
Grace Boyle
Production Log



Introduction
Meeting the Client

Team

Benchmarking
Research 
Example Site
Benchmarked Logos
Benchmarking Conclusion 
Brief 
Planned Deliverables
Production Schedule
Adjust Production Schedule 

Communication
Basecamp
Email
Sms
Instagram
Messenger

Toggl 

Design
Current website
Current Research
Design Research 
Logo Research
Mockups
Using Photoshop
Using Illustrator
Design 1
Design 2
Design 3
Pitch Day

Final Design
Primary colours
Shade
Type

Produciton
Booking Equipment 
Risk Assessment
Booking Email
Shotlist and Interview 
Storyboard
Shooting and Responsibilities

Filming Days

Social Media
Social Media Platforms

Print
Wordpress Guide
Brand Guide Document
Leaflet
Education Materials
Powerpoint

Feedback
Evaluation

Content
World United NI was created 
in 2004 with the support of Irish 
Football Association (IFA) as an 
intercultural community football 
project targeting refugees, 
asylum seekers and people from 
black and minority ethnic groups 
which has now developed into 
a wider community outreach 
project offering educational 
anti-racism and discrimination 
workshops in schools, promoting 
respect and equality. This project 
needs recognition and funding to 
ensure further survival making this 
our primary goal.  

Introduction
Aims and Objectives: To create 
a new visual identity for World 
United that will represent what 
their organisation does for the 
community and internationals 
within the area. This project 
aims to showcase the work that 
World United do in a fresh and 
contemporary way in order to 
gain more support and possible 
funders to the organisation. 
We will be focuses on their 
aims and values that will inform 
the creation of all new brand 
materials and outputs for World 
United.  



Meeting the Client
We first meet with our client 
Paul on the 3rd of October in 
the atrium. Paul is the current 
chairman of the organisation 
World United. Paul discussed that 
he wanted a new visual identity 
for World United including a 
new badge, website and kit. 
World United doesn’t have a 
budget for spending and we 
discussed what else we could 
provide Paul to attract more 
people to get involved in the 
project. 

Our notes from the meeting 
include:

•	X3 Video’s
•	Re-hauled website
•	New social media 
•	Redesign logo and badge 
•	Wordpress manual
•	Brand guidelines 

Responsibilities: 
 
Creating the new visual identity, brand 
guidelines, Microsoft documents 
as well as creating and updating 
social media accounts. Photography, 
storyboarding  

Grace Boyle

Responsibilities: 
 
Photography, Filming and Web 
Design and providing the Wordpress 
manual Skills - Adobe CC HTML, 
CSS, JQuery, video editing, 
photography,

Karolina Dymek

Skills: 
 
Adobe CC, motion graphics, HTML, 
written communication, marketing, 
advertising, creative, collaborator, 
interpersonal, analytical thinker, 
mediator 

Skills: 
 
Adobe CC HTML, CSS, JQuery, 
video editing, photography, design, 
creative, organisation, problem 
solving, time management.

Team



Benchmarking

Research
The research undertaken after meeting 
our client is was to look at other visual 
identities and mission statements 
similar to World United. This included 
organisations that were focused on 
refugees and football as well as 
community based projects. 

We looked into the key factors to make 
up a new brand identity for the client, this 
included the international links, friendship 
and football. I looked at logos that were 
more atheistically pleasing and reflected 
of a football badge whilst bringing in 
more colour to the logo. Paul specified 
that the new kits will be green and that 
the colours he wishes to be in the brand 
creation is black and green. 

We then began benchmarking other 
competitors in these areas. I chose 
4 organisations to benchmark and 
Karolina chose 4. We then compared 
them against World United current 
website and tabulated the results.



Example Sites

All nations Soccer League
https://www.allnationssoccerleague.com

iACT Refugee Led Solutions
https://www.iact.ngo

Soccer without borders
https://www.soccerwithoutborders.org

Nations United FC for Sussex FC
http://www.sussexfa.com/news/2018/dec/18/meet-nations-united-fc

When benchmarking the websites I 
took special attention to the logos of the 
competitor. The designs are clean and 
versatile with a strong theme. I was most 
attracted to the iACT logo as it is simple 
and straight to the point. 

