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The
Project



Introduction

This is a project for Interac-
tive Media, the module is called 
Interactivity for Social Enter-
prise which has offered me the 
opportunity to work within an 
effective team to produce a media 
package for a client. Within my 
team there was myself, Alanna and 
Matthew. 

This project works in collabora-
tion with the science shop pro-
ducing media packages for com-
panies across Northern Ireland. 
Our chosen project is called The 
S.A.F.E.R Campaign. 

The S.A.F.E.R Campaign is based 
in Belfast and is part of a 
larger organisation called PPR, 
standing for Participation and 
the Practice of Rigths project. 



The 
Client



Client Research 

The S.A.F.E.R Campaign which 
stands for Support Automati-
cally For Everyone Referred is 
a campaign figthinfg for better 
services at the right time for 
people who are bereaved by su-
icide. 
Currently people who are be-
reaved by suicide are only 
offered support from the police 
when they arrive to the house 
to assess the scene of the in-
cident, the problem with this 
process is only 50% off people 
take the support offered as they 
are to traumatised to think 
about getting support that soon 
after the death. 
The campaign is fighting for a 
coroner led counselling ser-
vice as they believe this pro-
cess can offer support to the 
bereaved at a more appropriate 
time. The purpose of this pro-
ject is to help The S.A.F.E.R 
Campaign get funding for a cor-
oner lead counselling service 
as currently The Public Health 
Agency are not willing to fund 
it. 
People who are exposed to su-
icide are three times more 
likely to take their own lives 
which is why The S.A.F.E.R Cam-
paign is calling for action. 

Currenlty The S.A.F.E.R 
Campaign don’t have a large 
online presence, as they are 
part of the PPR organisation 
most of their information 
falls under the PPR website 
and twitter which makes it 
hard for people to know who 
they are and what they stand 
for. 



Meeting the client 

On Wednesday the 3rd of 
October we had our first
meeting with our client from 
The S.A.F.E.R Campaign. We met 
with Stephanie who is in charge 
of the project. 
Stephanie lead the meeting and 
expressed what she wanted us to 
deliver for the campaign. 
The S.A.F.E.R Campaign has 
asked us to produce several 
things to help promote them, 
this includes a set off inter-
views focusing on people who 
support the campaign and why, 
new logo designs, new hard 
copy media and a set of motion 
graphics showing what the cam-
paign is fighting for. 
The reason Stephanie has 
requested a series of motion 
graphic is to display on their 
social medias as it is an easi-
er way for people to under who 
they are and what they are try-
ing to achieve. 
When meeting with Stephanie 
we talked about their current 
logo and hard copy media and 
discussed how it looked old 
and out of date which we felt 
wasn’t appropriate for the 
campaign as it needs to be eye 
catching and gain the interest 
of an audience.
  

Stephanie didn’t give us any 
ideas as to where she would like 
the rebrand to go so she has 
left it up to us but she has 
requested that we stay away 
from typical mental health cam-
paign logos such as butterflies 
and a heads representing mental 
health. 
We feel as a group the best way 
to get to know the campaign 
is to see first-hand the work 
that they do, therefore we have 
agreed with Stephanie to attend 
one of their events which would 
also give us a change to record 
b-roll footage which would look 
great in the interviews.  



Brief

Objectives

1. Create an New visual iden-
tity
for SAFER
2. Create new hard copy media
including leaflets and pop ups
3. Capture video footage of
campaigners and why they are
involved to be used on social
media.
4. Create and info/motion 
graphic
identifying key statistics to 
raise
the profile of the campaign on
social media

Rebrand

The SAFER campaign has
requested a rebrand as the
current theme and logo was old
and dull. The rebrand is to try
and bring more attention 
towards the campaign by giv-
ing it a new and creative look, 
a lot of the current work they 
are doing goes on to their 
social media platforms so it 
needs to be eye catching to 
gain veiwers.
We think a clear bold typeface
such as ‘LemonMilk’ or ‘The 
Next Font’ would be a great way 
to represent the campaign as 
these fonts are large, bold and 
easily read.

