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Original logo
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Client Video 
Content

Current Content

Currently, the S.A.F.E.R Campaign 
have a video that explains the 
story of Bobby Duin. The video 
is shot in 1080p and makes use 
of one camera. Along with this, 
the video makes use of B-Roll.

My main critique of the video 
how well lit the video is. I feel 
that there could have been a 
better job at lighting the shoot 
so it makes the video look more 
professional. 



8

My Roles

B-Roll

Cinematographer

Colour grading

Cameraman

Director

Editing

Illustration
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Initial Client 
Meeting

Campaign Goals Key Objectives

During our meeting with Stephanie Green, she 

had mentioned a range of topics that were 

important to note about the campaign.

The irst being that the S.A.F.E.R Campaign are 

aiming towards a coroner lead service. The reason 

they are aiming towards this service is due to 

the current issues that are in regards to how the 

deaths through suicide are reported and referred. 

Currently the process is ; the police call out to 

the immediate family and ofer the    later pass 

away in hospital , these deaths are not reported 

to the police, and therefore they don’t get 

ofered the support. 

The police don’t know the available support, and 

are not trained to ofer or provide the support 

that is available to those in need of it. 

There is a lack of information that can be 

handed out to those that are in need of the help. 

Therefore, if someone initially refuses the ofer of 

support, and later goes looking for it, they may 

struggle to ind out what kinds of support are 

available.

Our irst meeting with Stephanie Green from the 

S.A.F.E.R Campaign took place on October 3rd. 

The meeting lasted approximately 1 hour, in which 

we talked about and discussed the campaign, 

current issues that the campaign face and the 

direction in which the campaign is looking to go. 

We then started to discuss the media outputs 

that they would like to produce. We mentioned 

about updating the visual identity, creating 

motion inforgraphics and recording interviews. 

Stephanie highlighted that she would like to 

increase their social media presence by making 

content directly for it, and therefore the 

recommendation of motion infographics directed 

towards being uploaded to social media was 

mentioned. 

For the interviews we had recommended that 

we have as many people from the campaign as 

possible be available for interview, as it would 

give us the best opportunity to get answers that 

truly express the nature of the campaign.  
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Campaign brief

Background Identiied Audiences

Aims

Department of Justice

Public Health Agency

The SAFER Campaign is a mental health campaign 

for those that have been afected by suicide. 

People who have been afected by suicide are up 

to three times more likely to attempt to take their 

own lives. Being able to support the family

members of thoses afected has been found to 

decrease the risk of this happening. 

This campaign has two set of primary audiences, 

The Public Health Agency and the Department

of Justice. 

The SAFER Campaign which stands for Support 

Automatically For Everyone Referred, strives 

towards a new coroner led support service

for people who have lost someone to suicide.

The current method for bereavement support is 

falling short, problems identiied include failure to 

refer families whose loved ones dies in hospital; 

inappropriate timing of the ofer of support; lack 

of information on the support ofered; and delays 

in actually receiving the

support.

The campaign understands that people may not 

want the support services available. For those that 

do, however, the campaign wants to

ensure that support is accessible so that no one 

has to sufer in silence. The aims of the SAFER 

campaign are to have a coroner lead service for 

people that have been bereaved by suicide.

Therefore, the SAFER campaign would also like to 

see the Coroner’s oice contact the family within 

48 hours. The campaign believes that this can 

help the family understand the procedures, give 

practical guidance and make an open ofer of

referral for support.

The Department of Justice aims to protect and 

advance the principles of justice.

Their vision is to deliver a worldclass justice 

system that works for everyone within Northern 

Ireland.

The SAFER campaign is working closely with the 

Department of Justice to familiarise them with the 

proposed model for a coroner-led service.

The Public Health Agency is a multidisciplinary

and multi-professional body. The agency has four 

key functions which include:

•The improvement of health and

social well-being,

•Health protection,

•Public health support to

commissioning and policy

development

•Research and development

The Public Health Agency is responsible for the 

current process of bereavement support. This is

why the SAFER campaign would like to work 

closely with them as they believe a coroner led 

service will help enhance the health and well 

being of those who have been bereaved by 

suicide.
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Campaign 
Objectives

Media Outputs Video

Rebrands

Infographics

1. Create a new visual identity

2. Create new hard copy media including lealets 

and pop ups

3. Capture video footage of campaigners and why 

they are involved to be used on social media.