Benchmarked Logos





Benchmarking Conclusion 
During the benchmarking process we
investigated eight different organizations 
across
UK, Ireland and US, whose purpose aligned
with that of our client. During this process
we have identified Etnoliga and iACT as the
obvious leaders achieving scores of 69% and
59% respectively, they are the best example 
of a modern web design when measured 
against our metrics. Etnoliga received a high 
score due to the aesthetically pleasing and 
playful design as well as good functionality. 
The scroll down format of the page, 
consistency in fonts and style make it easy to 
follow the content. Search
bar in the primary menu enables the user to
find the desired content quickly. The content
management system is WordPress and the
website is responsive and looks well on all
devices. Etnoliga is based in Poland however
it also offers translation of it’s content to
English, making it the only site offering 
another language. Despite the highest score 
there is still an area for improvement as 
the site doesn’t include a contact tab in the 
primary menu and
compared to other organizations it doesn’t
provide a lot of information.

iACT scored 59%, making it the second
highest scoring organization. The homepage
presented a ‘hero’ muted video which was
interesting but also increased the loading time
of the page. Content management system for
the site is WordPress. 

The page is responsive and very interactive, 
filled with variety of large icons and buttons 
which the user can press or hoover over in 
order to explore the contents of the page. The 
overall design is very user friendly with high 
contrast colour scheme and consistent font. 
However, a score
of 59% indicates an area for improvement
functions are displayed more than once on the
main landing page, in the index and on the
‘hero’ slider, this could be improved by refining
it to one area, preferably the index.
All Nations Soccer League had metric scores 
of 44%. 

 With a clean layout 
on the landing page,
All Nations Soccer 
league has an 
atheistically
pleasing and 
interactive landing 

 With a clean layout on the landing page,
All Nations Soccer league has an atheistically
pleasing and interactive landing space with
a button telling the user to click the “register
today” within the image. They have a very 
clear identifiable target audience in this 
landing image explaining their ethos as a 
“faith based,community driven” organisation. 
All Nations Soccer team had the quickest 
load time of 1.95 seconds which is the fastest 
of all the websites benchmarked. However, 
there is no search function on the website 
making the user experience a series of click 
throughs to find the information they are 
wanting to obtain.



Throughout this benchmarking process I have taken note of what is good practice in organisation and 
what is bad practice. This exercise was deeply informative in starting the cog-works of the vision for 
World United future brand outputs. 

This was an opportunity to assess what we can do to exceed these performance measures for World 
United and become a stronger competitor in against the sites that we have benchmarked.

Benchmarking Conclusion 
Soccer Without Boarders has a pretty static
landing page. The content is busy, the chief
aims text is somewhat small for the user to
see, especially in the contact section within
the footer. Another pressing concern is on its
landing image, the buttons embedded on
the images of “latest News” and “donate”
are difficult to read due to the colour clashes
in the design of the buttons against the
landing image. The clean layout of the page
is digestible for a user to read but lack of
interactive features making the page look
static may be a result of the CMS being Wix
which may lack some interactive features and
plugins as opposed to All Nations Soccer
League who use SquareSpace which merges
interactive features and content seamlessly.

One of the lowest scores on our metric was
Sports Against Racism Ireland SARI which
had a score of 27%. The user experience as
soon as you land on the page is something
of not of a contemporary web design. The
home page doesn’t cover the whole site 
page
and leaves a grey background around the
empty space. Some of the features are 
placed
in jarring way. The gallery feature for the
“United through Sport” section is on the right
hand side of the home page, this meant that
there isn’t a natural eye flow for the user. The
overall experience seems clunky and not 
easy
to navigate. This continues onto the colour
scheme, which is not atheistically pleasing,
sponsors and social links are in their brand
colours with no consistent colour scheme in
place. As Sports Against Racism performed
poorly in atheistic and functionality, the
experience is overall bland and out dated.



Aims

The main aim of this project is to provide 
our client with a new visual identity and 
website along with other content that 
may be used in order to secure funding. 
We will aim to raise awareness and 
show the value of the work that World 
United is currently doing the great 
impact it has on the local community.

