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Foyle Down Syndrome Trust

Project Specification

Skills Required

Create digital media outputs that showcase “a week in the life of” 
Foyle Down Syndrome Trust, showcasing the range of activities 
that are provided for children and young adults from 0-25+ and 
their family. The creative digital media output could be video 
footage, animation, motion graphic, photography or a combination. 

The piece should capture the range of activities the trust provides 
those living with Down Syndrome and the support that families 
receive from the trust. The trust are keen to harness the use of 
social media to raise the profile of the Trust and of the work they 
do to families and funders. The digital media outputs will be the 
creative content of a social media campaign. 

After Effects

Premiere

Photoshop

Illustrator

DSLR skills

Social Media Skills 
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Time sheet

Research and 
Benchmarking

Brief creation

Meeting Client

Creating Pitch

Animating

Creating posts

Creating Guide

05:35

11:46

00:48

18:14

13:21

05:16

01:00

Storyboarding 03:06

Planning distribution 
of work 03:36

Pitch 00:45

Production Log 18:59
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The Team

Adam Haggan Rebecca Mann

Riley Doherty



  

Research and 
Benchmarking
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Research and Benchmarking

Down Syndrome Resource Foundation 

Down Syndrome Resource Foundation - Social Media
The Down Syndrome Resource Foundation social media is very active and posi-
tively presented with consistent updates throughout the week. They know who they 
want to target with each of their posts; ie Funders, Awareness, Community stories, 
Empowering etc. Each of their posts is eye-catching and get straight to the point, 
it’s easy to understand what has been posted.

Total: 66.67%

Canadian Down Syndrome Society 
Canadian Down Syndrome Society - Social Media
Their social media follows the same positivity as their website with clear aims and 
objectives with an image of who they are targeting. They make it easy for people 
to find additional information from resources other than their own or by not having 
to go onto their website. Their content is always being updated daily so that they 
keep their audiences updated on what’s happening within the organisation and 
what their plans are to get their community involved

Total: 83.88%

Down Syndrome Scotland 
Down Syndrome Scotland - Social Media
Downs Syndrome Scotland does utilise social media in a very positive way, with 
the use of both Facebook and Twitter, both of which showcase real people that the 
organisation helps as well as being very clickable and visually interesting. As well 
as being up to date and aimed at the correct audiences for the age demographic 
of each platform. With clear and new promotional content posted regularly, 
awareness campaigns, personal stories as well as support and resources. Which 
are very important to the client. 

Total: 75%
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Down Syndrome Association 
Down Syndrome Association - Social Media
This organisation is active on several different social media platforms that are 
updated regularly. They provide support to those who need it to improve their 
quality of life and promote their right to be included on a full and equal basis 
with others. These platforms are used for Fundraising, Awareness, Displaying 
Community Stories and this information is easy to find and access. All of their 
social media is linked to their website where people viewing them can find more 
information if needed. They have made it easy to find out how to get in contact in 
several different manners.

Total: 83.33%

Down’s Heart Group 

Down’s Heart Group - Social Media
Downs Heart Group does not use social media in any productive way, the Twitter 
has been abandoned and the Facebook hasn’t been updated in months, with 
either linked on the website itself, and both being used only for fundraising efforts, 
this is a major missed opportunity for the organisations reach as a whole. 

Total: 8.33%

Down Syndrome Ireland 

Down Syndrome Ireland - Social Media
They have several active social media accounts that convey information on the 
organisation, Fundraising, Awareness, Displaying Community Stories and this 
information is easy to find and access. Their social media clearly shows that they 
are an organisation that has dedicated their social media towards those with 
downs syndrome, the families of those with downs syndrome and professionals 
that work with those with downs syndrome. It is kept up to date and has a positive 
representation of Down Syndrome throughout the site and has several ways 
displayed to contact them and is easy to find.