4. Create and info/motion graphic identifying key 

statistics to raise the proile of the campaign on 

social media.

The SAFER campaign has requested a set of 

video clips which will focus on the needs of the 

families but more important the journey they have 

travelled.

This video clips will contain interviews and will 

serve an important role in the campaign as

it is giving those who don’t have a voice the 

chance to speak.

Along with this we are to attend a campaign event 

and capture the campaigners and ask about their 

involvement with the campaign. 

The SAFER campaign has requested a rebrand as 

the current theme and logo was old and dull.

The rebrand is to try and bring more attention 

towards the campaign by giving it a new creative 

image, as a lot of the current work that they

are doing goes on to their social media platforms 

it needs to be eye grabbing to gain the attention 

of the audience. 

This will include a visual representation of 

information and data regarding suicide and the

support given after. 
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Charity research:
Zest

Background

Zest is an organisation that 
focuses on providing help to 
those that are struggling with 
their mental health. However, 
unlike like the Samaritans and 
the Niamh Louise Foundation, 
they do not have an current 
bereavement policy set in place, 
but they do provide 10 week 
classes for anyone that wishes to 
be trained in helping individuals 
though diicult times.
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Charity research: 
Content

Brand Identity

The branding for zest is similar 
to the Niamh Louise Foundation 
in the sense that it uses the 
same colour scheme, purple and 
yellow. There are 3 parts to the 
Zest logo, the Sunshine which 
is symbolism for looking on the 
bright side, the tagline ‘Healing 
the hurt’, and the Zest logo. 

The logo also uses Jokerman, 
which for the nature of the 
organisation, I feel is not 
appropriate as it seems to messy 
and childish for what Zest deals 
with on a day to day basis. 
However when looking at the 
logo, it does attract attention 
due to its odd design.  

The lealets that Zest have 
produced follow the same 
colour scheme as the logo, using 
a purple and orange gradient, 
however the irst both divert 
from the tagline’s font, using 
something that is more scripted, 
despite the logo using a san 
serif. The second lealet is much 
more aesthetically pleasing 
due to its’ alternating typeface 
size however despite this, the 
irst logo provides more useful 
information. 
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Charity research: 
Web Content

Web Presence

Zest make use of both social 
media and their own website. 
On their social media page, they 
often post adverts to inform 
individuals of events that they 
are running and if they are in 
need of volunteers. Along with 
this, they post pictures of the 
events that they run. By doing 
this they are greatly increasing 
their online presence.  

Zest have their website set-up to 
let people know of the services 
that they have available. Along 
with this they have a section 
to inform people of what the 
company does, a gallery and 
a donation page for people to 
access. 
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Charity research:
Samaritans

Background

The Samaritans are an 
organisation that dedicated to 
helping those that are sufering 
from suicidal thoughts and those 
that have been afected by the 
death of a loved one through 
suicide. The Samaritans makes 
use of trained volunteers
to make sure that those that 
come in, receive proper help and 
support. 
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Charity research: 
Content

Brand Identity

The Samaritans makes use of a 
lime green as their main brand 
colour for their leal ets. The 
reason this is so important is 
because lime green is associated 
with mental health. The 
Samaritans make use of a clear 
typefaces across their branding, 
documents and website. The 
reason for this, is because it 
allows the reader to easily read 
the information quickly, and 
to ensure that the information 
provided is clearly legible.
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Charity research: 
Web Content

Web Presence

The Samaritans make use of 
social media websites and have 
their own website. On their 
website they primarily post more 
formal information about the 
organisation and the services 
they provide.

On their social media pages they 
post about upcoming events, 
images and videos of the events 
that have taken place. Having this 
content greatly increases their 
online presence. 



19

Charity research: 
Video Content

Formal Footage

Whilst this video is uploaded on 
Facebook, it is shot and uploaded 
in 1080p. Along with this it is 
really well framed, keeping the 
focus at the centre. Another 
feature I like is the captions 
that they included during post 
production.

The only real issue I have with 
this is the black bars at either 
side. I feel as though the could’ve 
recorded the full frame or not 
remove them during post.
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Background

Similar to the Samaritans, the 
Niamh Louise Foundation is 
an organisation that aims to 
provide support to those that are 
sufering in silence and need a 
safe environment to speak about 
any issues that they are going 
through. 

They also have a bereavement 
policy set in place for anyone 
that requires support after a 
close one dies of suicide. 