Audience

For this project we will focus on poten-
tial sponsors and donors as our prima-
ry target audience and refugees, asy-
lum seekers and people from ethnic 
minorities along with local community 
as our secondary target audience

Budget

For this project we have no budget 
therefore we are limited in what we 
can provide. The domain name has 
already been bought and costs are 
absorbed by the organization, we will 
further use a free wordpress template 
to launch the new website. The brand 
guidelines and microsoft documents 
and booklet will be provided with a 
hope that in the near future

The secondary target audience are 
the refugees, asylum seekers and 
people from ethnic minorities as well 
as people within the local community. 
As the training and games take 
place in Belfast and surrounding 
area our target audience will be 
people currently residing within this 
geographic area, local and foreign 
male individuals aged 18 and above , 
who are physically able to participate 
as players, coaches and referees.

Brief 

We will provide our client with a new 
visual identity and a Wordpress website 
that will replace their current outdated 
site. Brand guidelines will be provided 
along with a set of locked Microsoft 
Word and PowerPoint documents 
following the set guidelines. 

We will provide our client with a 
booklet created primarily for the 
potential sponsors outlining the mission 
and vision statement of the organization, 
clearly explaining the purpose and the 
importance of their work. Wordpress 
manual will also be provided with step 
by step instructions to accommodate our 
clients limited technical abilities. 

We will further produce a variety of 
video content - first we will deliver a 
promotional video that will be used to 
show potential sponsors and donors 
what the organization does and 
the value it brings to the community, 
furthermore video content will also be 
produced to showcase their soccer 
and futsal team, and lastly, three player 
profiles will be produced in a form of 
a short documentaries that will align 
with the theme of UEFA campaign 
#EqualGame. 

Given the degrading attention spans we 
will keep each video content relatively 
short. Furthermore we will provide the 
client with a variety of photographs of 
the team, individual 
players and games all of which can be 
used across social media platforms such 
as Facebook, Instagram and Twitter, 
which we will aim to create, update and 
then link on the new website.

Planned Deliverables



Production Schedule 
October 
31st -Brief pitch to World United.  
 
November 
1st - Begin the creation of the 
new visual identity and brand    
guidelines. 
4-20th - Weeks allocated 
to filming, depending on 
availability of    the client and us, 
giving us enough time to shoot at 
least    twice. 
 
14-21th - Editing video footage  
and creating content for print. 
18-25th  Web Design and 
creation of social media sites. 
25-27th  Creating Wordpress 
manual.  

 
December 
4th - Website launch 3pm-
5pm , current site will be down 
for    approximately three hours. 
Contingency plan allowing extra 
hours between 5-8pm to fix any 
issues.
12th - Final media outputs 
uploaded to Basecamp. 

January 
9th - Exhibition set up  
10th - Exhibition day 
11th - Exhibition disassembly

Adjusted Production Schedule
October 
31st -Brief pitch to World United.  
 
November 
7th - Pitch
14th - Final Pitch 
20th - Filming training sessions  
23rd - Filming match
2rd-25th - Editing images
25th-27th - creating and updat-
ing social media site
 

December 
1st- Filming Unity Cup
2nd - editing and updating 
social media
2-5th Making the website
5th - Photoshoot - pictures for 
pop up banner
7th-10th - Editing footage for 
promotinal video
11th - Wordpress manual and 
brand guidelines 
12th - Final Media outputs

January 
9th - Exhibition set up  
10th - Exhibition day 
11th - Exhibition disassembly



We used Basecamp to communicate 
and upload content whilst also using 
to do lists and calendars to keep track 
of deliverables that needed to be 
actioned. This was an effective platform 
to share our work as we progressed 
through the project whilst also keeping 
a schedule of what was to be 
completed.

Communication

Basecamp



Throughout this project we regularly kept in contact with our client Paul as well as Reg and Aruna. We used email for for-
mal communications and to plan our filming days. Examples of this is is assisting reg with setting up the hosting site as well as 
sending interview question so that the team could prepare responses for shoot. 

To Do List Email



I messaged Reg to guide him through how to set up hosting and took the lead for when Karolina was not available to set up 
the Website. 