Video

The SAFER campaign has
requested a set of video clips
which will focus on the needs of
the families but more important
the journey they have travelled.
These video clips will con-
tain interviews and will serve 
an important role in the cam-
paign as it is giving those who 
don’t have a voice the chance to 
speak. Along with this we are to 
attend a campaign and capture 
the campaigners to ask about 
their involvement with the cam-
paign.

Motion Infographic
This will include a visual
representation of information 
and data regarding suicide and 
the treatment given after.
The SAFER campaign has a
series of data sources which are
personal to them which is the
best information to use. As 
these will be used across their 
social media accounts to show 
people
.

Audience Research

This campaign has two set
of primary audiences, The
public health agency and the
Department of Justice.

The department of justice
is a majority government
department., at the heart of
the justice system. They aim
to protect and advance the
principles of justice.
Their vision is to deliver a 
worldclass justice system that 
works for everyone within North-
ern Ireland.
The SAFER campaign are
working closely with the
Department of justice as they
have not accepted the idea of a
coroner lead service.

The public health agency is a
multi- disciplinary and multi-
professional body. The agency
has four key functions which
include:
•The improvement of health and
social well-being,
•Health protection,
•Public health support to
commissioning and policy
development
•Research and development
On the public health agency
website, they state that they
want to provide a renewed and
enhanced focus on public health
and wellbeing. This is why the
SAFER campaign would like to
work closely with them as they
believe a coroner lead service
will help enhance the health and
wellbeing of those who have
been bereaved by suicide.



Production schedule  
To ensure the process of the 
pre production went to plan 
and everyone knew what they 
were doing, to make the team 
work efficently we decided we 
were best to make a production 
schedule that we would check 
weekly ensuring we were on 
target.

A production schedule would 
also ensure we were giving 
ourselves enough time to make 
a high quality media package 
for out client. 

Task

Client Analyse

Project Proposal

Project Development

Aim

•To understand the client 
and build a brief.

•Finalise Brief for the 
client

•To research existing con-
tent and start development

Actions

•Review online content
•Research similar organisa-
tions
•Outline Outputs
•Define project goal

•Outline Outputs
•Production Schedules
•Finalise the brief and the 
needs of the client

•Research design concepts
•Research online interviews
•Build designs and mock-
ups 
•Storyboard the motion 
graphics. 

Time frame

Completed by:
October 10th

Completed by:
October 18th

Completed by:
October 26th



Develop for pitch

Pitch Amendments

Technical Analyse

Video & Motion Graphics 
Production

Video & Motion graphics
Presentation

Final adjustments

•Create a rough draft of pitch 
document

•Re-adjust any issues that the 
client may have had with the 
pitch document

•Outline equipment required 
for interviews

•Develop motion graphics
•Film interviews
•Create rough draft of the 
interviews

•Have a rough draft of the 
interviews conducted.
•Have a rough draft of Motion 
Graphics

•Adjust the any issues that 
the client has with the motion 
graphics
•Adjust any issues that the 
client has with the interviews.

•Review online content
•Research similar organisations
•Outline Outputs
•Define project goal

•Outline Outputs
•Production Schedules
•Finalise the brief and the needs 
of the client

•Research design concepts
•Research online interviews
•Build designs and mock-ups 
•Storyboard the motion graphics. 

•Clear storyboards for motion 
graphics
•Review designs in case of re-
quired changes.

•Review Storyboards in case of 
any changes
•Review brief document to ensure 
we all understand the necessary 
outputs.

•Implement the client feedback 
into the final product

Completed by:
November 1st

Completed by:
November 18th

Completed by:
November 20th

Completed by:
December
5th

Completed by:
December
9th

Completed by:
December
14th



Research



PIPS
Who are they?
PIP’s are a charity who aim to 
provide support to indivdu-
als who are considering ending 
their own lives. They also aim 
to provide support to fami-
lies and friends who have been 
touched by suicide. 

Branding
Pips use a very bright and 
colourful palette when it 
comes to design. Their col-
our scheme consists of pink, 
green, orange and blue. This 
brand is very aesthetically 
pleasing and is very warm and 
inviting which is what a brand 
like this should feel like. 

