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The Module
The Project Social module provides me with 
the opportunity to use the skills that I have 
developed throughout my higher education. 
This includes the recently acquired skills 
and knowledge gained from completing a 
year of placement with an agency in Belfast 
(Journeyfor). 

Through this module, I am given the chance 
to put back into society what I have learnt 
up to this point. The module will place me 
into a group to show (and learn) how I can 
work as part of a team and emulate that we 
are part of a design and creative agency, 
working for a real life client.

My team and I will work together and 
alongside Adrian Hickey and Claire 
Mulrone, to develop a creative brief that 
meets the needs of our client. By the end, 
we aim to have created the necessary 
content that the client requires, using each 
of our skillsets to our advantage.

Aim of Module:
• 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.



4

The Project
Our client is the Causeway Coast and Glens 
Community Trust. They were initially a ‘Trust 
Fund’ but halfway through the project they 
dropped the ‘fund’ from their name.

The project specification is:

Create a visual identity and brand for new 
Community Trust Fund formed by
3 local rural networks. The primary aim of 
the Trust is to link up with and influence 
potential national and international donors 
to donate funding to existing projects 
and or opportunities that support local 
communities in the Causeway Coast & 
Glens area.

Develop an interactive web site that 
explains why the 3 networks came
together to establish this new Trust Fund 
and to showcase the work of each
of the individual rural network. It is critical 
that the website has an ecommerce 
function on the landing page to allow to 
people to donate to the Trust Fund or the 
any of the individual rural networks and to 
sell merchandise.

Create branded designs for a range of 
print materials including a downloadable 
Legacy Pack, advertising, social media 
templates and designs for range of 
branded merchandise for the Trust Fund. 
This could also include video footage and 
photography depending on PHA advice re 
COVID19.

Skills Required:

• WordPress
• HTML
• CSS
• Photoshop
• Illustrator
• InDesign
• DSLR Skills

How did we fit in? 

Having worked for a branding and film 
agency, I knew that I would be able to adapt 
to help out across this project. I understand 
the runnings of a real-world project. