Brief

As part of this project, each team was tasked with 
creating a brief that incorporated insights from the 
meeting and findings from independent research. 

This project brief represents the final step in identifying 
the community partner’s needs for the interactive 
product. 

It includes an overview of the project deliverables, 
competitor benchmarking, project goals, target audi-
ence, branding, and a detailed project road map.



9



10



11



12



13



14



15



16



17

Benchmarking

Benchmarking involved analyzing a variety of 
organizations within a sector similar to that of the 
“Healthy Young Adult Relationships (HYAR)” project.

This exercise proved valuable in identifying ways to 
make the final website competitive within the sector. 

We researched and compiled a list of 7 comparable or-
ganizations, organizing the information into a single 
Excel spreadsheet.
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Benchmarking Analysis
We identified the Northern Ireland-based organization Love for 
Life as an example of best practice in the sector. Having a 
website is vital for community partners, as it enhances credibility 
and serves as a reliable source of information. Love for Life’s 
website effectively targets three distinct audiences with tailored 
training packages, showcasing a strong community focus by 
engaging a diverse network to educate young people about 
healthy relationships.

Visually, the site stands out through its use of bright, contrasting 
colours, which elevate its appearance, along with an accessible 
platform featuring intuitive navigation and interactive elements. 
The well  designed layout functions as a central hub of information 
while reinforcing the brand identity. Key features from the Love for 
Life website can inform elements of our deliverables.

While researching benchmarks, we observed that organizations 
like HYAR are uncommon in Northern Ireland. However, there are 
several charity-run community support systems, such as Women’s 
Aid, MapNI, Crime Stoppers, Refuge, and Cithra, from which we 
can draw inspiration. Through our analysis, we identified two 
recurring trends across these organizations:
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Benchmarking Analysis
While researching benchmarks, we observed that organizations 
like HYAR are uncommon in Northern Ireland. However, there are 
several charity-run community support systems, such as Women’s 
Aid, MapNI, Crime Stoppers, Refuge, and Cithra, from which we 
can draw inspiration. Through our analysis, we identified two 
recurring trends across these organizations:

Use of Colour
A common thread in the brand identities of these organizations is 
the use of purple, a globally recognized colour for abuse 
awareness. In the UK, purple symbolizes power and nobility. 
Incorporating purple into HYAR’s visual identity will align it with 
similar organizations and strengthen its position within the 
community.

Calls to Action
Another noticeable trend is the prominent use of calls to action, 
such as contact details or “find out more” buttons. The Love for 
Life website exemplifies this approach, guiding users through 
content in an engaging and accessible manner. Adopting a 
similar strategy will help HYAR create audience-friendly content 
with clear, consistent calls to action across platforms.
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Project Aims
From our first meeting with the community partner and 
additional research we were the able to outline the aims, 
audience and platforms for this project. The aims for the HYAR 
project creating a welcoming, fresh and accessible brand for HYAR 
along with a visual identity, workshops to be used in the HYAR 
learning experience, social media outputs and interviews wit the 
HYAR researchers. 

Being able to identify and understand your audience is crucial for 
any brand, especially one in a sector like HYAR. Without having a 
clear grasp of the audiences needs, it becomes a challenge to 
deliver on the projects objectives effectively. 

The HYAR project serves a diverse audience, spanning from 
professionals such as youth workers and teachers, to parents, 
which then leads to how they deal with youth, with a core 
message of promoting and educating healthy relationships 
among the youth. While the brand is primarily focused on 
education of professionals, it has a roll on effect on how these
professionals will deal with young people and their relationships.
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Branding

From our meetings with the community partner, we had 
gathered that Susan wanted the brand to feel inviting, safe, but 
also educational. As there are not many brand identity’s similar to 
this, and there was brand basis to work off for HYAR, we had a lot 
of creative freedom to experiment with different designs. 

We had all collectively agreed the best way to work with his was to 
use the letters H Y A R, as that had been what Susan had 
previously done to shorten the brand name. It had to be designed 
in a way that was accessible to all, while also enticing from a social 
media point of view, with a sense of professionalism to it.
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Budget

The community partners budget was limited, and was 
primarily focused on the workshops.

However, we agreed to develop additional design 
elements that could be utilized in the future if further 
funding becomes available. 

These would include business cards, pop-up banners, 
bus-stop advertisements, merchandise, certificates and 
pins, and social media designs.
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Project Roadmap

Meet with our community partner to understand their 
vision and goals for the project.

