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Interactivity for Social Enterprise
2020, 2021 // the year of the pandemic

A first cemester where meeﬁng_ via Zoom ¢ Teams was normal

Frodvetion Log_

introduction.

This module is about putting the skills that
| have learnt during a placement year in an
agency, back into the society. This module is an
opportunity to work with a community partner
using design to enhance their communication
to members of the public. This module offers me
the opportunity to work with others as a team,
to develop a critically informed creative group
project under the guidance of Adrian Hickey -

Course Co-ordinator.

Our team has partnered with a Social Enterprise
to develop a creative brief that will enable us to
develop a sustained interactive production. The
interactive production will be supplemented, as
defined by the needs of the Social Enterprise
client, with one or more of the following media:
photography, video, motion graphics, social
media, audio, visual design and interactive
installation.

Modvle Aimg:-

« An opportunity to work as a team.

« An opportunity to draw together knowledge
and skills developed in previous modules and
to apply these to a major project.

+  Knowledge of Social Enterprise and how to
apply interactive media ideas and concepts
to this area.

« The ability to develop a sustained interactive

production as part of a live brief.
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Community Learning
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Introduction to the brief //

Ko\/iowing_ the needs of the (/ommuni‘h? Fartner

project
specification.

Our community partner is a non-profit
organisation. Syd Trotter, main founder of
CLTE, has had Sinead Bynre come on board
with him to help bring her knowledge
from her University Degree in Community
Development. They wish to reach wider
members of the public as well as potential
funders. As a team, this is where we will help
this become a reality.

For CLTE, they need a new visual identity
and logo alongside a whole name change.
Essentially, a complete re-brand! They also need
a responsive website that showcases their
service's in both educational and the mentoring
support programmes. Additionally, they need
us to develop portfolio designs for a range
of media outputs including merchandise &
publicity materials alongside a Brand Guideline
documentation. Lastly, we thought CLTE needed
their social media platforms updated &
modernised to reflect their ‘'new’ visual identity
to promote who they are and what they represent
within the community.

Skills Koltvireal:—

- WordFregs, Himl, Cxq.
N o hm"oéhop

- InDesi

= lllvstrator

-  FRemier Fo

- Undcr;‘l’anding of ocial media Flafformé

¢ Meeﬁng_ the team

The Team

Andy, Glen and | thought we could help
this Community Partner the best, with our
combined skills, experiences & mindsets
developed from our individual placement
year, we had confidence!

How could we help? Well.. Andy worked in a
design agency in Belfast called Tomorrow Lab.
Their, Andy focused a lot on User Experience
Design and branding. Andy took on tasks for
social media content creation as well as copy
writing. Andy has a great design flare and is
awesome at making things look sleek.

Glen worked at a company called Eakin based
in Comber. Glen is a wizard when it comes to
code and is great at Digital Marketing. Glen has
a great understanding of back end WordPress
builds and we couldn’t have done without him
for this project!

| worked in a design agency in the North
Coast called No79 Design. | focus heavily on
Visual Identity & Branding for new & existing
businesses. | have also designed a couple
of custom build websites, so | have strong
knowledge surrounding UX /Ul design. | manage
a lotttt of clients so to have everything organised
is essential, plus I'm obsessed with cleaning, so
my OCD kicks in. (I secretly enjoy it)
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Vigual Identity &
Branding

Client
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client
background.

Our Community Partner, Community Learning
Through Engagement (CLTE), only had a
Facebook page and didn't have much about
them and what they did as an organisation.
Our first impression of CLTE's visual identity
and brand ethos was confusing. It seemed
unclear as to what they did and who their
target audience was and their goals for their
organisation just by looking at their current
logo.

Firstly, we were provided with a mission statement
document from our community partner which
outlined quite a corporate understanding of their
aims, goals, key values and services.

Mission

To offer inclusive activities which support the
educational, training, employment, cultural,
health and recreational needs of marginalised /
disadvantaged communities.

Vision

CLTE strives for a more just and progressive future
that advocates for diversity and individualism.

A future that bolsters self-determination — where
people and communities have the freedoms to
voice their opinions, address concerns, and help
tackle issues pertaining to their communities.

Introduction to Community
Learning Through Engagement //
@leﬂ'ing_ to know ouvr oommvnH‘v! partner

Aims & Objectives

(i) To empower individuals and communities, by
providing training, education, and employment
opportunities.

(ii) To ignite passion, motivation, and self-
determination through actively engaging with
marginalised /disadvantaged communities.

(iii) To invest in communities and to build a
stronger, fairer society

(iv) To facilitate programmes that are tailored to
best meet the needs of people and communities.

Key Values

* Social justice, & equality

* Anti-discrimination

* Community Empowerment

* Collective action

« Working and learning together

Demographics

The current audience of CLTE that has been
identified are the members of the Communities
which they work within on both sides of the
border. CLTE also target people of all ages and
backgrounds but they hope to target more of
the younger generation, in particular, men as
they said “men are difficult to get”. They also
hope to broaden their audience by engaging
with potential funders.
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Community
Partner Research

1% October 2020

We had our first internal meeting prior to an
official meeting with the community partner.
Throughout this meeting we discussed the
word document CLTE provided us with on the
29th of September. This document outlined
briefly their statement and
however, we discussed that for us to get a better
understanding, we needed things to be broken
down in a simplified way.

mission aims

2Y October 2020

This was the first official meeting with our
community partner. | created a word document
for the team to ask key questions within this
meeting and discuss CLTE's answers. These
questions were in relation to the specification to
get a simpler understanding of their current visual
identity and what they did & did not currently
have. This would help us better understand as
a team, how to apply their needs to the brief
effectively. | sent the word document to CLTE
after so they had a chance to respond in more
detail.

6" October 2020

On this date we recieved the feedback to the
word document | created which allowed us to
get a better understanding of their organisation
to start applying it to the project specification
as soon as possible. This document break down
prevented any delays with the brand development
stage as we received the appropriate information
that we needed to get started.

How did thig helP_?

The reason for this word document was to
break down the project specification and get
feedback from CLTE on their current visual
identity and what their expectations were for
the final outcomes. Some of the key points
that | touched on enabled us to get a clearer
understanding for what brand concepts to
design as well as generating ideas for the style
that they wanted for their overall new visual
identity.

Breaking the key points down like this was
useful for us. It allowed us to evaluate the
important aspects of the brief that would allow
us to apply our skills to fulfil the brief in the best
way possible. Even though the points in the
word document may seem straight forward, it
reduced unnecessary time that we would have
spent communicating backwards and forwards
asking for these points at different times and
instead, summarised everything that we needed
to implement into the design process early on.

Key Words from Meeting 01:

Creative Oha”onging.f« Origjnal

Social Justice, Empowerment ¢
Fersonal Dc\/elopmen‘l'
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We hope to
target more of
the younger
generation &
potential
funders.

-Syd Trotter and Sinead Byrne
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Week 3, 7th October 2020 //
Discussed the draft brief & allocated tasks.

the
client brief.

We started the process of our first 'draft brief’
which was to be finalised and confimed by Adrian
Hickey and Claire Mulnroe. The purpose of this
brief was to show CLTE that we understood their
organisation from prervious research surrounding
their word documentation. Furthermore, it
would allow them to see our ideas for what we
thought would be appropirate deliverables for
their organisation in terms of meeting the project
specification.

T-vogdaq 6th Oct Convo

We had another internal meeting (week 3) to
discuss this brief and how we would approach
it. During the meeting, we allocated individual
e Pt e e tasks to ease the work load.

| was in charge of the following:

+ Outline the 'Project’.

« Outline the 'Tone, Message & Style’.

« Write an introductory paragraph for ‘Similar
Organisations’.

* Research & evaluate similar websites for the
benchmarking process.

Ovr Similar Oggnigaﬁongz

1. Crun

2. The Resovrce Centre
3. Mindwige

4. Corrqmcezla

5. Your NL- (/ommunihl

We had to change one of our organisations in
the end as it wasn’t completley relevant to our
Community Partner.
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the project.

The aim for our client is to create an entire new
visual identity which will include a Re-brand
of their current logo, a Responsive Website,
Social Media platforms and multiple portfolio
designs for a range of media outputs such as
merchandise, publicity materials and a Brand
Guideline publication.

The client’s current visual identity was created
around the support their organisation provides
for the educational, training, employment,
cultural, health and recreational
marginalised/disadvantaged communities. As
ourclientexplainedin ourfirst meeting the current
branding was “Cobbled together to start us as
an organisation, we knew over time it would
change as we grew”. The new visual identity
should be modern, professional and an original
identity to lead the organisation into the future, a
piece of art that will symbolise their vision; “CLTE
strives for a more just and progressive future that
advocates for diversity and individualism. A future
that bolsters self-determination — where people
and communities have the freedoms to voice
their opinions, address concerns, and help tackle
issues pertaining to their communities”.

needs of

The goal for the new visual identity should be
to create something that will raise the profile of
community development work and encourage
education as a way of developing capacity.
The logo should do this by incorporating
appropriate colour psychology; something that
should represent community, togetherness,
empowerment and growth, and a specific
graphic that symbolises Community Learning.
Furthermore, we should incorporate the same
style throughout the website, social media
platforms and portfolio designs to keep a
consistency amongst all specifications. The
site developed should be a responsive Word
Press website with any important and essential

attributes. These will include pages that provide
background information on the organisation and
staff, a booking system for their events section,
a news and blog page which will be good for
their Google Analytic rank; engaging their users
with their up-to-date information. A News Page
may feature major changes in the organisation
e.g. funding for a major project. A Blog Page
may contain: Informal chat about what they've
done with the funding and provide photos.
Furthermore, social media plug-ins to filter
through their activity on Instagram & Facebook,
and a Contact Page including an interactive map
and contact form to submit any inquiries.

To finish, we should design various materials
to publish on Facebook as well as the new
social media platform, Instagram. The designs
created should be transferred to merchandise
such as t-shirts, lanyards, pop up stands and
business cards. As well as socials, we should
create various motion graphic artworks to
promote the new visual identity. This will
include artwork that will showcase the new
logo and the visual identity as a whole e.g.
the brand ethos, core brand personality and
the brand driver.

11
Cobbled together
to start us as an
organisation, we
knew over time it
would change as
we grew.

- CLTE describing their old visual identity
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tone,
message

& Q‘h']la

Overall, we should incorporate a modern, fun
and professional feel throughout the visual
identity.

We should aim to use an everyday language
which will be simpler and more conversational
and understanding. We should try to keep
it personal, to create a relationship with the
community; using 'l or ‘we’ where possible and
addressing the reader as 'you'. Being Engaging
is important and should make the reader feel
they are understood, and their interests and
priorities are being addressed, this is something
we should apply throughout. For the website and
social platforms, we should use punchy headlines
that will grab attention and use less words to
keep it as engaging as possible. Additionally,
we should use positive communication where
applicable, be direct, encouraging and emotive.
As for the style we should create a clean, bold,
image heavy consistency that will carry the
colours and graphics of the brand throughout all

specifications.
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Week 3, October 2020 //
| evaluated the websites for
each organisation.

benchmarking similar

organisations.

As part of the development process,
collectively we benchmarked a total of 5
relevant organisations that we thought offered
similar services or demonstrated elements
of best practice. As a team, we evaluated
the Visual Identity, Website & Social Media
platforms for each. We originally had an
organisation that was called Nexus however, we
had to change this as it wasn’t as relevant to our
community partner.

Mind Wise: Overall score of 90%

On benchmarking these diverse websites for
CLTE it is clear from the overall rating that Mind
Wise is the best example of contemporary,
responsive web design from the research of
similar organisations we carried out. It is the
best for overall look and feel as it's use of brand
consistency is applied flawlessly throughout. The
structure of the site is intentional and is a good
example of easy user experience. Their tone and

message have an appropriate balance of informal
and professional language that matches their
overall style. However, some features such as a
booking system and scroll to top navigation have
not been used and so this is something we would
look at from the other sites we analysed.

O2.

Resource Centre: Overall score of 60%

The Resource Centre would be the next best in
terms of contemporary features and functionality,
a good layout hierarchy and an easily navigated
primary menu. However, the first thing noticed is
that the domain name does not match the logo
or name of the brand which is a poor branding
deliverable. Additionally, a basic example of user
readability would be to use a sans-serif font in
which this site does not do; simple details such as
this should be avoided during the final build. No
past or current events page which hinders user
engagement. Also, no internal links to a News
and Blog page which risks losing user interaction
along the way.

View Website Benchmark Excel sheet at:
https://documentcloud.adobe.com/link/review?uri=urn:aaid:scds:US:546655¢4-9045-4fef-9040-38decc2af404
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03,

Corrymeela: Overall score of 68%

Corrymeela, much like The Resource Centre,
has a clear and easily navigated structure to the
site. Strong use of imagery and video to capture
the user’s attention. Likewise, the primary menu
is identifiable and easily navigated. However,
Corrymeela uses a single column layout and
should make use of the white space. This would
have made it not only look more modern but
would of enhanced the content and imagery they
already use. Similar to Mind Wise, Corrymeela
has a booking system page but no visible feature
to book. Corrymeela have a strong News and
Events page, well organised and easily read. A
communicative video to engage with the useris a
great feature and the video is brilliantly executed;
a similar feature we will create for our site.

CRUN: Overall score of 30%

Much like Corrymeela, Causeway Rural and
Urban Network (CRUN) was a good example of
strong brand delivery, keeping the consistency
of brand colours throughout. However, it was a
shame to see the overall design & layout of their

site is lacking in comparison to the other sites.
Unlike the Resource Centre, CRUN uses the
appropriate body size and style which is easier
on the eye. CRUN lacks strong, punchy headlines
that are visible and of the correct format. CRUN
have a detailed events page but no booking
system similar to Corrymeela. This is an essential
feature needed for CLTE.

CRUN drops marks for not including a Policy
and Cookies awareness as well as having a
poor loading time of 6.1 s; optimisation of 8%
for their media is needed. However, they use
their hyperlinks effectively by underlining and
changing hover colour for their CTA's.

5.

NL Community: Overall score of 40%

Lastly, NL Community is the most basic site;
being a single landing page. Apart from having
a lack of essential features that we would require
for CLTE, | found their overall design original
and creative. Strong use of captivating graphics
that are punchy and a good way of displaying
information visually. A lot of information but
structured correctly and easily navigated.
Sections are broken up effectively using bright
backgrounds, bold headlines and various brand
colours. Unlike the other sites, NL Community
has their social media platform feeding through
to their homepage maintaining user interaction
through various specifications. NL also have a
sticky navigation bar which is the closest feature
to a ‘scroll to top’ feature. However, regardless
of their strong visual design, they do not acquire
great contemporary features and functionality.
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budget
documentation.

Digital Marketing: Variety

Domain name: £11.99 yearly subscription

(123-Reg)

Hosting: £5 a month (lonos)
WordPress site: £50 website template
(Envato market)

SSL layer protection: £25 yearly
subscription (lonos SSL starter)
WordPress Social Media Plugin:

£20 onetime fee

Microsoft 365 Personal account:

£59.99 yearly subscription

Publicity Materials:
Impro Stationary

Stationary starter pack bundle:

100 x Business cards

100 x A4 letterheads

100 x DL compliment sheets

All for £78

Pop up stand - £45 each

Templates for posters, reports and
PowerPoints are available for no extra
cost in your Microsoft 365 personal
account subscription. They can be

downloaded from templates.office.com

View revised Budget doc here | created at:
https://documentcloud.adobe.com/link/review?uri=urn:aaid:scds:US:14222116-387b-4543-b7d1-fe607edaéads
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Community Partner S5

T Rachel Burke <Burke-RB@ulster.ac.uk= Friday, 18 Oclol

-~ B . .
K Ta: byrnesinead13@yehoc.com: syd trotter: Ce: @ Andrew Reid

A CLTE Brief Final.pdf
[ 121 MB

Hello Syd & Sinead,

We hope yvou guys are welll We have finalised the brief and have attached it for you to have a
look through. Let us know your thoughts on it and if there is anything we have missed or need
changed, just let us know and we will take a look! We look forward to hearing from you soon.