Email SMS



I encountered one of the players of 
World United who studies in Coleraine 
and asked him if he could do a few 
last minute head shots for the banners. 
I communicated with him through 
Instagram DM and for this one time off 
instance 

Our main point of my communications 
with my teammate was through 
messenger, this was to arrange travel 
to Belfast and to communicate the 
deliverables to be met within the project. 
As Karolina and I both spent a lot of time 
in the university together we were able 
to discuss and plan our action points in 
person. 

INSTAGRAM Messenger 



Monthly breakdown of the hours I 
have done over the course of this 
project. Throughout this process I 
manage time through the Toogl. I seen 
a considerable spike in the prgress 
hours when we began to implement 
a to do list on Basecamp. The clear 
format allowed me to action and tick 
off items that needed to be completed 
and therefore I better managed my 
time in the second portion of the 
project. 

Toggl 

Design 



The current website for World United 
was made with Dreamweaver 
in 2003. The website has not-
been in use since 2014 and with 
Dreamweaver no longer being used 
in contemporary web development. 
Paul required a new website that was 
free, modern and easy to use. 

Current Website

I liked the design of the football to be 
slightly abstract that it wasn’t just the 
core part of the organisation and that 
World United had a lot more to offer 
than just football/futsal. 

When thinking of international I 
researched the Olympics as it is the 
one sport that brings the whole world 
together. I began to look at these 
colours and apply them to test logos. 

current Research 
Looking at the current logo there isn’t 
a consistent colour or font. Developing 
on the themes discussed in our meeting 
with Paul I began to research elements 
of logos that would multi purposed, 
clean, contemporary and colourful 
whilst still remaining true to the football 
and futsal engagements within the 
organisation. 



Design research
Style
The style of the logo is a factor that the client specified in the ethos of the organisation, fun, friendship, respect and commnity. 
This message should be embodied in the logo.

Type
Our client didn’t indicate this but from the research conducted it is important that the type should be legible and relevant to 

football.

Colour
The colour of the visual indentiy was decided on the day of the pitch. Paul would like to keep the current kit colour (green) 
although the logo does not necessary need to be green this is something to keep in mind as a concept theme for the other 

parts of the project. 

Logo Research

https://lapsesandsynapses.com/2019/05/02/moving-to-tokyo-1st-impressions/

https://stock.adobe.com/uk/133083834?as_campaign=TinEye&as_content=tineye_
match&epi1=133083834&tduid=2d69ba5c8b23fa64cea9a04876fb1c87&as_
channel=affiliate&as_campclass=redirect&as_source=arvato

https://stock.adobe.com/uk/274265465?as_
campaign=TinEye&as_content=tineye_
match&epi1=274265465&tduid=2d69ba5c8b23fa64cea9a04876fb1c87&as_
channel=affiliate&as_campclass=redirect&as_source=arvato

https://stock.adobe.com/uk/92412658?as_campaign=TinEye&as_content=tineye_
match&epi1=92412658&tduid=2d69ba5c8b23fa64cea9a04876fb1c87&as_
channel=affiliate&as_campclass=redirect&as_source=arvato

https://www.unhcr.org/ke/13761-new-study-reveals-private-sector-
investment-opportunities-build-self-reliance-empower-refugees-kakuma-
camp-kenya.html

https://stock.adobe.com/uk/180047335?as_campaign=TinEye&as_content=tineye_
match&epi1=180047335&tduid=2d69ba5c8b23fa64cea9a04876fb1c87&as_
channel=affiliate&as_campclass=redirect&as_source=arvato



Mock Ups Using Photoshop
I used Photoshop to create the mock ups to manipulate layers and smart layers in order to insert the my logo 
designs. During this process Karolina and I updated each-other on which mockups we were using in order to 
keep consistency for our pitch. 



using illustrator
I decided to use Illustrator instead of Photoshop to design all of the logos as I felt it was the more appropriate 
platform to vectors and elements in a clean and swift manor. 

Design 1 



The first design I decided on the 
colour schemes from the Olympics 
as the main colour of the ball. This 
represented the internationalised ethos 
of World United. 

Looking into other charities I decided 
used the laurel as like in UNICEF to 
represent World United welcoming 
refugees ans asylum seekers. 