Total: 100%
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Who is Our Client

In 1995 a group of parents wanted to help, 
support, nurture and empower children with 
Down Syndrome in Northern Ireland. Foyle 
Down Syndrome Trust (FDST) is a unique user-
led organisation that has created a community 
that supports and empowers those with 
Down Syndrome from birth to adulthood, this 
will enable them to lead full, meaningful and 
productive lives. Through this community they 
receive help and support which helps them 
reach their full potential, ensuring they take 
and enjoy their rightful place in the community. 
Foyle Down Syndrome Trust keeps its 
members at the centre of everything that they 
do, fostering a culture of inclusion that takes a 
holistic approach to address their educational, 
social, personal development and emotional 
needs, aspirations and goals. 
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Based in a small office in Waterside their 
determined Board of Directors who are made 
up of parents, local health and education 
professionals fight to secure funding to plan 
and deliver an innovative and ground breaking 
programme are inspired by the work of 
Professor Sue Buckley Downs Ed Ltd. Many 
of these were funded by BBC Children in 
Need and The Big Lottery who provided the 
necessary funding to get it off the ground, 
this program is believed to be their greatest 
achievement to date. This music therapy 
program created in this collaboration with BBC 
Children in Need has created many of the 
core elements that have been used to deliver 
the services they have continued to provide. 
They have had further success in securing 
grants and coupled with fundraising by the 
friends and families of Foyle Down Syndrome 
Trust, enabled them to secure a new premise, 
increase membership, enhance our service 
delivery, improve our facilities and most 
importantly further enrich the lives of children 
and young people.
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Social media

First 
Impressions

Clearly Shows what kind of 
organisation they are and what 

their purpose is

Looks & Feels

Language

Reach

Click ability

Up-To-Date

Representation

Modern throughout Twitter, 
Facebook & Instagram

Positive

Has a large reach across 
several social media platforms 

and with their consistently 
updated website

Daily updates

Click-able, visually interesting

English & French

Canadian Down 
Syndrome Society

Basic, Can see it’s a charity 
organisation

Semi-modern, Consistent 
design across their platforms

Positive

Same content uploads across 
their platforms so no one 

misses anything because they 
aren’t on another platform

Daily updates

Click-able and very interesting

English Only

Down Syndrome 
Resource Foundation
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First 
Impressions

Semi modern, clear charity 
organisation

Looks & Feels

Language

Reach

Click ability

Up-To-Date

Representation

Semi modern, standard across 
both platforms

Positive

Twitter aimed at younger 
people, Facebook at older/
parents. Both aimed mainly 

at those with downs and their 
families

Updated recently, both on 
Facebook and twitter

Click-able, visually interesting

English only

Down Syndrome 
Scotland

Outdated, low quality logo, 
pixelated, Twitter header 

Christmas fund-raiser from 
2017

Outdated, low quality images

Positive, however mainly used 
for fundraising rather than 

information

Very bad reach, not much 
interaction on twitter or 

Facebook.

Outdated, rarely updated, not 
linked on website

Not very click-able, no images 
of the people getting help, all 

fundraisers

English only

Down’s Heart Group
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First 
Impressions

Semi modern with a simplified 
design that shows that it is a 

clearly a website dedicated to 
a charity organisation

Looks & Feels

Language

Reach

Click ability

Up-To-Date

Representation

Semi modern and has a 
consistent appearance across 

all platforms

Positive

Has a large reach across 
several social media platforms 

and with their consistently 
updated website

Up to date

Click-able and very interesting

English

Down’s Syndrome 
Association

Modern design that has been 
designed in a way that it easy 

to navigate and is visually 
pleasing to view. It clearly 

shows that it is for a charity 
organisation.