Perform in-depth research on the sector and benchmark 
competitor/similar projects to identify best practices and 

common pitfalls, guiding informed design decisions.

Develop a project brief outlining the aims, plans, and 
findings from the research. Submit the brief to the 

organization for review and approval. 

Once the brief is approved, the design team will create 
solutions in response to the brief and present them to 

the community partner.

Each team member will design a unique interpreta-
tion of the brand’s visual identity, workshops and assets 

based on the brief.

The project roadmap is very important as it is a way for both the community partner to understand the 
turnover timeframe, aswell as us to keep track of our project objectives. As a whole it will help the project run 
as smoothly as possible.
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Present all design directions to the community partner 
in a formal pitch, allowing them to select their preferred 

approach or suggest improvements. 

After finalizing the chosen design direction and 
incorporating any requested changes, we can work on 

the mass production of the workshops.

Create social media assets, merchandise mockups, and 
advertisement to support the community partner in 

launching their new visual identity to the public.

Thoroughly review work, obtain approval from the 
community partner, and deliver all assets along with 

detailed guidelines. 
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Brief Send Off

At this point, we had created a brief and 
got guidance from Claire and Adrian, so 
it was time to send off the brief to our 
community partner and gain feedback if 
needed.
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Brief Feedback
As a team, we were delighted to see that 
our community partner had responded 
on the same day that we had sent the 
brief, which really helped us being able 
to advance to the next stage. 

By getting feedback from the brief, it 
provides confidence for us and our 
community partner that we are all on 
the same way of length about what we 
are producing.

Happily, our community partner, Susan, 
did not require any changes and was 
happy with the direction we were going 
in.
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Logo Generation
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Concepts
This was the part of the project where I 
was able to fully become creative. I was 
looking forward to start this part as I had 
the creative challenge of designing a 
brand logo and a brand identity, as-well 
as a cohesive workshop format. 

I began by creating a simplistic design 
incorporating a gradient of a light blue 
and purple across the name, and the 
HYAR word format.  This was a testing 
stage in me creating a design and also 
turning on my creative switch. I was 
drawn to creating a logo out of the 
letters HYAR, but then also realised I 
needed to move away from a gradient 
design as it was not as appealing.
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Concepts

 These were the first concepts where 
I felt I saw some direction in my 
design, like my last design, I wanted 
to create a logo based off the 4 letters. 
The colours I chose at the time were 
blue and purple, which in 
reflection I moved away from as this 
was a non-gender specific brand.

I also tried to experiment with letter 
stacking, to create shapes and a 
potential logo out of the letters 
H Y A R, but I was struggling with that 
concept at this stage so I went away 
after receiving feedback from Adrian 
and Claire to create a better concept.
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Revised concepts
After our crit session in class, where 
I showcased my ideas so far, I gained 
positive and helpful feedback about 
ways I can improve on my design and 
what direction to take. From that 
feedback, I went on to create these 
designs, firstly focusing on the letters. 

I created several different different 
designs with different colours and 
spacing to get a sense of what felt 
right for HYAR, Personally I was drawn 
to the multicoloured letter logo as 
each colour had a meaning 
resembling HYAR’s aims. This was also 
agreed upon by the team and I 
pursued developing this even further.

For my text overlay designs, this was 
the best layout to visually see the 
letters, which ultimately led it to have 
a resemblance of a fox’s face. Although 
my vision was noticed, I was advised 
to drop that design and focus on my 
other one as potential was seen.
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Revised concepts

Following on from my feedback, I 
presented these designs in the 
following weeks crit class.

There was delight to see the
progress made throughout to get to 
this design. Each design was 
similar but unique in its own way, 
which led the decision making of the 
final choice quite difficult for me. 
I had decided to go for the most
 practical and easy to read design, as 
for HYAR, we want to make sure we 
are getting the aims of the project 
across as clearly as possible.
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Revised concepts

Finally, I made a decision and this is 
the logo I decided to use for the pitch. 
It has a clear identity of what the logo 
is representing, with the projects 
name underneath the HYAR letters. 
The colours stacked effect of the 
letters was used to represent a sense 
of community.
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Pitch To Partner
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The Pitch

Claire had arranged the Pitch date 
with our community partner, Susan 
Lagdon in the Agency on the 19th of 
November. Abi, Ryan and myself all 
had to pitch our own interpretation of 
the HYAR project. 