Regards for now,
Rachel, Glen & Andy

o] Re: Community Partner Brief

SB

Tﬂl: Hachiel Burke

Hi, Rachal, Glen & Andy.
Sorry about the delay in getting back bo you, Hope vou ane all keeping welld

Both Syd and | have read the breif and think its brilliant! However, all cur programmes
are geared at achieving Social justice, we feel this could possibly be emphasis a little
more,

Al in all we are very pleased that you are capturing what CLTE are abouwt and |ook
forward to seeing you again in the near future.

Kind Regards

Sinead

Once our brief was finalised and confirmed by both our supervisors and the
community partner we were able to apply what we had researched throughout
the benchmarking phase, and the feedback we gathered from CLTE and apply
it to the official design process of their visual identity. This would lead us to the
Experimental Phase.

summary

View the Final Brief here:
https://documentcloud.adobe.com/link/review?uri=urn:aaid:scds:US:aa98d7b1-8a56-4{95-898b-1567809d784e
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pitch.

Initially | thought that the wording of the new
brand should be kept simple but punchy.
A word that summarised what they did as
an organisation. Emphasis on the ‘word’,
| wanted it to be just this. Something that
wasn’t too much of a mouth full and one
single name. My reason for this was that they
already had a lengthy name to begin with and
it didn't suit as a brand name; it was more
suitable as a tag line.

Other thoughts around it being just one word
was that it would be a lot more versatile for
transferring over to print and digital materials.
Furthermore, singular or short names tend to be
more modern and on trend for businesses.

| initially thought if | was creating the brand
around one word, | wanted to add in an icon to
represent the brand. | thought this would be a
great add on to have as it could stand alone on
print materials and merchandise.

H#1 | came up with a name as simple as
‘community’. Our community partner’s tag line
was ‘community learning through engagement so
| just decided to take the name from this.

| thought community was effective as it summed
up their organisation pretty well. CLTE talk about
targeting people on both sides of the border and
people from all age groups and backgrounds.
Therefore, the word itself collectively brings all
these aims together as one.

H#2 | came up with the name ‘Fair Play’.

Fair play meaning is: equitable or impartial
treatment - justice. CollinsDictionary for fairplay:
It you refer to someone’s attitude or behaviour
as fair play, you approve of it because it shows
respect and sympathy towards everyone, even
towards people who are thought to be wrong or to
deserve punishment.

#3 | came up with the name 'All in’. The name
all-in would be abbreviated for the words all
inclusive. This brand name was based around
togetherness and acceptance by all people.

"Branding is the process of connecting
good strategy with good creativity”

MARTY NEUMEIER, AUTHOR OF "THE DESIGNFUL COMPANY"
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(Passport, 2020)

(Macedo, 2020)

Initially I knew in my head that | wanted to go
(zhang, 2020)  letter m for oommvni'h1? with a simple font, all lower-case and punchy.
Keep it quite professional but picking the font
appropriately so that it striked that balance
between casual & fun yet professional. As for the
colour scheme, | thought of somthing bright and
fun, either one bold colour or various colours

S u m m a ry used together. | like the idea of using icons

within the name to represent an icon or shape.




page 24

com

munity

Shared history, joint future

For the first concept, | really liked the
simplicity of the wording and the colour
scheme. Our community partner’s tag line was
‘community learning through engagement
so | just decided to take the name from this
and keep it punchy. | thought community was
effective as it summed up their organisation
pretty well. CLTE talk about targeting people
on both sides of the border and people from
all age groups and backgrounds. Therefore,
the word itself collectively brings all these
aims together as one.

| chose the Yellow as it is bright and an
attention-getter. | think it works well against
the darker text colour. It brings enthusiasm to
the visual identity and a sense of optimism for
the organisation. | chose a secondary colour of
green, merely because it represented Northern
Ireland. | opted for this colour as it incorporated
a bit of culture to it when matched up with the
vector of the Northern Ireland map.

The tag line | thought of when | was driving in
the car one day. | thought it had a nice culture,
historical meaning to it and worked well with
the word community. Again, | liked the idea of
making it very niche and a representation of
where we are from. However, | was worried that
it could be too political and may cause some
concerns.

. Adrimn Hickey, Soner Lecturin in inlgractwm
L, | daaT hddn & pooteam wilh D5 Ridhes

signily & ragative Bighlighting ol ths Foublas of

i
shcrw @ wry Iorward

L




CcO
unity

com
munity

Adrian Hickey, Senior Lecturer in Interactive Media
Iz there a solution here where you keep the word ‘community” all on the
same line, just change the colour of the letters "unity'???

comm

n.\

communit

Reflections...

I personally really liked the layout of the
'munity’ under the ‘com’ however, | can see
the poor readability of the word when it is
broken up in this way and how it wouldn't
work.

However, | really liked the dots above the letters
m as | felt this added a sense of the word to the
icon, 3 people of any age, background or culture
to join together and unite.

| thought the Verveine Regular font that | had
chosen as a secondary typeface added a playful
tone to the brand and added a balance between
professional and fun.

northern ireland ,

community

Cerebri Sans SemiBold

shared history, joint future

Verveine Regular
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A BLAY

This idea was based on a local slang word
being 'fair play’ which is used a lot within NI.
It's meaning, respect for the rules or equal
treatment of all concerned. If you refer to
someone’s attitude or behaviours as fair play,
you approve of it because it shows respect
and sympathy towards everyone, even
towards people who are thought to be wrong.

| kept the colour yellow as | really liked this
as an overall ‘community’ colour for its strong
meanings however, | added in a primary colour,
blue. Blue can symbolise depth and stability and
| wanted to incorporated another bright, bold
colour that would have a meaning of strength.

Coming off the playful font in the ‘community’
logo, | wanted to experiment further with this
style and tone. | thought the font looked like
graffiti writing and it was what | envisioned
when | thought of community, from CLTE's tag-
line.

| decided on using the hand just to promote
togetherness with the NI map icon to represent
where the organisation was founded.

| really like the idea of using the rounded logo
alternatives that could be versatile throughout
various print materials and especially fun
looking for merchandise. | thought this design
would be nice for the younger age groups and
wearable on hoodie’s and sweatshirts.



Adirian Hickoy, Senicr Lecturer in Interactws Media

Fad Play id sassialed with football - sae FIFA Fair Play

hitts: e i comdnesslesiging and - dovwelooment-feir ploy. 72004
RBselal Burka
‘ ¥eah | understand that howeves, if does masn mare than just association
vl game. Did you ase the maanings that | pasied into campliraTr

Adirian Hickey, Senior Lociurer in Interactsae Media
Yo, Bt I aaying the aesaciation with Football 8 B0 sirong - | thenk you
havie stronger ideas olseahens

Whl1 did it not work?

This personally was not a favourite, | knew that
it may cause issues surrounding the name first
and foremost. As | received feedback, it was
good to see other people’s views on the design.
It was pointed out that there was too much
association with football. Another issue raised
was this it looked too similar to children’s creche
logos. Although | did not get my inspiration
from this, and did not see this design before, |
understood the similarities.

Reflecting back on this design, it wasn't
meeting the brief. It is too youthful and
perhaps too playful and fun; not incorporating
that professional tone to it to attract potential

reflections

funders which was one of CLTE’s aims.

\|
&

/

FA\R PLAY

Chantal Medium

®

S

\!.
0 .’f/

careciub
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oommvniﬁ] laarning

| came up with the name ‘All in’. The name
all in would be abbreviated for the words all
inclusive. This brand name was based around
togetherness and acceptance by all people
and that anyone can be apart of a community.

| really liked the colours within this logo as
they are incorporating a mixture of the previous
designs as well as some designs that inspired
me from my mood boards. | think having various
colours like this, they can be so transferable
across digital platforms, merchandise and print
materials. It is also nice to have a variety of
colour to work with that are both bold & fun.