Very modern and has a 
consistent appearance across 

all platforms

Positive

Has a large reach across 
several social media platforms 

and with their consistently 
updated website

Up to date

Click-able and very interesting

English and Irish

Down Syndrome 
Ireland
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Contact 
Information

Facebook redirects contacts 
to website, Instagram prompts 

people to go onto their 
Linktree which has several 

different resources, Linkedin 
prompts people to website

Visibility of 
important 
content

Information 
Structure

Appropriate

Clear Focus

Very clear, new promotional 
content posted regularly

Fundraising, Awareness, 
Displaying Community Stories

Those with Down Syndrome, 
Those who want to find out 

more, Raise Awareness

Information is easy to find and 
flows well, lots of resources 
available and easy to find

Canadian Down 
Syndrome Society

Can message on their 
Facebook, other socials like 
their Twitter, Instagram and 

Linkedin all redirect the user to 
their website

Very clear, new promotional 
content posted regularly

Fundraising, Awareness, 
Displaying Community Stories, 

Empowering

Up-to-Date content, Those 
with Down Syndrome to help 

spread awareness and to 
empower those with Down 

Syndrome

Information is quickly 
understandable from any post 
on their social medias which is 

easy to follow and learn

Down Syndrome 
Resource Foundation

Social media-
Content
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Contact 
Information

DMs open on Facebook, 
not Twitter, email linked on 
Facebook and both link to 

website

Visibility of 
important 
content

Information 
Structure

Appropriate

Clear Focus

Very clear, new promotional 
content posted regularly

Awareness campaign, 
personal stories of those with 

downs, support and resources

Younger people and parents 
with children with downs, 

modern and appropriate for 
each platform.

Information easy to find and 
flows well, a lot of resources 
available and easy to find

Down Syndrome 
Scotland

Website linked on both twitter 
and Facebook, DMs open and 
email linked on Facebook only

Only out of date fundraisers

Fundraising for the charity

Outdated and not updated

No information outside of 
fundraisers

Down’s Heart Group



17

Contact 
Information

Facebook, Instagram, Twitter, 
Youtube and LinkedIn: 

Advertising different aspects 
of the organisation and 

things that happen in their 
community. Easy to donate to 
and follow. Has all available 
contact information for the 

organisation along with their 
website

Visibility of 
important 
content

Information 
Structure

Appropriate

Clear Focus

Very clear, new promotional 
content posted regularly

Fundraising, Awareness, 
Displaying Community Stories

Those with downs syndrome 
and their families. Up to date

Information easy to find and 
flows well, a lot of resources 
available and easy to find

Down’s Syndrome 
Association

Facebook, Instagram, Twitter, 
Youtube and LinkedIn: 

Advertising different aspects 
of the organisation and 

things that happen in their 
community. Easy to donate to 
and follow. Has all available 
contact information for the 

organisation along with their 
website

Very clear, new promotional 
content posted regularly

Fundraising, Awareness, 
Displaying Community Stories

Possible Sponsors, Those 
with Downs Syndrome, Their 

Families. Up to date

Information easy to find and 
flows well, a lot of resources 
available and easy to find

Down Syndrome 
Ireland
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How FDST did

First 
Impressions

Looks & Feels

Language

Reach

Click ability

Up-To-Date

Representation

Social media

Modern design and clear 
charity organisation.

Modern and consistent over all 
platforms

Positive

Very active and good reach on 
Facebook, aimed at families of 
people with downs as well as 
at people with downs, as well 
as some fundraising efforts

Up-to-date on Facebook, 
Twitter inactive

Click-able, not too interesting

English
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Contact 
Information

Email, phone number and 
Dms open on Facebook and 

link to website. 

Visibility of 
important 
content

Information 
Structure

Appropriate

Clear Focus

Very clear, new promotional 
content posted regularly

Fundraising, Awareness, 
Displaying Community Stories

Twitter not up-to-date, 
mainly posts on Facebook. 
Those with Down Syndrome 
and those who support the 

organisation

Information easy to find and 
flows well, a lot of resources 
available and easy to find

Social media-
Content
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We were asked to create a 
social media campaign for the 
Foyle Down Syndrome Trust. 
To showcase “a day in the life 
of” Foyle Down’s Syndrome 
Trust. 

What we were asked 
to do

The focus was to be on the 
activities and services available 
via Foyle Down Syndrome 
Trust, and to showcase 
how “Life changing” the 
organisation can be



First meeting 
with FDST
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The first meeting with Christopher 
Cooper, the manager of FDST was 
very informative for us, allowing us 
to get a clearer picture of what we 
were being asked do. 