Charity research:
Niamh Louise Foundation
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Charity research:
Content

Brand Identity

The Niamh Louise Foundation 
features purple as it’s main 
colour, which is accompanied by 
yellow on both their webpage 
and logo. Their logo features a 
clear, bold and legible font as 
their primary typeface, but is also 
accompanied by a script style 
typeface for their tagline.

This is continued throughout 
their event invitations, leal ets 
and pop-up banners. Having a 
slogan or tagline as a (serif) 
scripted typeface, and their more 
important information (such as 
contact information) a much 
more clear and legible typeface. 
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Charity research: 
Web Content

Web Presence

The Niamh-Louise foundation 
make use of social media and 
their own web domain. On 
their social media page, they 
often post about the events 
that they are running and they 
post pictures of the events that 
they run. By doing this they are 
greatly increasing their online 
presence.  An issue I have with 
their Facebook page, is that you 
have to request to be their friend 
to see all their posts

The Niamh-Louise foundation 
have their website set-up to let 
people know of the services that 
they have available. Along with 
this they have a section to inform 
people of what the company 
does, a gallery and a events page 
for people to access to see what 
events 
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Charity research: 
Video Content

Formal Footage

The footage that the Niamh-
Louise foundation has outputted 
seems very rough and 
unprofessional. As they i rstly 
have their video uploaded at 
480p. Along with this, for some 
reason, they have box edited on 
top of another scene. This really 
ruins the shot and makes the 
whole video look of . 
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New South Wales

About

In New South Wales, family 
and/or others that have been 
afected by a death reported 
to the Coroners oice can take 
advantage of the following 
support: 

Support

Referral to local agencies for 
continual support so they may 
receive the proper support long 
after.

Assistance with understanding 
the role of the coroner and the 
court’s processes.

Short term Free counselling: 
In Sydney, they provide this 
service through the Department 
of Forensic Medicine, and for 
those outside of Sydney, they are 
advised to obtain this counselling 
through their local community 
health centre. 

Alternatively, they can contact 
their nearest local court for 
information about services 
available in their local area. If 
there is no counsellor  available 
in their local area, counsellors 
from the Department of Forensic 
Medicine in Glebe will assist 
them.
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County Durham

About

In County Durham, the Mental 
Health Implementation Plan is 
their mental health strategy 
for both children and adults 
in County Durham, area. They 
have set out a three year plan 
in order to achieve positive 
outcomes in line with the current 
requirements and objectives of 
the national strategy. 

The Niamh-Louise foundation 
have their website set-up to let 
people know of the services that 
they have available. Along with 
this they have a section to inform 
people of what the company 
does, a gallery and a events page 
for people to access to see what 
events 

Support

Upon this initiative, there were a 
number of key priorities agreed 
on for the County Durham area, 
they are as follows: 

Review the evidence from the 
national “Street Triage pilots”. 
Consider and review demand 
within County Durham in terms 
of police time spent in street 
situations and in people’s homes 
or public places responding and 
dealing with people in mental 
health crisis. In addition review 
the ongoing efectiveness of the 
‘tele triage’ scheme that is in 
place in County Durham.

Continued implementation of 
the policy arrangements for 
patients detained under section 
136 of the Mental Health Act – 
this is essentially the integrated 
working and processes between 
the police, mental health, 
A&E and ambulance services. 
This includes places of safety 
arrangements recently put in 
place in both County Durham 
and Darlington through System 
Resilience Funding. 

Developing proposals and 
review of protocols for people 
presenting with mental health 
problems and intoxication from 
alcohol or drugs. This includes 
designation of place of safety in 
appropriate settings. There is also 
an opportunity to look at models 
of care and support within the 
community and voluntary sector.
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Production
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Design Concepts

Mock-ups

For the S.A.F.E.R campaign, I 
created a range of diferent 
mock-ups that I could use to 
help represent the designs that I 
have created in order to pitch to 
Stephanie Green. The mock-ups I 
have created include:

 -Logo
 -Lealet
 -Roll-up
 -Pin
 

The reason for including the 
mentioned mock-ups is because I 
felt that these would be best to 
help inform people and provide 
information as to what the 
campaign does, how to contact 
them and how to identify who is 
a member of the campaign. 
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Charity research: 
Web Content
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Charity research: 
Web Content
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Charity research: 
Web Content
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Storyboards

The aim of the storyboards were to 
outline how the motion infographics 
would look upon completion, showing 
what each scene would look like, and 
how it displays the information that the 
S.A.F.E.R Campaign wishes to have on 
their social media pages. 