Their logo consist of a tree, 
using hand prints which fits in 
nicely with the type of organ-
isation that it is as it is 
showing everyone coming to-
gether.  

Media Platforms 
Although we have not been 
asked to create a website, I 
can see that the PIPS website 
is very user freindly. 
PIP’s also have their own 
twitter page which I think 
would be useful for The 
S.A.F.E.R Campaign to update 
people on their events and 
the process they are making 
throughout the campaign.



Lighthouse
Who are they?
Lighthouse are a chairty   
providing support for 
people who are having              
suicidal thoughts, dealing 
with depression or grieving 
from the loss of a loved one. 

Branding
Lighthouse have a very modern 
feel to their branding, using 
3 colour consisting of black 
blue and white giving them a 
very bold and strong look. 

I particulary like how 
the charity uses the H 
from  Lighthouse to form a      
lighthouse icon which they 
then use for their logo seper-
ate from the writting.  

Media Platforms 
Ligthhouse only have a website 
with their information which 
doesnt make them as well known 
as what they could be but the 
website is very well presented  
and user friendly. It hold all 
the information you would need  
to find when looking into the 
organisation but it is always 
better to have multiple plat-
forms. 



Aware NI
Who are they?
Aware NI is the only charity 
in Northern Ireland working 
exclusively for people with 
depression and bipolar 
disorder. 

Branding
The main colours of the brand 
are yellow and purple, these 
colour are both used within 
mental health. 
The charity does not have a 
set logo but use the word 
‘Aware’ to brand their chairty 
and place it on the work they 
have done.

Media Platforms 
Aware NI have many media plat-
forms which includes a 
website, facebook, twitter, 
youtube and instagram. The 
website is very user friend-
ly and the social medias are 
filled with events and work 
that the charity part takes 
in. 
This is very useful for     
organisations like this as 
people need to know about them 
to make them beneficial. 
Making a youtube account for 
The S.A.F.E.R Campaign would 
be very useful to post the 
video and motion graphic that 
we will be producing for them 
as it may be able to get a 
bigger audience. 



Working
with the  

team



Messenger
We also have been using facebook 
messenger to communicate as it is 
much faster and easier to talk to 
the group member if we need to 
send something quickly and update 
them on something that needs done.   

Basecamp
As part of our module we have 
to work closley as a team. 
Basecamp is a website which we 
used to keep all team memebers 
updated on the work that we 
have done. Its main uses were 
also for file sharing and com-
munication with with staff from 
the university. 



Design 
Process



Design 1 
When thinking of The S.A.F.E.R 
Campaign, my first thoughts was who 
are they? within their logo and 
website at first look it was un-
clear who they were and what ex-
actly they stood for, this is were 
the idea for my first logo came 
from.
The full logo started of simple in 
all black writting but it didnt 
seem personal to the campaign, 
this is why I decided to use the 
colours from the PPR logo to tie 
the two organisations together.
As for the writting I went for a 
simple rounded writting as I felt 
it suited the style of the logo 
but also felt bold is eaily read 
which is always an important fac-
tor to consider.   

PPR colour scheme 











Design 2 
For my second logo I was inspired 
by “the Family” logo, as it shows 
people standing together I decided 
it was be nice to encorperate that 
into my logo. 
Lighthouse charity used their let-
ters to form an image which in-
spired the idea to form people 
from a letter in my logo. 
I have decided again to use the 
PPR colours as they tie well to-
gether and look nice on the de-
sign, I played about with the col-
ours first to see which should be 
used as the main font colour. 

The Family logo-













Design 3 
For my third logo I was inspir-
ied by the use off the tree in the 
PIP’s logo. I decied to create a 
tree based logo. As the colour of 
suicide is lime green I could also 
encourperate that color into the 
leaves of the tree.
Tree’s are always a good way to 
repesent the bereaved as trees 
have a spirital meaning of life, 
prosperity, strength  

To start of the design pro-
cess I first created the tree 
as it was the main focus of 
the design, i chose this 
front as it could easily 
symbolise branches. 