Logo Design

https://upload.wikimedia.org/wikipedia/commons/thumb/5/5c/Olympic_rings_
without_rims.svg/1200px-Olympic_rings_without_rims.svg.png



I took inspiration from these ideas 
and used a template to develop my 
design. I used the IAF colour green 
and then a shade darker as the 
primary colour of the badge. I used 
a sports template for the badge to 
signify that it was a sports team. 

Logo Development 

https://www.freepik.com/premium-vector/cute-soccer-badge_2397023.htm

Logo and Badge

Font: Futura Medium









Design 2design 2   



Keeping to the global theme I decided to research into a blue earth theme that represented global community whilst still 
keeping green in the colour scheme. I created this colour scheme to be symbolic of the sea!

Logo Development  
I used a template that was circular like 
the globe. I used the earth and sea 
colours for this logo as well as adding 
the laurel element to the design. 

Logo Development  

https://www.freepik.com/free-vector/football-badges_781012.ht-
m#page=1&query=football%20badge&position=14



Logo and Badge







Design 3

The final logo was  designed with a 
mix of the colours of the Olympics and 
a traditional football style badge. The 
badge is simplistic and versatile  

Logo Development  

https://www.freepik.com/free-vector/football-badges-set_799415.
htm#page=1&query=football%20badge&position=6



Logo IDEAS  
These are the variations of the logos for 
design 3. I felt that considering the client 
may want to be versatile in the badge 
use to pitch the badge to be used as a 
logo as well. Therefore the these design 
ideas for the logo were not used in the 
final pitch document. 

Badge  









Based on the pitch the client went with 
Karolina’s pitch with an alteration to 
the logo.

Paul felt that whilst my pitches were 
good that the logo and badge of the 
first design resembled much like a 
beach ball.

Going forward divided up 
improvements for the final pitch deck. 
I was in charge of creating the annual 
report, buisness card, pop up banners 
and compliment slip.  

Pitch day

Final Design



Primary Brand Colours

#00a161

#ffcc11

#000000

The main colour scheme of World Unit-
ed in the new visual idenity is Green on 
Black/White. Print logo is to yellow as 
finalised from the pitch. These colours are 
commonly pitched throughout the project 
for a consistent atheistic. 

shades

RGB 1, 97, 59

HSV 156, 99, 38

CMYK 99, 0, 39, 62

LAB 36, -35, 15

RGB 2, 237, 143

HSV 156, 99, 93

CMYK 99, 0, 40, 7

LAB 83, -68, 32

RGB 2, 161, 97

HSV 156, 99, 63

CMYK 99, 0, 40, 37

LAB 58, -51, 24

RGB 2, 173, 105

HSV 156, 99, 68

CMYK 99, 0, 39, 32

LAB 62, -54, 25

RGB 1, 135, 82

HSV 156, 99, 53

CMYK 99, 0, 39, 47

LAB 49, -44, 20

These are the variations of green to be 
used through the brand. The middle green 
is  the primary colour for World United 
based on the brief requirements to be 
the same colour as the kit, inspired by the 
green IFA use.



WORLD UNITED BELIEVES IN 

SHARING THE PASSION AND 

PROMOTING RESPECT

NCAA UTAH Utes
NCAA Utah Utes is the primary heading 
font for all communications across World 
United. As this font resembles a football 
font I believe it matched well to World 
United’s brand as a community football 
organisation 

Locking Down Typeface

Aa

Futura
Medium
Book
Light

The primary body text is to be Futura as it 
is clear and modern. Using this typeface 
creates a vibrant and open visual identity, 
welcoming people into the organisation 









Production



For the production shoots I booked out 
equipment and took risk assessment 
for each of the shots that were 
required. 

Anticipating to use the green 
screen for our first day of shooting I 
discovered that because we were not 
aware of which of the shirts that the 
players were going to wear that their 
green kits would class with the green 

screen.  

Booking Equipment Other equipment booked out such as 
lights were used to light up the players 
for their head shots for the team photos 
for the website. This however didn’t go 
to plan as some of the players did not 
want to be in the photo and therefore we 

couldn’t capture this for the website. 

   



Risk Assessment  Booking Emails  
Room bookings in the university was 
required to film the last minute shoots 
with Carlos. I communicated with the 
school office via email to arrange this. 