This was a new and exciting experince 
for me as I have never participated in 
something like this before, I had to 
remain professional and listen to the 
clients feedback to maximise our best 
results as a team
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Logo

This is the logo I used to represent the 
HYAR project. The letters stacked on 
top of other was made specifically to 
resemble a community, which is what 
HYAR was trying to build. Each colour 
had a specific meaning representing 
the emotions of the HYAR audience 
which I will talk about in the colour 
slide.
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Logo

In the past, I would normally have only 
presented my logos in one format, but 
as a team we were advised to create 
alternate white and black designs to 
showcase how the logo would work 
on different colour backgrounds. In 
reflection the way I represented the 
different colour styles was incorrect 
as I altered with the logo design and 
created a stroked effect, which is not 
what I wanted the logo to entail.
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Colour
The colour choices are always an 
extremely important part of logo 
design. This project really made me 
understand the importance of colour 
choices and the deeper meanings 
they may have, instead of just picking 
one because I though it looked nice. 

I wanted to create a colour scheme 
that also had symbolism to the HYAR 
projects core identity. 

This resulted in me picking green, 
orange, blue and purple. Green 
symbolises harmony, unconditional 
love, and mutual respect. Orange 
symbolises optimism, happiness, 
enthusiasm and youthful connections. 
Blue symbolises tranquillity, peace, 
and calmness and the purple 
which was a colour liked from our 
community partner from beginning, 
symbolises devotion and bonding and 
the ability to commit to another.
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Typography
Typography is important part of logo 
design and brand identity. When 
selecting a font, it is essential that 
it aligns to the personality and core 
values of the community partner. 
For example, if the brand wanted 
to portray a fun and playful identity, 
using a traditional serif font may not 
be appropriate. This is why font choice 
is so important as it reflects on what 
the brand is trying to portray. 

For the header, I chose the font 
Impact, as it stands out, showcasing 
power and the strength of speaking 
out. For the sub heading I used 
Haylard Micro as it is less strong while 
still being noticeable and stylish. Then 
for the main body text I used Tisa Sans 
Pro as it  can be used with a modified 
thickness whilst beingclear and 
readable for main body text
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Workshops
One of the main deliverables we 
distinguished from the brief was to 
create a set of workshops based off 
Susans research, which she would 
use to educate professionals such as 
youth workers and teachers on how 
deal with young people and their 
relationships in best practice. She 
wanted a friendly feel to it, so it felt 
engaging, and non-corporate like. As a 
team we decided to split the research 
into 5 different workshops for Susan to 
use.
In the design aspect, I decided to use 
each colour from the HYAR logo I 
created as it would keep everything 
feeling connected, but then in 
workshop I combined all 4 colours 
across the page as it resembles the 
end of the workshops and everything 
they have learnt coming together. 
I had used Impact as the title of 
each workshop, in an oval shape to 
symbolise a sense of togetherness.
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Then for the information, I felt it was 
important to have images of young 
people dispersed throughout the 
workshops as that is what HYAR is 
all about, making sure the younger 
generation are educated about 
healthy relationships. I placed them 
with a colour effect on them 
co-ordinating with each slide, on the 
left-hand side, with the HYAR logo on 
the bottom right. The information for 
the project would then be allocated 
the space on the left-hand side, with 
the subheading at the top in Haylard 
Micro and the body text in Tisa Sans 
Pro
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Social Media

Susan had requested that we create 
mock ups for what her social media 
outputs and accounts would look like. 
Susan had a small budget so social 
media was a priority for her. We chose 
an Instagram template to use as this is 
what she would primarily be engaging 
with her followers on. 

The logo would be in the placeholder, 
with each story highlights section 
being each colour of the HYAR logo. 
There would be 3 pinned posts at the 
top which would say “Welcome to 
HYAR” as a starting point, with follow 
up posts underneath with quotes 
from researchers and information 
about HYAR, all following HYAR’s 
colour code.
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Stationary

Although Susan had a tight budget, 
we all created mocks ups for a 
stationary concept for when she 
may have access to more funds, 
these include a notebook, In HYAR’s 
signature purple colour, with the logo 
placed inside an oval. I also mocked up 
a report sheet for formal documents, 
aswell as a signature envelope and 
logo cards. 