Again, | kept the main typeface very plain and
simple inspired by my mood boards. | then
thought | would incorporate the playful typeface
from the other designs to break up the main
name and the tag line. | also thought it would
be useful to have 2 typefaces to give options for
print materials.

| like the idea of using the icons to represent
the brand as well. | think they are very fitting
with the ethos of CLTE and how it represents
people connected together as one; focusing on
the ‘Community’.



q I I I n These icons are a representation of
‘ people joining together to form their

reflections
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all in.

oommvnih] Ioaming_

Shared Hictory, Joint Future

community. The colours mix together
to show a lock chain; to represent that
everyone is ‘included’

Adrian Hickey, Senior Lecturer in Interactive Media
LOVE THE USE OF COLOUR IN THIS ONE (but thats because it's essentially
CMYK!) -

EQitemd Dt 28 =es

. Adrlan Hickey, Senior Lecturer in Interactive Media
Mot mad about the name

| really like the colour of the concept however,
| agreed with my Senior Lecturer that the name
could be looked at. | feel as though the word
‘community’ from the first design concept could °
be the best one to move forward but incorporate
the colours of this design into a developed a I I I
version. Cerebri Sans S
The typeface Marydale is a winner secondary
font for me. | think it adds a playful option for o
the client to have if they were to incorporate into
their ‘services’ headings or various subti
also think this font can help attra
groups as they will see it as |
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@

Chosen 1059 for PH‘oh

developed
designs.

Week 6, 29th October 2020 //
Meeting with Adrian & Claire to review our
individual visual identity designs

During this meeting, we had discussed each of
our designs with Adrian & Claire. Individually,
we voted for one best design concept per
person to push forward for the final pitch to
our community partner.

My community concept was favoured out off
all of my designs concept. We discussed that

| could incorporate the colour scheme of the

‘all in' logo to the wording and design of the
co 4 ‘community’ logo. | was happy with this outcome
, and developed these ideas to create a final

concept.

. ‘ . | would have to say that the community logo was
my favourite out of the three. | liked the colour
w scheme of the all in logo so | was happy with the

Shared H’iCILOVl/} / oint Future feedback | received and thought the developed

versions turned out well.

' Once the changes were applied to the new final
logo design, | had to showcase the new brand

TR throughout various print materials for our final
Lzl Thi e bePt i - ook gtest speead Spaet mith “Shies Hatory, R
Futurs™) .+ pitch to the community partner. This would allow

_ - us to sell our idea to be picked as the new brand
Aucdilimn Hiclowy, Sénite Lttuter i isbarac live Meda

| agres with an heis - and Bhat urvby inceangs could changs depending on |dent|ty for CLTE
1hs BECRTY O i@ b cheeky gill

-
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| added small changes from the feedback | received during the zoom call
with Adrian Hickey & Claire Mulrone. One thing that | had noticed was
the letter m. | wanted it to blend in more and not look completely like the

letter but also recognisable in order to complete the word.

communit
communit

lcawling, fhrovgh ongagf/mcmL

. Adrian Hickey, Senior Lecturer in Interactive Media |

| think the middle one here is great!

communit

Shared History, Joint Future

22%0m Me 2:38pm Me
gy guyE! Think wo s Bl good 1o movs Terwind with our dedign decks now (D * Amazin ‘.;l

ok e

good work guys!
Reoa iy happsy wiih fhe progress Bam - | Bhink ihe commeiy parinar & sctuaily spoled Ins
ClwliDd O 1hill B0 « KEaD Qdareg » DO0d work 8l of yiou
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Week 7, 2nd November 2020 //
Taking on the role of designing the final pitch
‘ document & arranging the layout

Showecase chosen lo

final pltch

As Andy had designed the official client
brief, | volunteered to design the final pitch
document for the team. My role was to
collect Andy and Glen’s concepts and place

them in consistently throughout so it made it Moc kup
easier for the client to choose between all 3
, Templates
concepts fairly.
| had offered to add in the mock-ups that | A ._
thought would be appropriate for the pitch day to s i
. . rprail Devicen Bannar. pid
showcase our concepts in the best possible way. Mockup
dinedl pa rhupese thin
| had a lot of mock-ups saved from my placement i —
Tt il e Ddieci

year so | uploaded them to base camp for the

guys to use too. ..and 6 more

| then arranged the order of pages and what

content would go where. This kept the pitch ’

consistent and organised accordingly to titles

e.g. print materials and digital materials.

Lat me know! iF thers arg any mockups I've missed also

&) Seatignary - SketehbBook, Busdingss cArds & SINTIORARY SO0 A4 oNe pags 5] Clathing - T-

mm Ma
1. DigAal Devices Mockup - one page 2) Pop up Danner (3 ideasd) lakes up a page *
shires, hoodie, swaaishirn & lanyard

Lt ma know i 'm missing anything of il thas looks ok
. Glen Anderson 5:35pm
% Looks good!

View the team pitch | designed here:
https://documentcloud.adobe.com/link/review?uri=urn:aaid:scds:US:1546e0c8-3678-4cbb-b658-d7beealcé5ad
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Community learning through engagement
& thared F‘J-:hﬂp al_;,-;uni I-'-.r.--;:

| had already sourced a WordPress template that
| thought would have been suitabe to my design.
| created the mockup around this website so if
mine was picked, | could ensure their website
would look like the mockup.
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A chaved
history,
a Jn-in‘i’ _
future:

1 el

An Digenizcton with
Ahe wiion 18 itehew Faf

@ e st ge
Prograive e

that ademctes for
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cormmunity

3 . . &
N . S D |
_qt t x | Shard. ihory, Juimt Fuhare ;



page 38

R

Week 7, 5th Nov //
Final pitch ¢ feedback from Syd ¢ Sinead

client feedback.

The meeting via Zoom (because of Corona-virus) went
really smoothly with our community partner. We had an
internal meeting on the 3rd of November to confirm the
order in which we would pitch. It was agreed that | would
screen share the work and guide everyone through the
pitch. Glen started us off and went first with his pitch, then
it was myself and to finish, Andy.

What did | Pi’roh,?

| had pitched that my brand name was inspired by their tag-
line and thought it was very appropriate as they work with
communities. Furthermore, | discussed the reason behind
the dots above the letter M - representing people within a
community standing together. | had then described why | chose
the colours that | did. | provided them with some key words
from various colour psychology websites that best described
the meaning of each colour. Lastly, | suggested a possible
tag-line alternative, ‘shared history, joint future’. Considering
| had used the word community for the main name, | thought
that it would be essential to not use this word twice and so
the tag-line they currently had (Community Learning Through
Engagement) would not suit. | was aware that they might not
have wanted to stray away from this as it was something Sinead
had came up with herself and so | had a feeling that she might
have wanted to keep this in the final visual identity somehow.

Feedback:

This was a toss up between my concept and Andy’s. | really
liked Andy’s name from the beginning and thought it would be
nice to incorporate mine and his. And this was what we did.
Sinead had chosen Andy’s and Syd had chosen mine. The
solution to this was, we had suggested we mix them together
using my colour scheme and Andy’s design. This worked out
nicely and we were happy with the overall outcome!



connect

Community Learming Through Engagement

Andq? chosen Iogo

community

foarning ’rhrov5h engagemen

Mq chosen colour scheme

oconhect

Carmmunity Leaming Through Engogerneni

combined +059'l’her 1o make the oﬂ-’oial iden‘ﬁh’
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Final Vigal [dentity ¢ Mee/ﬁng, Notes mnm gec

reVised pitCh Community Learing Through Engagement

Meet Connect! Andy’s orginal logo had the
name of ‘Connections’ and it was suggested
by Claire Mulrone prior to the pitch day, that

he changed itto ‘Connect’. Andy and | worked mn neCt
together to combine eachothers designs.

Community Learning Through Engagement

They decided to go with the name and style of
Andy's concept as it just had more of a corporate
tone to it and they liked the icon that he created
alongside it. They both really liked the name in
particular as they said they are all about ‘making
connections with people’.

What needed changed?