The storyboards would have a brief 
explanation of how the scene would 
animate so Stephanie Green from the 
S.A.F.E.R Campaign could understand the 
scene and visualise it. 

I started by creating initial sketches 
that allowed gave me a foundation that 
can later be expanded on by adding 
more details such as; Colour, graphics, 
information and additional notes as to 
how it will animate. 
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Storyboard:
Concept Sketches

I done this sketch to 
represent how a bar 
chart would look like if it 
were to be animated in. 
Showing the progression 
of each bars growth 
along the Y-Axis
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Storyboard:
Concept Sketches

This sketch represents 
the progression of a 
pie chart, and how it 
is divided up into each 
section. At the end it 
shows the data that each 
section represents.
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Storyboard:
Concept One

The aim of the irst storyboard 
was to show the statistics of 
suicide within Northern Ireland. 
In order to do this, I used 
charts and illustrations to help 
represent the data.  
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Storyboard:
Concept Two

The aim of the second 
storyboard was to show statistics 
in using type. The reason for 
creating the storyboard this way 
was because it could provide the 
information is a much clearer 
way.
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Client Pitch

For the pitch I had decided to use the 
third design that I created as I felt that 
out of the designs that I had done, this 
would’ve suited the campaign the best. 

The reason for this is because of the 
use of speech bubbles. The aim of the 
bubbles was to represent how the 
campaign is speaking out against the 
current bereavement system that is set in 
place, along with this it could represent 
that they are there to be the voice for 
others, giving people a space to discuss 
their own issues. 

After explaining my thoughts behind the 
design, I moved on to each individual 
mock-up, explaining how each could be 
used efectively and why I thought they 
would be best for the S.A.F.E.R Campaign.

Finally I discussed the storyboards with 
Stephanie, explaining how each scene 
would animate in further detail and why I 
felt the data presented was important.
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Client Pitch:
Feedback

After pitching my idea to client, I was 
provided feedback as to my design, and 
their reasons why for not selecting my 
design to move forward.

The irst comment was that Stephanie 
liked how I kept a consistent format 
and that she would like to see this 
implemented in the chosen design. 

Along with this, she mention that she 
liked the typeface that was used, however 
Stephanie recognised that it may not 
work with the chosen design. 

She felt that my logo didn’t best 
represent the Campaign as she felt that 
the speech bubbles was too cliche and 
that it didn’t bounce out at her. 

For the storyboards, she felt that the 
information that I had provided wasn’t 
what she would like to represent for the 
Campaigns social media pages. 

I felt that this was very useful feedback 
to receive, as it has helped me look at 
what I have done well and what could 
be improved within the diferent aspects 
of my design work and how it can be 
adapted towards clients in the future.

I also found that, just because I had an 
understanding of my own design, and 
then conveyed the message of it to the 
client, that they may not feel the same 
intended message that I felt from the 
logo. 
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Interviews

As part of the agreed outputs, we had 
interviewed diferent members of the 
S.A.F.E.R Campaign to hear their story and 
reasons for joining the campaign. 

When shooting the interviews we used 
the following equipment;

 - Two Panasonic AC90 Kits
 - Radio Microphone
 - Three Point Lighting Kit
 - Osmo Mobile 2 Gimbal
 - Samsung Galaxy S7 

We used the two Panasonic AC90’s to 
conduct the formal interviews with the 
members of the S.A.F.E.R Campaign, and 
the Samsung Galaxy S7 pair with the 
Osmo Gimbal to acquire B-Roll footage. 

Stephanie had provided us a list of 
questions that she felt were most 
appropriate to help explain the campaign 
and peoples motives for joining: 

 - Why are you part of the campaign group?

 - What have been your achievements both 
personally and as a part of the campaign group?

 - What is the SAFER Campaign doing now?  (or 
what are your campaign goal at this present 

time?)

The following images are all the shots 
that we had acquired on the day of 
recording:
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B-Roll

The B-Roll footage was acquired using 
the Osmo Mobile 2 Gimbal paired with 
a Samsung Galaxy S7 mobile phone. The 
gimbal allowed me to have steady shots 
which I could then use in the editing 
process of the video. 