Alongside them was a lanyard. I 
created the lanyard with a purple 
design on it, sticking to HYAR colours, 
with the lanyard having the logo front 
and centre so people will know exactly 
what it is.
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Merchandise
We as a group collectively decided 
what merchandise we will use and 
what was most fitting for HYAR, we 
selected a tote bag, water bottle 
and a zip up hoodie. These pieces of 
merchandise would be given to those 
participating in the HYAR workshops, 
which would also help to spread 
awareness about the project. The tote 
bag was quite simplistic as the logo 
would be placed centre on both sides.

I gave 3 different coloured bottle 
variations, one black, one grey and 
the other white. This was to showcase 
what the logo would look like on 
different coloured bottles. Then for 
the zip-up hoodie, the cheapest to 
produce would be a black hoodie. The 
logos would be placed in two places, 
on the left hand side around the 
area of a heart, and the other one in 
a bigger size on the back, helping to 
spread awareness about the research 
and the project.
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Advertising

In relation to advertising, we had to 
think as team what would be the 
most effective and cheap forms of 
advertising to mock up for Susan. 

We decided on a pop-up banner, a 
poster and business cards. The idea of 
the pop up banner was for workshops, 
they would be placed in and outside 
the room they were taking place in. It 
was designed with the HYAR colours 
and for a directional use. 

The posters at that time were 
primarily a second option for the pop 
uo banner. I found that using the 
poster to direct people to where the 
workshops were being help would 
be beneficial as universities can be 
complicated to navigate around. 
Again following the HYAR colors 
throughout all this. 

I designed the business cards in a simplistic but 
noticebale way, with the logo separated from the 
purple by a white oval and lines. In hindsight this was 
a lapse of judgement as the lines across took away 
from the sense of community the oval brought to 
the design. On the back I placed the HYAR logo in 
the bottom right corner with space on the left for the 
persons details to go into.
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Interviews

I oversaw prepping, shooting and 
editing any video footage we captured 
in the duration of working on the 
HYAR project. I had the opportunity 
to interview the Lagmore researchers 
about their experience with the HYAR 
project. Susan had stated in our 
meetings how she would love to get 
some footage talking to them, so this 
was a huge relief to get organised. We 
shot it on the Belfast Campus before 
the Pitch so I was able to show her a 
snapshot of what I aimed to create
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Certificate & Pin
As part of the HYAR training program, 
Susan wanted a certificate created for 
the participants to have.
We decided to take it a step further 
and offer her a choice of a pin as well 
so they professionals can wear the 
pins when they are educating. 

The Certificate uses HYAR’s colour 
scheme with a purple background, 
stating what it is, who completed and 
an area for the workshop leader to 
sign. I liked the style of having a metal 
pin as it has more of a professional 
feel, accompanied with a white 
background to make the HYAR logo 
stand out.
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My Pitch Reflection

As I had never done a pitch before, I was a bit anxious going into it. 
I had to maintain a professional manner while also trying to sell my 
brand I had created but not undermining my peers work as well. The 
pitch was a very positive learning experience as it helped me have 
confidence in myself to express my design choices which has helped 
moving forward. 

I think the community partner was very pleased with the work we 
presented to her and she was thrilled we were able to bring her 
research to life in a creative way. She was very thankful to all of us and 
struggled to pick one. In the end, Susan decided to go for my Abis 
pitch as she felt it was what would represent HYAR the most. Susan 
had also left us with some feedback on some changes she would like 
to see adapted to the designs. 

Overall, I believe that I represented myself to the best of my ability 
during the pitch, although if I was to do it again, I would have liked 
to have more talking points for my designs especially regarding the 
mock ups as I feel that is where I started to stumble on my words. 
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Pitch Feedback

After the pitch, our community partner 
sent our team a very kind email, which 
kept us motivated, expressing how 
pleased she was with how we have 
adapted to her vision. Her reply came 
after we had sent our revised pitch to her, 
which she has talked about here, but we 
made sure to implement any changes 
mentioned during the pitch of what she 
would like to see into the revised pitch. 

For me, receiving this email from Susan 
was a huge moral booster and motivated 
me to try and create the best deliverables 
for Susan that I possibly could , as I saw 
how much this project means to her and 
how much time she has dedicated to it.
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Pitch Decision
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Interview Recording
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Arranging the interviews

I got in contact with our community 
partner to arrange a time when it would 
suit best to conduct the interview sessions 
with the Lagmore researchers about their 
experience with HYAR.