Before sending off the revised pitch we had to
add new mockup materials to show what it would
look like across individual service coloured
lanyards, posters, AS hardcover notepads,
corporate clothing (embroidered logo) for
events, pens, enamel pins for awards and a face
mask for currently living through a pandemic!

Each colovr will Vepregen‘!‘ each of ——

How did | contribvte?d thelr 6 Services

Once we had all the mockups completed, |
designed the revised pitch as | already had most
of the orignal mockups wihtin the Ai file that |
used to create the draft pitch.

View the revised pitch | designed at:
https://documentcloud.adobe.com/link/review?uri=urn:aaid:scds:US:79367171-014d-40ab-9652-302607cff562






relefections &
f&eolba(/k.

S18pm Ma
Hella! S | have uploaded the PDF pitch doc and wa are attaching the Pitch Guidelines as *
wall 50 thera is loads of stuff for the cliant]

sex EilSpm Me
@ Adrian @ Claire Do we send the pitch and guidelines to client or do you Claire? Sorry *
didn’t want 1o go ahead without your consent,

Adrian Hickey & fipm
Send the revized pitch back plasse. Keep the gukdelines back for the final handover of all
filas, graghics and web logins, ate.

6 Claira Malrone 5 10am

It Inoks verrific, well dane team, Get it off to the client. Moving forward to the final media
outputs | would definitely inclede a photo and a guote frem a learner on the bus stop
poster 1o provide a narrative 10 what they do as an organisation. This can be addressed in
the coming weeks. &

Paw 1) wes
. Adrian Hickey, Senior Lecturer in Interactive Media

Yes, it is excellent - send it onl (By WeTransfer or similar - it is too large a file

Lo drop in anyones inbox)

Thanks far the work so far.

«» Th15am Me
Everything has been sent to Syd & Sinead! w

® Andy Reid 5:03pm
f-g. ey




Connect Final ey

Rachel Burke <Burke-RB@Eulste...

Ta: syd trotier; Sinead Byrne; Co:
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Hello guys!

Thank yau for taking the ime to listen to our individual pitches last Thursday! We have really

enjoyed warking an this project with you both.

| have sent you both the final PDF pitch via WeTransfer as the file is too large to attach via
ermail. | just wanted to send you an email to clarify thisl Let any of us know if you have not
recelved it or any other issues, We look forward to hearing your feedback on your new re-
brand, and we hope that you are happy with everything so far.

Take care,
Regards for now,
Rachel, Andy & Glen

i1

We are both
extremley happy
with the pitch

& cant wait to
get it up and
running

- Sinead Byrne

all 0Z-UK 4G

14:23 TH e

.C\k LR R

Hi Glen, Andy and Rachsl,

Swd and | are vary impressad with the pitch and design of
thi new name and 10go thal represents Us as an
organisation. We are both extremly happy with the pitch
Rachel has sent regarding the website and cant wait to gel
it up and running.

Also the branding document that was seni earlier this week
is perfect, The lems ane minmalist and just what we weng
looking in regards to wearable merchandise.

Eyd will be in touch with Glan shorly in regards lo uwemamea
and password bor the domain name and password.

I'd ke 1o thank each of you lor your imput, we couldn't be
happiert

Kind regards, Sinead

Sent from Yahioo Mall on Andrged

Great work!l!

Hopefully this gives us a lot motivation to push on, we got this |

Adrian Hickey 2:07om
Excellent feedback here - let’s keep up the good work for CLTE (s0on to be Connect)...




S

°® Week 8, 12th Nov //
The Gommvni‘l’q Fartner 5_0'!‘ too excited!

an issue occured..

B B Bl ol | ol B B

At around 8pm on the 11th Novemeber, Andy had noticed
on CLTE's Facebook page that they had uploaded their
new visual identity when they were not supposed to! This
turned into a slight panic as we didn’t want any members of
the public/their followers seeing the brand way before the
launch was due. The assets they had uploaded were taken
from the final pitch PDF that | had emailed them earlier
that day around 2pm. We believe they had used these low
resolution images to update their Facebook profile later
that evening.

Andy Reid

Think they've become Connect sooner than expected

Should we email them to ask if they could take it down? Or do we leave it up because
theyre the clients? @
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what did | do?¢

Rachel Burke =Burke-REB8ulster....

syd trotter;  Sinead Byrne;  Cc:

Hi Syd,

Just =aw your Facebook page and we would highly suggest you don't advertise your brand yet
as we need to do a slow launch with it!

When the time is right we will talk to you guys about how we will schedule this and we will
take over the FB and Instagram for a few hours to get you guys an your feet with it then guide
you and give advice|

Really appreciate if you could just bear with wsl|

Kind Regards, # Sinead Byrne <byrnesinead13@y...
Rachel Burke e

SB

[~ g ki

Hi Rmchasl,

| do apolagise, | got a lithe 100 anthusiastic about the new branding and dSd not realisa the

Launch was incheded.

| have unpublishad the lacebook page lor the lime baing. Feally exciled o continue 1o work

wilh you all on launching our new brand

' C sy Leserang Thrawgh § regagem. e

| thought it was the right
thing to do by kindly asking
them to take it down for
the time being. | wanted to
come across as professional
as possible regardless of
how panicked the situation
became.

in Bl o frmrml
ra Brnas

#,

Ty | e ey Dl e e e

P

e I e e gl se e
i el ey Py e e

gy gl P e e 6 -0
o mp pFaln i Famey Fopmn riry
g gy oy ey g
] e e gl o ey el
i e

o e Lamil s 1 P mm
i Sy wed e
Bl by i el ey b e @
Tygmd e by

@ Claira Mutrora

S0 they 100k down thera [ate book Last night. have they putl B wp again Ioday. Lats ask fod
hor rurmber and do this gwer the phong and holp her ra establish their old pags, they got
mast al thes boodsng theough thair FB. Ths was nol vour Tault, they obwmoushy loyve poist
desigrs so much they warntoed sveryone (o se (L | think you handled thes really well. bots try
bo fid ahis, Hapoy bo 818 n i you wan But your Going great Rachal. Bt m Krows. .. Im fres
P

Adiian Hickay H

' Cerrareareiy Lesrnirsg Throausgh [npsgasn

Y N G Y (- e
Tl B mii il LTy B3 el
Dl o %y il

(i Wiy 'y ey T il §
siwm i gy pEn we e i e
L ahi

=y hery by ey berandly

o e Y s

Tim rw o pm we p dw Bey ot

b puas gy e s ey
e i

Crops. Don't pansc. They have jumiged the gun a bat there. They are clearly excited aboan

getting it out there. Your messages to them are professional. Gan you confism thay hoes

Lakin the navw SIuM down™

| also facebook. me;;agpol them..

(=
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6th - 26th November 2020 //
Setting up the domain name & hosting, purchasing

the theme and asking for website content
We are almost there.. 9

the website

Glen has a better understanding than | would
for backend WordPress development. This
was where working as a team really helped
eachother out. We all individually have our
own talents and skills and Glen really helped
out hugely when it came to the website. @

Glen took on the majority of client management
for the more complex website information. As you
can see in the email to the right, Glen sourced and
contacted CLTE with the appropriate information
in regards to the domain name, hosting prices
and packages.

What did | contribvte?

| had previously sourced the WordPress template
from the logo concept designs | had done.
The website | sourced was called Helpo from
ThemeForest.net. The reason | chose it was
that it was visually appealing and had a lot of
interactive features. | had checked out the reviews
and attributes that came with it prior to designing
the mock-up and they all sounded good with a
5" rating. The theme cost $39 which was only
around £29, well within the budget.

W HeLPo @‘E

Fundraising & Charity

WordFress Thesma



During the final pitch zoom call, we
had discussed using the domain
name connectni.org which is what
we ended up purchasing.

Community learning through engagement
& Chaored .-'1:-,1|:|r'|-|‘ a :F"“'! frtre

- Glan Andarson Bl ey
g Sinead liked the idea of being welcomed with a large image in our pitch for the website,
Can you send the template you had into here to see if everyone agreas with it being used? |
personally liked it because it seems lika it can be easily managed by Sinead & Syd when the
tima comas of handing it owver and it has avarything we're asking for.