The S.A.F.E.R Campaign has re-
quested motion graphics. I re-
searched facts and figures on sui-
cide and also included information 
Stephanine has requestion in them.
I drew out first what I wanted them 
to look like incase I wasnt happy 
with it before I digitalised them.  

Storyboard 1

Storyboard 2



Storyboard 2



Storyboard 1



Storyboard 2



The 
Pitch



Pitching to the client  
We met up with the Stephanie on 
the 15th of November to update the 
her on process that we had made. 
From this meeting Stephanie need-
ed to decided which re-brand idea 
she felt best suited the campaign 
and what motion graphic style she 
wanted us to create. 
Each member of the group chose 
which logo idea they liked best 
from their design deck which we 
then pitched, giving Stepanie the 
choice between 3 logo ideas and 3 
story board ideas. 

My logo



When designing the mock ups I 
though carefully about how it 
should look, as it is a suicide 
campaign you have to be carful.
I decided I would used a blue wave 
effect as the finial design as blue 
symoblised peace and calmness and 
waves symblises stability which 
are all important factors when 
dealing with a bereavment.
  

Leaflet



Pin



Roll-up



Roll-up Bus stop



Client 
feedback



Feedback  
During the pitch Stephanie was 
very impressed with the work we 
had shown her, she talk about the 
elements off each re-band that she 
liked but decided to go with Alan-
na’s as her re-band best suited 
the direction Stephanie felt the 
campaign was going. 
Stephanie has requested that we 
also show Alanna’s logo along with 
the mock up’s in black and white 
as the campaign only has a small 
budget and to print in colour can 
be expensive. 



























Media 
Package



Stephaine has requested that 
the motion graphic be text 
based along with a white back-
ground. 
As this is what Stephaine re-
quested we completed what she 
has asked, but as designers 
we felt it didn’t put us to 
work creatively, we decided to 
give the motion graphic dif-
ferent coloured backgrounds to 
brighten up the look and feel 
of it.
 

We also decided to make a mo-
tion graphic with moving el-
ements such as growing pie 
charts and kinetic typography, 
as Stephanie is not familiar 
with motion graphics we feel 
she may not have known what 
to ask for so we are going to 
show her all three designs 
which will give her a choice.

Creating the motion graphic



Motion Graphic one 







Motion Graphic two 





Motion Graphic three 







Filming the interviews  
We filmed the footage at the PPR 
building on the 6th of December.
To ensure we were providing stepa-
hine with the best quality footage 
we used two AC90 cameras, light 
kit and two osmo gimbles.

We were placed in a large group 
metting room where we were able to 
set up, altough a different space 
would have been better as there 
was a lot of furniture giving us 
little room to set up. 

We interviewd 5 people and asked 
them all the same questions which 
we could then take the best 
footage for each question to edit.

Filming the interviews  
We filmed the footage at the PPR 
building on the 6th of December.
To ensure we were providing Steph-
anie with the best quality footage 
we used two AC90 cameras, light 
kit and two osmo gimbles.

We were placed in a large group 
meeting room where we were able to 
set up, although a different space 
would have been better as there 
was a lot of furniture giving us 
little room. 

We interviews 5 people and asked 
them all the same questions which 
meant we could take the best 
answers and footage form each 
question to edit.





Below is the after effects pro-
gramme were the motion graphic 
was created. 

Editing Interview footage



Interview







Evaluation
To evaluate the project I first of 
all went back and looked over the 
brief we create which included 
the clients needs that were to be 
met. Looking at the finished media 
package we delivered the hard copy 
media, motion graphic and vid-
eo footage in a way that reflected 
who they are as a campaign and the 
message they are trying spread. 

There has been problems though-
tout the project as Stephanie the 
leader of the campaign only worked 
part time which left us days with-
out replies and therefore put 
us behind schedule, luckily we 
were able to catch up quickly as 
throughout Stephanie was mainly 
happy with the work created which 
meant very few correction to the 
media. 

As a student I am very happy with 
the work that was completed and 
it was a very good learning expe-
rience to get to work with a cli-
ent as it taught me many thing 
when creating work for other peo-
ple that I will find useful when it 
comes to working within the field.    
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