Susan was hosting a talk in the Ulster 
University Belfast campus, where we had 
arranged to conduct these interviews 
prior to that event.
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Booking Equipment

The next stage was organising what 
equipment I needed for the video shoot. 
I was liasing with the tech store manage 
Steve Sommerville and course technician 
Jude Mullan, regarding the best options 
available for this specific style of shoot. 

In the end, I booked out 2 Sony A7iv as 
I wanted a two angle shot. Two lapelle 
microphones, portable lighting kit, two 
tripods, headphones and a rode shotgun 
mic. 

I filled out my risk assesment form in 
order to book out the equipment which is 
best practice.
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The Shoot 
For the shoot, we gained access to a small 
box room located near beside where the 
HYAR event was taking place, which was 
perfect for getting the interviewees. 

I set them up in the corner, with a white 
background as white bounces well 
against the speakers. I had a 3-point light 
set up, one to light up the wall, one key 
light for the speaker and the other as an 
overall environment. I made sure each 
light was set to the same settings to avoid 
any colour damage. 

Unfortunately, as I was setting up the 
audio, I was getting a loud squealing 
output which I was unhappy with. 
Thankfully I had brought a Rode boom 
mic which I used instead. I then corrected 
the audio in post-production.
In reflection, I would have preferred to 
have longer to set up the environment, 
but due circumstances we were running 
on a tight time schedule, but I am pleased 
with the outputs that came from it.  
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Editing
For postproduction, I used Premiere Pro 
to create my videos. I began by taking 
each separate interview and cutting 
them down to remove any unnecessary 
pauses and stutters. This aided to make 
the video seem more seamless. I repeated 
this process 5 time. In this video I was also 
implementing the motion graphics both 
Abi and Ryan had created. 

I brought the videos I had created where 
I received feedback that my shots were 
too jumpy, myself Adrian and Claire 
brainstormed ways to resolve this. 
The idea of b-roll was mentioned, but 
unfortunately, I had failed to capture 
good enough content. We then pivoted 
to adding in Quotations of speech in 
between cuts as it highlighted both the 
importance of what was being said and 
removed the jumpyness in the shots. I 
was also advised to level each person in 
frame, so nobody was higher or lower 
than each other. 

In hindsight, I should have been more 
definite on the shots and creative vision I 
wanted to take with the video, as I had not 
planned properly to be able to obtain worthy 
b-roll. 
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Revised Pitch
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Following on from the initial pitch with our community partner, we 
took the feedback Susan had provided us with and created a revised 
pitch, with her ideas implemented, into one document. 

As it was Abis design that was chosen, I had no changes to make to 
implement to logos as Abi had sent the logo files into basecamp for us 
to use.

This updated document included the specific alterations Susan had 
suggested to ensure that their input was fully reflected throughout 
our work. By creating a revised pitch for our client, it showcases to the 
community partner that we are actively taking onboard her inputs 
and alterations to the designs. By showcasing their feedback in the 
revised pitch, it also allows her to have a clearer understanding of what 
the brand design will look like, before we move into final production 
stages. 

By having this collaborative approach, it showcases our commitment 
to to creating the brand to the community partners needs and it built 
a sense of trust between our team and the community partner.

Overview 
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Revised Merchandise
For the merchandise, there little 
altercation needed on some 
aspects. It was primarily just a logo 
change. During the pitch it was 
also stated that a polo top mock 
up would be beneficial to have, as 
it could then be worn during more 
formal events. Although I only had 
mainly logo to make at this point, it 
still required time to get everything 
perfect.
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Revised Social Media
The revised advertising was 
again based around Abis style 
of design. In my original idea 
I had kept it quite niche and 
simplistic but the use of images 
and QR codes throughout create 
more an immersive experience 
for somebody who may want to 
research the HYAR project or get 
involved. 

For the poster I wanted to join 
the block letter logo and images 
together, which led to images 
being inside each letter, in their 
corresponding colour. I also 
created a similar style for the 
pop-up banner.

From the pitch, I took on designing 
a LinkedIn mock up. I  created a 
colour overlay style effect on the 
images to almost create a seamless 
transition between them all as the 
header image.
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Revised Workshops

The revised workshops were based 
of Abis workshop template, our 
community partner had suggested 
that she would like the “Safe 
Place” logo to be multicoloured 
throughout all the workshops. It 
was also advised to saturate the 
coloured images more by Adrian 
which I implemented into my 
designs

I was in charge of creating. 
workshops 2 and 4. The process in 
this was very automated as it was 
a repeating process throughout 
them all, while I was implementing 
information from Susans research 
into them, to provide context on 
how she could use each slide for 
her presentations.
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Last Changes
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Advertisements

Before sign off and in our last crit 
session with Adrian and Claire, I 
was guided and shown how to 
apply the correct colour overlay 
onto images, which ultimaltely 
resulted in a finer touched product.