This is good news, the website [ooks great so far in terms of features for both oursehves and
client from what | have read. Only thing | had mentioned £ Glen would be to potentially try
to get Facebook chat linked in with the website so we can direct their current clientele 1o
the website through their already existing social platform.

We have still not confirmed an Instagram page for them... Shauld we? §j Andy £ Glen

@ Andy Rakd 1:31pm

| think we should yes! It would not necessarily take up a lot more time, as we can create the
content to work on both platforms - assuming they use |G Stories themselves, but at the
feast it's another channel to reach their target audience! &

Hi everyone, Gilen Anderson

Just updating that the domain name has been connected to the domain space.
Just waiting on the nameservers to be updated which will take up to 48 houwrs. |
will e-rmail Syd today with the: update and ramind him about he WordPress we

sent him |ast week and if he has any further thoughts on purchasing it. Still no word back, Glen

created the holding page to

Thani add as a plug-in once the
Gle ' website had been purchased
o | had sent Syd an email to look at the theme and by Syd.

to purchase it if he thought it was best suited
to what they were looking for. Whilst we were
waiting on a response, Glen managed to set up
the domain name and server space.

Gen Anclaesan 4/ 14pm
Halding pacs s sl Beepisannsct1ni arg)

51l making moatile reapansive changes bul should wark DK an apep/computars



updates on the
website.

TRy /

Fiops you e both well 5nd Paaithsd

Ok 50, this oould be guitn & lergihy emal. | will try 1o keop & short and swoot.

Te #5ar] Gl wee s planfeng 1o begn the BURLD of s WEBSHTE nexl week &nd 1o ifruchag a glan 5 your #05al medka poiss on Sundiy
W vl sl o Irddoeipdl off B chodiulenCates ooy v Ring @ Bmelng craated, YWe would B 1o Greale sema sonlen] e yor
Facshook and Tor your Indtacrim [ancier aodal mada platform Pl we would e 10 820w and promicla). So, inorder for this o oo

& Gien has created A Foiding pags weih o Goonbiown o B unch bo show your corment sl thad you sre -tmnding and fhat
vou will e going e with EVERYTH&NG soon - (Een has connecied your Gomar name b your fost so s
ey e

& UBGENT = |-1u-u:fummmmmmmmmwmmmhmrqr-.ulfruuu-nrururmm
wapm 10

2 [V well g the BUILD NEXT WEEK, sscitrg!l

a Memt, wo would realy kne o gol soma condd] from you guys Sor wour o 286, Yoo <an uia The inlormation you hid send ua in tha
bagnmmg 16 guids yoo or J o wisid, ves could [ust Bake B Pfarmalion bom B documentaT? Lad us know! Cthafwisae, Sass
wonihd Ess tha Fusdading v wenald! nessd corrient for-

& Aboiut Us - Vil we are (O siory & or our impaciL

& Wiest i foam - Hames of ALL stall and pholos preferably head shols and a wees shot descripticn. something fendly and
Infommal ¥

& Sardcos - Ve have cumontly idoalised & Servioes o malch the oofours intha "CONNEST logo: w0 "NNECT™ o5 they hire Thelr
indiwiduial DodoUIne and a0 wa thougit wa would match: 5 sanacos fo thase colowrs. | will afiach POF Brief bo amail 80 00 Can Saa
men chearty.

w ot brenhed - Descrgion of hivw peoDis Cin volurassT oF gl ireoived with Connect, maybe & crilenis for applying i volunbes 7T

w Wiras B Everds / Bl = Even @y Cumont prokeots of informal biogs about how Costd has inpactnd you Juys o how pou ane oiill
wirking through Sovid so T Thes doasn't hara 50 e b in depds right nost

a Gat i rouch - Coninct deiniis, smnl, ofos rumbaers, personal fumban T noeced) £ aooenss 50 w8 can Ink Googie maps.

. Higﬂ.:tmwl::l:ﬂrﬂﬂ umﬂdmﬂg.-wu u#yummﬂﬁmmaﬂwmmmm FREE
BOURICE SITES - = Jugd wriad o back wall e phobod pou P padheneg,
e ol ba grealt

Please find antached the Brief Guidelines, this will aow you 1o see our [deas of the "SERVICES that | had mentoned above

Can | ask that we keep this fle between o5 fov aow! Just bl we lpuach everything!

Seiry again for the bong email bul we wanted to be as belpfisl as possible | If you have any querses of are unsure of
arrything at all please do not hesitate to contact any of us, we are really happy to help as always!

Speak soon,
Rachel Andy & Glen

I had created an email to inform Syd & Sinead that we were moving to the build
stage, emphasising the importance of getting the theme purchased so we could
start the build. Another issue was that we struggled to get the content for their
5 services. For the mean time, we used the very first mission statement
document they had provided us with before the first ever meeting.
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—~——~~ Week 7, 26th November 2020 //

Eventually heard back from Syd in regards to the
content and website purchase

Glen Andorson S:0lpm
Iust had a phone call with Syd - Domain name has bean confirmed will just take 24 hours to
come back online.

| further asked about the content e-mail and WordPress template and he has said Sinead is
taking care of that.

He has just said that they've been extremely busy this week and the confirmation e-mail
was in his spam.

He has asked me to save his phone number to contact him in the future if any other
problems occur, will | ring him tomorrow if we receive no reply from Sinead?

o 7L 40 150 Rl
b | received an email once Glen had spoke to Syd
Fil [ThameFonst] Purchass Confirmation on the phone. Syd had purchased the theme
that we forwarded to him. | passed these details
e syl Tremer 1w on to Glen so he could set up the countdown
o il plug-in and create admin logins for Andy and I.

il Machal, oy par—srme or Tl b wpctrpier, padgwond

rS0I05,

Do | el i iy s e

Can Andasrsea 4 J1p
Pl coghed Hi gorys, just giving an updsie on oday,
in Diomadin nams has been connecied 1o WordFresa Theame, now coming scon plugin has been
T PP B8 up 1o show a countdawn for when the webeite will be lenched. B you're logged in vou'll
Bl 28 Prptns 2000 1513 s tha actual website s i s, If you've not you'll see a countdown tmer,
LT T T r A -
BT TP o 4] Puirchin e Cipnld T Evesrynane in the team should have sdmeén decsids 1o be able to sdd content 1o the theme!

_ Currenthy doing final iweaking for the kolding screan for mobde resporsive, changing tha
wahitp gend 10 Word Prawe maars wa e/t uas tha aee prmscualy mads, Hewment, (Be

Hi shpdiliamaT,

péisgin version hus been functionality snd can be Terned of end on from ‘WordPess
dashbasd

has beter luncissnaliy®

was =TT M
'S o Nice wark Glen! "

Hi guys,

Soery about the dolay in getting back. | hae attached 20 photos im this emal Syd and | a7e hapgry for you
o go ahead and wse the information provided in the documents we sent you at the beginning. if there is
amything else you need dont besitabe 1o ashe

Eirnd resgards Sinead

Sinead also got back to me with 20 selected photos from the websites that | had
sourced and sent to her. We wanted them to have the option to pick what suited
their organisation best as some of the ones we had chosen looked too ‘American’.
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What did | do...

website
build stage

Once we were able to get into the website
theme, we all contributed to the overall
build. Myself and Andy stuck to the visual
appearance mostly, and added in the
appropriate content to various sections. Glen
really helped with the more complex side of
things such as custom coding the booking
form, creating emails for both Syd & Sinead
and connecting their social media profiles to
the site.

| worked on the site by adjusting the colours
throughout the site and implemented the content
where applicable. | also added in the images
where necessary along with linking appropriate
pages within the ‘Up Coming Events’ section.

The three of us were working on the site at all
times, and on some occasions we took it in turn to
edit certain pages on Elementor. Because of this,
the site got built pretty quickly. We didn’t have
much time left as we were slightly delayed by a
few days to a week on hearing back in regards to
the purchase of the theme.