What we took out of the meeting 
was that a huge interest was that of 
showing off the different services 
that are provided by FDST and the 
the impact they have on families. 

We also took the opportunity to get 
some quotes from Christopher to 
use in our campaigns.
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“Life Changing”

Meeting notes and 
quotes

“Inclusion”

“Lived Experience”

New Social Enterprise 
Project started Service is Free

“Foyle Down Syndrome 
is life-changing”

Audience
Funders
Parents

Wider community 

21st March Down 
syndrome Day

Foyle Area 
City side 

Waterside 
Cover as far 
as Dungaven 

and Limavady, 
Strabane

Area Covered



The Brief
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Creating the brief and adding 
improvements proved to be a 
challenge for us, however, working 
together with the support of our 
teachers Claire and Adrian we were 
able to create an appropriate project 
brief to pitch to the client.

One particular roadblock we had 
to overcome was the quality of the 
images we were provides, as well 
as the fact we were unable to go in 
person to take our own photos due to 
the ongoing pandemic with COVID 19. 



Design 
ideas
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Initial design and improvements

My original designs for the project 
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Improvements and revisions
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These revisions were taken upon the 
advice and criticism of the rest of 

the team. Changing the positioning 
of some elements such as graphics 
that edged too close to a persons 

face, as well as some colour 
improvements and spreading out the 
information on activities to their own 

separate slides.

I also took on the advice of our 
lecturers to reduce the amount of 
text in these designs, due to the 

fact these would be animated, too 
much text would be distracting and 

impossible for the viewer to properly 
read and take in. 
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My Final Designs for the 
Pitch
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Pitch
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The pitch to FDST presented 
three different visual identities 
and three different campaign 

themes.

During the pitch, we came to the conclusion 
that all three themes were important to FDST, 

as well as education being something that 
is often ignored and overlooked in their 

campaigns. 

As such we agreed to make at least one 
education post per day, as well as having 

each day focus on a different theme. 
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Final project creation

After the pitch we were confident that 
we knew the visual identity needed 
for the project. 

FDST was more focused on the 
message being presented than how 
it looked visually, so we decided on 
a look which was based on a mixture 
both mine and Rebeccas designs. 
As these were the clearest, sharpest 
designs which was something that 
the client was interested in. 

FDST also requested we use the 
logo they already have as a speech 
bubble in our designs which we then 
incorporated. 

History, Family Themes, Activities, Impact, 
and The Future

The themes would be 



Project 
work 

Division
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We based the distribution of 
work on each team members 
strengths and weaknesses.

Rebecca would create two 
animations and three posts. As well 
as make her own animation graphic 
assets

Adam would make the education 
posts as well as graphical assets for 
the posts 

I would create three animations and 
two posts. As well as make my own 
animation graphic assets



Final 
Product
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Animations

History Family Themes
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Activities Impact
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The Future
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Posts

History
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History education
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Family themes
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Family Education
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Activities
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Activities Education
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Impact
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Impact Education
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Future
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Future Education



Instagram Guide

Account Details
Description:
Description: Foyle Down Syndrome Trust (FDST) is a 
unique user-led organisation that has created a community 
that supports and empowers those with Down Syndrome 
from birth to adulthood, this will enable them to lead full, 
meaningful and productive lives.
Links:
Website: https://foyledownsyndrometrust.org/
Facebook: https://www.facebook.com/foyledownsyn-
drometrust/
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Guide



Down Syndrome Awareness 
Week Guide

1. Upload Animation on Topic 
2. Upload Main Post, each folder has all the photos that 

need uploaded together
3. Upload Educational Topic Post
4. Each Content for each day are separated by folder named 

for that day’s theme
5. Each post are numbered to upload in order
6. Each animation must include in the description (https://

www.bensound.com)

Day 1: The History of FDST

Description: 
• Animation: Description MUST include link to bensound 

(https://www.bensound.com) 
• Animation and Topic post: 