I felt the the pop up banner 
required some white boxes at the 
top and bottom of the image to 
be able to read the logo and the 
information easier.
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Social Media

Again, I implemented the same 
colour overlay effect onto these 
images, but this time I used the 
brush tool to create a seamless 
transistion from image to image 
in a more professional and classy 
manner, which really makes the 
images stand out alot more to the 
viewer.
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Final Outputs
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Final Logo
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Final Workshops
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Final Workshops
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Final Workshops
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Final Workshops
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Final Workshops
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Final Stationary
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Final Advertising
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Final Social Media
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Final Feedback
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This feedack from the community 
partner after the final sign off 
meant alot to myself and the team 
as it was a good morale booster 
and it showcased all the work 
we were putting in was was not 
underappreciated.
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Reflection

I believe that the final deliverables we created for the 
community partner were designed and completed with the 
highest level of care and attention to detail. Being able to 
obtain consistency is crucial for a brand identity, and I am 
confident that as team we all succeeded with this in our final 
designs. 

We successfully met the deliverables that were outlined from 
our brief, which can be taken as a great achievement for 
ourselves and as a team. It was very pleasing to know that the 
community partner was pleased with our efforts throughout 
the project and the assets we provided her at the end. 

I personally feel proud in the work I completed, and the role 
I played in the team, as it was such a sensitive topic we were 
creating a brand identity for, and I believe we succeeded in 
doing so. 
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Brand Guidelines
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Brand Guidelines

To help the community partner to maintain consistency in 
building a brand identity, we developed a concise brand 
guideline document. 

Ryan primarily created this, with some help from myself 
and our aim was to provide a clear reference that can be 
used by the community partner internally or share with 
external designers to make sure future designs align with the 
established brand guidelines. 

By doing this, we not only support the community partner, 
but also create one of the key deliverables stated at the start 
of this project.
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Project Management
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Team Communication
Communication is a key part of a successful group project, especially in a project like ours 
where collaboration and consistency is vital. Good communication makes sure that every 
team member is on the same page, being able to understand what our role is, as well as 
what the brand is trying to achieve with its identity and vision. It creates a collaborative 
space for ideas to be shared openly, enhancing creativity and making sure that everyone 
has an equal part to play in the brand design. 

In brand design, communication is crucial for creating a consistent approach to visual 
elements, brand choices and overall feedback. Without good communication, there 
comes the risk of inconsistencies within the brand design. Constant updates, discussions 
among the team and offering critical feedback can help to identify issues that may need 
to be adjusted or fixed.

As a positive, communication can build a strong sense of trust among team members, 
encouraging taking accountability for mistakes or giving appreciation to each other 
about work. It is away to keep everyone accountable for each other to make sure 
timelines are met and that the group remains focused on the brands vision. 

Overall communication is the key element in good, ethical brand design practice as a 
team.

We used different platforms of communication such as Basecamp and email.
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Basecamp
Our main platform for communication 
was Basecamp as it was a platform 
that was easy to navigate and simple 
to use. It was mandatory to use as 
part of our project. There were many 
attributes we used from basecamp 
such as progress tracking in the To-
dos section, uploading our documents, 
chat to communicate and the message 
board for important information.

This platform allowed us to keep 
everything together and allowed 
Adrian and Claire to help us if needed 
while keeping an eye to make sure 
everyone was on schedule with their 
work.
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Basecamp

The message board section of 
Basecamp was very beneficial as it 
allowed us to create an important 
message with a title. I would have 
used this when I needed some work 
reviewed by my peers and Adrian 
and Claire. It was a functional way 
to get people attention while clearly 
showcasing what was needed without 
it getting lost in the main chat.
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Basecamp

The To-do section on basecamp acted 
as a progress checker and a morale 
booster for me. This was used to outline 
every task we had to complete, assign 
it to the designated team member and 
to be then ticked off upon completion. 
It made us be aware of deadlines and 
stay on schedule with our work. It also 
provided a good morale boost as when 
I saw loads of green ticks it made 
me feel like good progress was being 
made. I believe I used this effectively to 
stay on track with my deadlines.
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Basecamp

The Docs & Files was a lifesaver when 
it came to sharing work. It gave us the 
space to be able to upload our work, in 
an organised and easy to find fashion 
for my peers and lecturers to view and 
give feedback on.