1st - 8th December 2020 //
Setting up the website & meeting Syd &
Sinead to review

Reflections...

| felt as though | could have contributed more
to the website phase as | wouldn't be as strong
as the other team members when it has anything
to do with code or more complex back-end
development. | tried my best where | could and
instead, | kept an eye on the functionality of the
site. | created notes on each page, taking into
account anything that needed adjusted, any
additional changes or issues that became a
problem or anything we had missed overall.

The one thing that | had suggested was the
Facebook chat plug-in. | figured this would be
a good feature to have within the site as most
of their work was done through their Facebook.
| wanted to maintain clientele from this platform
to their new website so they wouldn't potentially
lose client'’s.

Overall | am really pleased with the website
and how it has turned out and we built it
in time for the handover date on the 18th
December.

View Connect official website at:

connectni.org



How did | contribvte..

ve  304gem e I

homepaga

. Glon - ook ot script plugin for booking
4. Deleta twitter ioon
3. change top right butten 10 BOOK instead of get invalned,

. Charge ihe 13 Ene to colow wiite

Upcoming events section needs correct fext and Imagery

. 'Become a Volunteer” button in the big Tonneat” section, changs 1o get invehed.
Shisuld we link i1 1o the voluribess form page or (e conlact pageT™?

. More testimoninl from CLTE
8. Margin for the partnars section needs adjusted
8. Footer detsls need updated and the DOMNATE bunon naeds changed 1o get involved

10 nstagram fesd - 1o be sondismed with Syd

it

More text added in beside image & designs to fill the white background space Meet our
team section, change Lo different layout farmat - are of the ald pages had a good layout!

K&\/icwing_ the ¢ite and aaloling_ in a to—do lict

Hi Syd & Sinead,
Hope you are keeping well!

Wo would really love o got a meeting with you guys on Tuesday 8™ December af 10 am o
finalise the website. Does this date sull both of you ok?

During this maating we would walk you through your websita and what we have dona 5o far. After
this, wa would like 1o gel a few things gathered up, gt your leedback on the wabsite and tha
contanl, images efc. that we have put in

i

| like what
| see, it's

a fantasic
job, I can't
see any
changes

- Syd Trotter

Adew things we need lrom you guys before then:

1. Text & Images for all your 5 sarvices - IMPORTAMNT

2, Testimonials

3. Would you allow us o edil the video you have provided 1o gather ciips focused rmons on CLTE
{Connect] and to add in your logo at the stast of | to make it more of your own wideo,.?
Pleasa confirm whal bits you want in i, 50 look at the time e.g. 1.10 = 2.10, 14.30 - 15.02
keep this... and 8o on.

E wa had these things before Tuesday thal would be great, ten on Tuesday we can all review the

wabsite and amy final changes can e done on TuesdayWadnasday. We Rope 10 launch your gibe
MEXT FRIDAY!

Speak soon,
Rachel, Andy & Glen

| created another email to  Throughout the meeting, | We had addressed the content

organise a meeting with Syd &
Sinead via Zoom once the site
was complete. The purpose
of this meeting was to review
the site and to encourage
any feedback. Unfortunately
Sinead could not make it due to
personal life issues but she was
very apologetic and annoyed
she couldn’t make it!

guided Syd & the team through
the website discussing the
different features we had
implemented and stated that we
would review one page at a time
and then listen to his feedback.
Syd was really pleased and
didn’t seem to have any issues
with the website.

dilemma again and he told us
that Sinead would be sorting
that out as she would like to
have her own touch within the
organisation too. We suggested
that if we didn’t get the content,
that we would provide a guide
on how to use the WordPress
site & add it in when the time
suited them best!



p I a 25th Nov - 1th December 2020 //
Discussing possible names for a new

Instagram account & to change current
Facebook name

Andy Rabd £1dpim
Hella folks! 5o I've been having a look afound easting usernames on social media and
tried a lot of differant combinations of ‘connect’, ‘connactil’, 'connectadnd’,
‘conneciedcommunities’ 1o

Fve found a few free ones (Assuming we use the same username for both facebook and
instagram which would obyvs be prefarred...)

- Conmetionil
- YaurCommunity Connected

Awh didn't mean o send it all yat
« ConnectCLTE (or other way araund) is also a good aption | was thinking, depands how

much they want to associate with old brand|
=en HiBpm il
connactCLTE is good Andy *’

Anchy Rkl &:1dpm Most BpprcpETaLe
So the above is all pust conceming the actual links to their social media

approgriage™*
Yz, we can wse any variation of ConnectCLTE, CLTEConnect, Coannect, CLTE and
CLTE Connect|
Filom s
wall s wee have connect-clie which is looking maore like what we need.... As you sald *
connachols ia availlable on fi, conmect-clie is free cn inata
Arcdy Beld 011

I think wee should keep them the same acnoss th social media platforms so they can bae
easier fownd, but we can just change the username on 15 1o drop the ®-*

But wae should change it to the from old (o new” Adrian and Claire wens talcing about, 5o
*CLTEConmect™

50 we can use clteconnect aor connectclte? No dashes for insta AND for fo?
Andy Rald 8 35pen

Yoh yehhh

0¥ 50 wa will go for clteconnect all lowercase for Instagram & Facebook for now and than
they can change if needs be as | think It would hold us back now waiting on them making a
decision. § Glen @ Andy
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what did | do?

~lprep
il BT B laae™

T [ Pie——
LT FE R
FEstarE T
Bt g ¥

Andy had created a lovely
motion graphic piece of the
logo and created a lot of
the other posts as he was

in charge of designing and
planning a social media
calender for CLTE.

Follpairg =

R

oo dowey CremteaThe . B Then . [Aggeieis | deee

. TeTeniy Lagrming
| created the bio for the N

Instagram page and added
in the appropriate posts

to start Syd & Sinead of!

| essentially spruced the
Instagram & Facebook up to
make it look like the brand.
| created a motion graphic

scroll for the website as °av H
0 a o oy

well as a simple image and e AP 0 g

Iogo post L T R s S R e R

o a m s e Analq’c Both of mine

Creating_ content for
Facebook Pog‘l‘g

/

Community Learning Through Engagement
Eublished by Bachal Burks B - Bocember 17 a2 4:28 PR .

earriae Community Learning Through
Engagement Community Learning Through Engagement has become Connect!

We have partnered up with Ulster Uiniversity and the Interactie
b CRardis  Muake Gl B Media course wivere we have had the opportunity of 3 Students 1o
—_— take over our new brand! They have desianed a new visual identity,
created a responsive website & refurbished our soclal media

accounts
As well as creating the content for the This is a fresh start for us, formery CLTE but now CONNECT.
Instagram posts, | shared all 3 of these to Wi now hope you all understand why our Facebook page was down,
the Facebook page and altered some of the we had to keep things on the down low... But we are excited o ba
text slightly to inform people of what was launching our new oo along with aur website and an Instagrarm!
happening and why CLTE’s Facebook page Find us at: conneciniorg & @clteconnect

was down.
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additional
materials
& 5yiale§

Andy had created the brand guideline
document which was a requirement from
the specificaion. He also created the social
media calender to allow Syd & SInead to post
accordingly to the dates he had chosen. | had
suggested in the last meeting with Syd when
reviewing the site that we create a guide on
how to add the content in at a later stage as |
did not seem likely that we would have this for
our dealdine date. As Glen dealt with most of
the backend development, he volunteered to
create this guide.

What did | contribute?

Also during the meeting, | had discussed with
Syd about the Instagram page that we had
created as an additional platform. This platform
was not an essential requirement from the project
specification but as it is so highly used and a
great way of promoting businesses, we thought it
would be a great asset to have. Syd had explained
that he did not 'have a clue’ about Instagram
and so | suggested that | create a step-by-step —
guide on how to use the most basic features for
posting, sharing to Facebook and following other
organisations.

| also created an additional budget document
which added more in depth options for printing
merchandise and adding the logo to various
clothing materials.