Shot List and Interview
Due to our first filming day not going to plan, I created and sent over a shot list for Reg so that he would 
have a better idea of what we were looking to shoot as well as making our time at the next shoot 
worthwhile in gathering footage.

Storyboards



Shooting



During the shooting and filming pro-
cess I was responsible for booking 
equipment, storyboarding, creating 
shot lists and will operate one of the 
cameras, capturing still images as 
well as video footage for the client. 
During each shoot I directed team 
players to act out what I envisioned 
in the shot list as well as filming live 
action shots. 

Responsibilities Day 1
Our first day of shooting was in 
the Shankill Leisure centre on the 
20th of November, we filming 
and photographed headshots of 
the team players ad well as their 
training match.

During this shoot we had a number 
of issues with the green screen 
and graining in the lighting. it 
was difficult to correct this on the 
day. I had worked on the images 
afterwards and the ISO was too 
high on my own DSLR. 

For our next shoot I booked our 
better equipment with including 
the Universities DSLR and Son 4k 
Broadcasting camera. 



Day 2 
Developing a refined shot list and 
interview questioned allowed us to 
go into our second day of shooting 
with a better production plan. We 
photographed action shots as well 
as conducted an interview that 
I had sent out earlier that week 
for the members to prepare for. 
Interview with 3 players and board 
remember.

The interview is important to 
showcase the players stories of 
how they got involved with World 
United and bring humanity to the 
organisation. This narrative is a 
critical theme for World United 
as the organisation is all about 
community through football and it 
was important to demonstrate this in 
through the interview 

Day 3 
The Unity Cup which was filmed 
and photographed on the 1st 
December is our last full shooting 
day. We began at 4pm and 
finished at 7pm. Due to the poor 
weather conditions Karolina and 
I alternated between filming and 
photographing. 

I took shots of the matches from the 
stands as well as from the pitch. 
This allowed for a large range of 
shot samples for the website and 
producing the video. 



Website Content
Whilst Karolina created the website 
I added brand guidelines to the 
content of the site. 

Social Media 



Twitter  Instagram  



Facebook 

Print



Wordpress
In order for World United to use the 
new vamped up website correctly I 
created a Wordpress Manual to get 
them started in using what may be a 
new platform for the members within 
the organisation. The Wordpress 
manual included how to acess the site 
through our GoDaddy Hosting. As 
the previous website was left inactive 
the contemporary adn helpful guides 
will get World United more willing to 
engage and develop the site with te 
help from the guide. 

Wordpress



Brand Document
World United previously had no 
consistent brand guidelines. I create 
a condense brand guideline for their 
organisation that holds true to the 
ethos and values of World United. I 
believe it was important to reference 
and make note of why World 
United exists and how their message 
can be translated in their future 
communications  

Priority instructions for the Brand 
Guidelines include how to use 
colours, text, layout, formatting, grids 
and more. 

It was important to present how World 
United can be represented in the 
future with strong brand values on 
social media and other publications 
through the brand guideline document.

Examples of the document are 
presented in the following pages. 

Using InDesign 



Telling positive stories. We 

are Inter-cultural. We are 

diverse. we are a community. 

Key Messages

Passion
Sharing the passion for 
football through sport without 
discrimination with a spirit of 
friendship, respect and fair 
game.

Team that is inclusive and 
has players from around 
the world as well as both 
sides of the community in 
Northern Ireland, aiming at 
building good relations in all 
communities.

Respect
Promoting respect through 
the outreach program 
which partners with key 
organisations such as the 
PSNI, Belfast City Council 
and other community groups 
to deliver educational 
workshops on racism, 
its impact and an insight 
into why people migrate 
from their countries to live 
elsewhere.

Culture
Activities to help foster 
friendship among the 
players, their families and 
all stakeholders. Fundraising 
events bring us together for 
Salsa dancing, cultural events 
where food from different 
countries is on offer and an 
annual Unity Cup tournament 
which is more than football 
but a family event with other 
activities.



Type

Aa

Futura
Medium
Book
Light

Typeface Principles 

Futura is the typeface for World United. 
Futura PT is the specific version of the 
font that must be used on all materials. 
This is the main typeface. We only use 
3 weights  from the typeface, Medium, 
Book and Light. Medium can be used 
for headings and sub headings. These 
weights should be used in bold messages 
and communications. 