Although we did make good use out of 
this section, I wish I had started using 
it sooner as it made the whole process 
a lot easier for navigating through our 
work, especially when there were a lot 
of uploads towards the end.



95

Basecamp

The chat section was a great way 
to transfer some information to each 
other, that may not have required as 
much attention as the message board. 
For example uploading meeting notes 
or requesting some help was done 
here. It felt like a normal messaging 
app where as the message board felt 
more formal. 

I do think I used the chat well but in 
hindsight I believe I could have been 
more vocal in it sometimes.
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Email

For communication from our team 
and the community, this was primarily 
conducted through email. These were 
mainly used to organise meetings, 
sending off the brief and the pitchs, 
aswell as organising the video shoot. 

Our community partner Susan was 
very quick at responding which was 
very beneficial to us as it meant we 
could move onto the next stages. 

I was primarily in charge of emailing 
Susan on behalf of the team, while 
always making sure to Cc my team 
mates, Claire and Adrian these emails 
so everyone will see when she replied.
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Time Management
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Clockify

I used the software system called 
clockify to track how much time I was 
spending on the HYAR project. This 
was used as a learning experience 
as in some business, the employees 
track how long there work takes them, 
which is how it would be calculated to 
charge the client the production fees.
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Clockify

The most time-consuming part of 
this project was the pitch, as there 
were so many factors involved in it 
from agreeing what mock-ups to use, 
creating the template, designing our 
brand going through the crit stages. 
Leading then to the actual pitch, 
which fell to the revised pitch. Some 
of the main factors that built up the 
time from production were my video 
assets. From preplanning, to recording 
and then editing, it took up most of 
my time for the final deliverables as I 
had to enhance the audio due to my 
decisions when filming. 

Overall, I feel I spent a lot of time on 
this project, and I believe it represents 
itself in the work I produced for our 
community Partner
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Reflection & Evaluation



101

I was very pleased we were able 
to choose our own groups at the 
beginning as it meant we were able 
to delegate who had what technical 
strengths, which resulted in Abi, Ryan 
and myself coming together as a 
team. 

I had the camera and editing skills as 
that is my passion hobby outside of 
university, along with graphic design. 
Ryan and Abi both also had skills in 
motion graphics which was a huge 
addition to the team. 

Overall I feel we worked and 
communicated well as team, we 
always got assets to each other when 
we needed them and would take on 
board and implement any feedback 
we gave to each other.

My Team
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Community Partner
Our community partner, Prof. Susan 
Lagdon, was amazing at aiding us any 
feedback or additional information 
we needed from her. She was very 
excited to collaborating with us and 
was overwhelmed by the care and 
dedication we were putting into her 
project. 

She allowed us to experiment with 
our creativity as we had a blank 
canvas to fill with ideas without 
many big boundaries. Any time we 
were communicating with Susan, 
she always got back to us as soon as 
possible, always providing us with 
exactly what we needed which was 
extremely beneficial. 

I believe we could not have asked for 
a better community partner to work 
alongside.
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From a design perspective, I believe majority of our initial designs matched the brief. The 
journey from seeing where I began with my designs, to our final outputs was a moving 
moment, as I did not realise the amount of work we had created until I started to create 
this production log. Adrian and Claire were a tremendous help, as when I was struggling to 
come up with ideas, or how create a new concept, they would help me to take a different 
approach to the design and try something out of the box. It may not have always worked 
my designs, but it made me think more creatively than I have previous. 

I am very proud of my final outcomes and our teams’ final outcomes for the community 
partner. I am proud of the work we completed in such a short amount of time and to such a 
high standard. This could not have been completed without the skills and dedication of my 
fellow peers, and the guidance from Adrian and Claire. 

Overall, we provided outputs that matched the brief and satisfying the community partners 
needs which is the most important part. I feel very grateful to have had such a unique 
opportunity during this module to be able not just test my creativity and technical skills, but 
also to work on a project that will hopefully make such a difference to young peoples lives 
and relationships. It has been a huge learning experience in every aspect and one I will 
cherish going forward after university.

Overall Reflection
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