The images seen are only a sample 
of some of the B-Roll acquired since 
we were asked to capture B-Roll of 
their meeting, which was to be then 
implemented into the video. 

It was agreed upon that the audio from 
the B-Roll footage was to be muted, 
as they were talking about sensitive 
information. 
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Time line

Full Screen
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Colour grading Library
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Export Settings



64

Colour Grading

Colour grading the footage was 
absolutely essential, as it helped the 
video look more consistent throughout. 
Meaning there was no sudden jolt in 
colour palettes. This could ruin the video 
entirely, as people would just click of at 
how low quality the video would look. 

To colour grade the footage, I used 
Adobe Premiere 2019. The reason I 
used this software is because it allowed 
me to change the appropriate settings, 
such as exposure, highlights, shadows, 
temperatures and black & whites. 

The following images are the results 
of the colour grading, showing the 
diferences that can be made if done 
properly. 
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Colour Graded

Not Colour Graded
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Colour Graded

Not Colour Graded
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Colour Graded

Not Colour Graded
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Colour Graded

Not Colour Graded
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Colour Graded

Not Colour Graded
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Post Production
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Risk Assessment

For ilming at the PPR Oices, I had 
completed a risk assessment form in 
order to get loan of the equipment that 
was necessary to complete the interviews.

This involved us thinking of potential 
scenarios that could happen and provide  
means that would prevent the scenarios 
even occurring. 
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Client 
Communications

To communicate with client, we used 
emails, this was the best solution as we 
could CC in everyone including Claire and 
Adrian. 

We used emails in order to have work 
looked and receive feedback, set-up 
dates for recording and any additional 
information that Stephanie felt was 
necessary. 
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Team
Communications

As a team we communicated by using 
Facebook messenger. This was useful as 
it meant that we could talk about work 
and any upcoming meetings from home. 
Along with this, it meant that we were 
all on the same page in regards to work, 
meaning we could stay on top of it as 
best we can. 
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Time sheets

An important part of client work is 
keeping track of what hours we have 
been doing when working on their 
product, along with this it highlights the 
tasks I have completed. 

The timesheets start at the last week in 
September and go right through until 
December. 

8.5Total meetings & 

Research
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Project 
Management

To manage our project, we used 
the project management tool called 
Basecamp. This allowed us to upload 
and share i les amongst each other, so 
everyone could access the required i les. 
This was useful it meant that we would 
have to constantly chase the individual 
who had the i le. 

Basecamp also had a message board 
that allowed us to communicate with 
Claire and Adrian, which helped us set-up 
meeting with the client. 
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Main screen



88

Message Board
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Docs & Files
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Final 
Deliverables

As part of team, we were tasked with 
delivering a new visual identity, info 
motion graphics and a video. The client 
chose to move forward with Alanna 
Holland’s design. 

After this, we agreed that I would take 
responsibility for delivering the video for 
the campaign. And Alanna & Rachelle 
would focus on the motion graphics.
This was agreed because I have the most 
experience with cinematic pieces due to 
my placement, and could output the best 
end product.
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Conclusions
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Limitations

In this section I will outline the limitations 
of the project and how they afected the 
outputs. 

Client on leave for three weeks
Shortly after the intial client meeting, 
Stephanie had went on leave for three 
weeks. This greatly inhibited the pace of 
the work, as we couldn’t progress much 
further than creating the brief. And even 
then there may have been corrections for 
the brief, which would then extend the 
time spent on the project brief. 

This would go to have a knock on efect, 
as everything was pushed furthered 
back, including the dates for pitching and 
interviewing. 

We over came this by having a brief ready 
for when she came back, and as soon as 
we received feedback, we would instantly 
amend the brief. 

Client only working part-time

Because the client only worked part time, 
it often lead to us having to wait around 
for a response so we could receive 
feedback or the greenlight on outputs. 

We over came this by looking ahead, and 
working on what we could. Trying our 
best to have work constantly being done. 

Poor room for filming
Upon the day of ilming, we were 
provided a very awkward. What made it 
awkward was the amount of space that 
the table took up, and because of the 
amount of space available to us, the shots 
that we would’ve like were not possible. 

To overcome this we had to improvise 
and try and get the best shots possible. 
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Switching between rooms during 
filming

During the day of ilming, we were given 
the room between 11am and 1pm, which 
would’ve been plenty of time to set-up, 
conduct the interviews and acquire B-Roll 
footage. However what limited us most 
was the fact that they were in a meeting 
between 11am and 12:30pm, meaning we 
only had only half hour to interview the 
individuals. 