Spacing between letters should be set to 
optical. Spacing default is 0.

Leading is the spacing between the lines 
of text. Should be set at 2 points higher 
that your text size. For example if your text 
is at 12 then the leading should be set to 
14 point. 

ColourPrimary Brand Colours
These three colours are the primary 
colour that works across all our com-
munications

HEX (screen) are the preferred repro-
duction methods for web based mate-
rials.

CMYK (print) is the preferred method 
to use for any print materials. 

#00a161

#ffcc11

#000000



GridsHow to set up a grid  

1.

2.

3.

There is no right or wrong way for laying out designs using the 12 x 12 grid. One of the main to use in 
communication is for a grid is in portrait mode. Below is how to set up a grid on InDesign 

grids 12x12 indesign  
The purpose of a grid system is to allow 
the placement of images, text and shape 
in a structured manner. 

Creating elements such as text, imag-
es and shapes must align to the vertical 
and horizontal lines of the image board. 
When logo is present use a 10mm mar-
gin between the top right hand corner of 
the grid.

Using a 12 x 12 grid in InDesign is a 
great tool to structure and format an im-
age. No matter what the dimensions or 
aspect ratio of a format are, the 12 x 12 
grid can be applied across different grid 
styles. The main grid styles you will be 
using will be in landscape portrait and 
square. 

10mm

20mm

20mm

10mm

20mm

20mm



Do’s and Dont’s
World United primary print logo is in 
yellow, it can also be used as white 
on a green background. The logo can 
appear as inverted with white football 
element if the background is too dark. 
The logo should not be manipulated 
or stretched. Refrain using on complex 
backgrounds or patterns. Do not rotate 
or distort the logo.

x x x

x x x

typography do’s and dont’s

xx

x x

Examples here are the do’s and 
don’ts when using typefaces. some of 
the incorrect ways to use typeface is 
by using drop shades, multicoloured 
text, textured text and slanted text. 



Logo Sizes for web

120x120px

64x64px

24x24px

16x16px

This is sized to multiple sizes in PNG 
format dependent on the resolution of 
the screen being used.

LeafLEt
One of the priorities for World United 
was to gain more sponsors and funding, 
myself and my teammate wanted to help 
them in this. I created a leaflet that gives 
an overview of what World United is all 
about and how the public and others 
can get involve in the project. I created 
the leaflet to be a modern and versatile 
piece of material that World United can 
print and use in a multiple of different 
settings and places where it may be 
relevant to them. 





Using Powerpoint as  a template for 
brand outputs. First example shows 
the uploaded locked template. I 
created these in order for World 
United to have an easy and quick 
way to execute upcoming matches 
on their social media and other 
communications. 

PowerpointEducational Materials



In conclusion I believe that we meet 
the brief fully. Base on current client 
feedback Paul and his committee have 
responded with positivity of their new 
visual identity. 

We have delivered on a strong new 
web presence, a vibrant badge and 
logo as well as video outputs and 
social media update. 

I have redesigned current materials 
to make the next stages in the upkeep 
of website and use of logo in the 
wordpress manual, brand guidelines 
and vamped up education materials 

World United now has a bank of 
photography to use that represents 
the organisation with a new vision 
statement in the theme of friendship, fun 
and football.

One of the main limitations in this project 
was budget. As World United didn’t have 
a sizeable budget we could not add in 
additional features onto the website such 
as a globe that displayed where each 
player was from.

Scheduling was another limitation and 
our availability with the team couldn’t 
align at times and therefore we were 
able to deliver on the Equal Game video.

I believe if we were to do this again we 
would outline a much clearer production 
plan for our client so that when it comes 
to shot we would get the most valuable 
shots within the time frame. 

In saying that I am confident that 
we delivered to the brief, designing 
and new visual identity for the client, 
website and guide packages as well 
as additional content such as bolstering 
activity on their current and new social 
media outputs. Creating a user friendly 
guide in using wordpress, powerpoint 
and anual report documents 

Feedback feedback

Evaluation Limitations If Done Again
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