View my Instagram Guideline doc (1) & The Budget doc (2) here:
(1) https://documentcloud.adobe.com/link/review?uri=urn:aaid:scds:US:b79c77c3-afa2-49a9-8898-42bb3b795722
(2) https://documentcloud.adobe.com/link/review?uri=urn:aaid:scds:US:14222116-387b-4543-b7d1-fe607edaba05
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Week 12, 10th December 2020 //
Organised all docs & files for zip folder

handover
docs & files

Approaching the deadline, we had to

create a folder with every assest needed to

handover to the client by the 18th December.

| volunteered to organise every document &

file from basecamp. | also exported all the

logo variations and icons in PDF for print as

well as converting them to RGB for screen - -

only with options of low resolution and high

resolution, in the format of JPG and PNG. 2 T S
HHGH QUALITY SCREERN OMLY

From my experience working in a digital agency,

| ensured that Connect had all the assets

they required for on screen and off screen. |

organised the folder in the most simplistic way —
to guide Syd & Sinead to the files that they

needed to access with ease. n n = - -
R B




ma

To manage this project from start
to finish, we used an app called

project
gement

Basecamp. This helped us manage =D Docs & Files
all of our documents & files, keep
track of our tasks by using the
Schedule and To-do list features as Connect Pch Assats Racty's Fiteh Mockun
well asa general chat section called — . — . B
Campfire. e r - =, i
As you may have noticed s i
throughout my production log, | —=
have used screen-shots of chats
within our Campfire conversations e | ORI | e iy
. . —
which happened quite frequently iovs el BN 4 et | oM
on a daily basis. Within here, a lot =i - o= ﬁ | o | e
of decision making conversations . s
happened. & =t
[ 4 i To-dos @
Bubesit Prisfuins Lags
abe, ] E

B vt Hendover Ouede

E:-- 2 [+ e ] Schadule

[ LF -

We also created our own Facebook Messenger group
where we would have spoke more as it was second nature
to use this rather than Basecamp as a means of chatting.

However, we made sure that we kept Claire & Adrian up to

date with anything we had discussed in our personal chat,

by adding it into Campfire.

Tra Cmn b0 [ Crame v sy s e bor § baee b, mmre o depik
Bl &

[ brarngram puisia o e re dapay rammen g
[ e g T T Y

Pl Upmimmd o i i e v o o L
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evaluation & reflection

Work.ing_ a¢ a Team

After we had completed our individual
placement year, we knew before September
that we wanted to be in a group together
for this module. We had worked together
previously during our Designing with Data
Module in 2nd year and we just got on
extremely well.

Besides getting on well, we individually had
our own unique skills and talents that could
contribute extremely well to a team work
based project. We all shared similar skills
that we had developed throughout various
modules during the course. As well as
these skills, we had developed further skills
throughout our placement year. Collectively
we were more than capable of this project.

Applqing_ Knovvlcalgp ¢ Skillg

Throughout various modules of the
course, we were able to demonstrate and
understanding of interactive media practices
and apply it to the live brief for the client. We
showed how we could gather, organise and
deploy ideas during the experimental and
design phase amongst all three of us. We
used our existing knowledge surrounding
the ability to research competitors design
mood boards from this and to benchmark
various interactive outputs to produce high
quality products for our client.

We  demonstrated industry-standard
competence in the IT skills required for this
project by creating an interactive website
along with well thought out branding
identity.

The skills we developed within modules such
as Designing for Data, Interactive Design
Practices and the Fundamentals of Digital
Design really benefited us when applying
more technical skills to the project. We all
had an understanding of code and Word
Press which helped towards the creation
of the website. We obtained design skills
through practice of various Adobe Suite
applications which was essential for the
creation of the visual identity for our client.
Practice with these applications allowed us
to provided motion graphic outputs and a
refurbished video using Premier Pro.

Knowledgp of Social En‘f’erpri;e

This module was about putting the skills
we had learnt, back into society from which
we had came. We used design to enhance
their communication to the wider public
therefore, moving the academic knowledge
we have gained, and applied it to the client
brief.

We have demonstrated the ability to apply
this academic knowledge from our modules,
Placement and Professional Contexts, and
Preparation for Placement and Worked Based
Learning. These modules guided us on how
to be a young processional when applying
for our placements. We learnt things such
as time management, respect in the work
place, organisation & communication skills
as well as understanding the importance of
producing high quality work on time. We
also learnt that taking responsibility when
managing client’s was part of the job and
how it demonstrates good leadership skills.
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Work.ing_ with a Client

As a team, we were able to contribute to the
quality and productivity of the production
process by applying our knowledge and
skills from our modules and placement year
experience. We demonstrated a high level of
achievement in project management skills,
including structuring tasks, prioritising,
showing initiative and delivering on time.
Choosing to use Basecamp utilised these
stages by keeping the team organised and
communicating at all times which eased
the production of the brief. However, as we
were such a strong team and communicated
regularly, encouraging one another to push
on, Basecamp was a bonus. Without the
relationship we had as a team, Basecamp
would not have been as useful. This project
was a team effort and it was essential that
everyone got on and worked well together
to produce the best possible interactive
media outputs.

Our client had full faith in us from the
beginning, reiterating that we had full
control and free rein with our creative ideas
and what we thought would be best for
their organisation. It was said frequently
throughout this project by Syd that he did
not expectto receive such high quality work.
This may seem like a bad thing however, it
has been a massive confidence boost and
achievement for the team to impress the
client as much as we did.

Final Though’rc

Really pleased with the work that we have
produced. We worked together as a team
incredibly well and because of this we were
able to produce some amazing outputs for
our client and deliver them on time.

Regardless of all of us having jobs, and
studying through a pandemic, we got
on with it and used technology to our
advantage. We were able to communicate
with each other through messenger and
Face Time and with our client, via email and
Zoom when necessary.

| believe that we delivered above and beyond
as we created more media outputs than
required. We refurbished their Facebook
page by adding the media outputs we had
designed. We started up an Instagram page
for them and designed it accordingly to the
brief as well as implementing content where
applicable. Furthermore, we had created
extra guidelines for them such as a website
step-by-step guide, social media calendar
and an Instagram step-by-step guide.
Additionally we created multiple social
media posts to do them until the New Year,
to allow them to get used to the platform
as well as getting them on their feet with
things to post that would be relevant so
they wouldn't be stuck for ideas.

thank you,
Rachel
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R

Week 13, December 2020 //
How did [ find the Pr?)'eof and did | do my best..

conclusion

| have thoroughly enjoyed this project and it was really great
to be in a ‘real life’ environment in terms of my academics. |
enjoy working with others as a team and taking leadership
within projects. Having the opportunity to study a degree
that offered me a placement year was incredibly beneficial.

| was grateful to have an amazing place of work, and the
opportunity to learn a huge amount of skills. As well as
improving on my design skills, one of the main skills | really
grew into was client management. | have been able to apply
my experience and knowledge with client’s over the past year
and a half in an agency, to my final year academics. Personally,
| feel that | have demonstrated initiative and leadership
within this project as | interacted with the client regularly or
on occasions where a problem occured. | was able to show
decision making as | took control of scenarios that needed
addressed qucikly, or even just when it was organising tasks
for each of us. This may come across as bossy, but | always
ensured that everyone had a say and that | wasn't just giving
orders and not contributing.

The one thing that did let us down was the content not
being provided on time for their website. However, we done
what we could and used the information we were given at
the beginning. This wasn’t a huge down fall as it was out of
our control, after emailing them requesting it numerous of
times. Instead, | suggested a website step-by-step guide
be created to allow them to insert the correct content when
they had it ready. We did not want to rush them through this
process as they said they are still trying to get on their feet as
an organisation.

Overall, | personally think we have delivered everything that
was required from us in the project specification and more. |
feel that we have contributed fairly and equally to this project
and | am pleased with the efforts | gave. | believe | applied
my best.



11
You's
are a
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team
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time log

research
benchmark
brief
design

pitch

1.0&2.0

website

guidelines
socials
meetings

client
management

production
log

total time:

S 10 hovrg
o 12 hovr¢
o 12 hovr¢
40 hovrg
o 35 hovrg
o 32 hovrg
® & hovrg
° 4 hovrg
16 hovrg
° 30 hovrg
o 65 hovrs
264 hovrg
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