When 1pm rolled around, we were asked 
to leave the room, with more interviews 
to conducted. To conduct these 
interviews we moved to an even smaller 
room, meaning we only could use on 
camera and 2 lights to ilm. This caused 
inconsistencies with the footage and 
made it much trickier to make look luid 
in the editing process.

To overcome this, I had to spend more 
time on colour grading and editing 
the footage so there was as few 
inconsistencies as possible.
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Client Evaluation

Has the individual been useful in producing content for the client?
Matthew has been very helpful and useful in producing a short ilm about a 
campaign which seeks to improve systems which refer people bereaved by 
suicide to support. 
 
How well has the individual presented themselves towards you and your 
team?
He has presented himself in a quiet, thoughtful manner and does not try to 
impose his viewpoint. He is always courteous and respectful to myself and 
the campaign group but is clear in his communication both written and verbal 
about any required changes .
 
How would you describe the quality of the outputted work of the 
individual? 
This particular issue and campaign are of a very diicult  nature and in my 
experience this particular campaign is not the easiest to understand at irst. 
The work he has produced will aid the campaign in various ways – its explains 
in a clear way what the campaign is about, why it is important and the 
motivations of individuals campaigners for being involved. This can then be 
used in various media platforms to raise awareness of the campaign and build 
support from other people who have  been bereaved by suicide.
 
Has the individual used the feedback that you provide and moved 
forward with it in mind?
He has quickly taken onboard any issues raised and made necessary to 
changes to the output but is conident enough to respectfully challenge 
something he might think is incorrect.
 
Has there been any diiculties when working with the individual?
I found no diiculties working with him. My only thought for possible 
enhancement of his skills (and this is purely subjective as it is just a way 
I enjoy working) is to perhaps more proactively engage with the client to 
bounce ideas of and perhaps clarify what the client wants.
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Evaluation

After reviewing the brief I feel as though we meet 
the intended outputs and the clients needs well. As 
a team we successfully delivered them a; new visual 
identity paired with a tagline, print media that uses 
the new visual identity, motion infographics that 
explains the current issues with the bereavement 
system along with stats. Finally we delivered to 
them an video piece that they can use to advertise 
themselves and explain what they are. 

The main issue I found was the periods were the 
client was not around. The reason for this is because 
we couldn’t receive feedback as quick as I’d like, 
however we tried our best to start moving on with 
the project so we weren’t behind. In the end I felt 
we managed to stay on top of things rather well 
despite these issues. 

Overall the package we provided its the client well 
and they are happy with the inal output. 



98

Bibliography

References
Facebook.com. (2018). Redirecting.... [online] Available at: https://www.facebook.com/
samaritanscharity/ [Accessed 19 Dec. 2018].

Facebook.com. (2018). Samaritans. [online] Available at: https://www.facebook.com/
samaritanscharity/videos/1200878093399965/ [Accessed 21 Oct. 2018].

Niamhlouisefoundation.com. (2018). The Niamh Louise Foundation – Suicide Support Group – 
Coalisland, Cookstown & Richhill - Hand someone a feather today. [online] Available at: http://
www.niamhlouisefoundation.com/ [Accessed 19 Oct. 2018].

Samaritans. (2018). How we can help you. [online] Available at: https://www.samaritans.org/
how-we-can-help-you [Accessed 13 Oct. 2018].

YouTube. (2018). Bobby Duin outlines the S.A.F.E.R. Campaign. [online] Available at: https://
www.youtube.com/watch?v=saKmi8kKyhU&feature=youtu.be [Accessed 7 Oct. 2018].

YouTube. (2018). Naimh Louise Foundation intro video. [online] Available at: https://www.
youtube.com/watch?time_continue=161&v=yf9QA7hwqRo [Accessed 18 Oct. 2018].

Zest NI. (2018). Self-Harm & Suicide Counselling, Support, Training & Therapy | Zest, Northern 
Ireland. [online] Available at: http://www.zestni.org/ [Accessed 19 Oct. 2018].



99



100





My production log which showcases 
the re-brand of the S.A.F.E.R Campaign. 
It highlights the research, design and 
editing performed. It also displays the 
project management and processes 

used.