#DownSyndromeAwarenessWeek #Day1 History of our 
organisation, #FDST

• Educational post: #DownSyndromeAwarenessWeek 
#Day1 #Education #History #DrSueBuckley 
#OneToOneEducation #Abll-r

Day 2: The FDST Families Theme
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Description: 
• Animation: Description MUST include link to bensound 

(https://www.bensound.com) 
• Animation and Topic post: 

#DownSyndromeAwarenessWeek, #Day2, Who are 
our members, What they do, #QuotesFromsParents, 
#FunTogether, #FDST

• Educational post: #DownSyndromeAwarenessWeek 
#Day2 #Education #EducationPacks #1-1Education #1-1 
#Unique

Day 3: The FDST Activities Theme

Description: 
• Animation: Description MUST include link to bensound 

(https://www.bensound.com) 
• Animation and Topic post: 

#DownSyndromeAwarenessWeek, #Day3, What we do, 
#KeepTheFun, #LoveActivities, #FDST

• Educational post: #DownSyndromeAwarenessWeek 
#Day3 #Education #NewsSkills #AdultEducation 
#SocialSkills #Independence #Skills #Activities

Day 4: The FDST Impact of Services

Description: 
• Animation: Description MUST include link to bensound 

(https://www.bensound.com) 
• Animation and Topic post: 
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#DownSyndromeAwarenessWeek #Day4 The impact we 
have #IndependentMe, #FDST

• Educational post: #DownSyndromeAwarenessWeek 
#Day4 #Education #MainStreamEducation #Milestones 
#Goals #Learning #Makaton #Communication 
#Development

Day 5: The Future of FDST

Description: 
• Animation: Description MUST include link to bensound 

(https://www.bensound.com) 
• Animation and Topic post: 

#DownSyndromeAwarenessWeek #Day5 Plans For Our 
Future #FDSTFuture, #FDST

• Educational post: #DownSyndromeAwarenessWeek 
#Day5 #Education #Future #Expand #LocalCommunity 
#Community

Accounts To Follow

@globaldownsyndrome
@grahamwarke   (Lord mayor of Derry City and Strabane)
@down.syndrome.awareness
@downs_syndrome_association
@ndssorg
@downsyndromeaction
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Communication
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The main forms of communication for the 
team was via Discord and WhatsApp.

We also made use of Google docs and 
Google drive to share and collaborate on 
files.

Basecamp was also an invaluable tool 
for communicating with each other and 
our teachers. 
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WhatsApp Group Chat
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Discord Server
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Basecamp
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Communication 
issues

Due to the current restrictions due to COVID 19, much of our 
communication had to take place online. Which proved an 
obstacle when having to meet with the client. 

We also had an issue late into the project where we did not hear 
back from the client in time over the details of the creation of an 
instagram account. Despite ours and Claires attempts to reach 
them before our deadlines. 

We came up with the solution of the creating of a guide to aid the 
setup of this account instead of us creating the account for the 
client.



Reflection 
on 

Project 
and 

Evaluation
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Working as a group

The final product

My individual work

I feel we worked very well 
as a group, we helped 
each other when we were 
experiencing technical issues 
and also covered each 
others weaknesses with our 
strengths. 

As an individual I feel like 
I worked well, I am happy 
with the animations I created 
and expanded my skills by 
creating graphics for my 
animations. I feel like I could 
have improved with my posts 
I created, however I am 
happy with the outcome of 
what I created. 

The final product is something I am very proud of and I feel we 
all worked very hard on creating the best work we could provide 
at the highest quality. 

Working with the restrictions of the pandemic provided its own 
unique challenges to overcome, with issues of having to pitch 
and meet the client all online and not being able to go to the 
client in person to get our own video footage or images that may 
have been more appropriate as we would have better creative 
control. However having these restrictions allowed us the 
opportunity to use creative solutions to overcome these issues. 

I would have liked to have more higher quality images to work 
with, as well as having some clearer communication with the 
client over some issues. Overall however I am happy with the 
results we produced. 
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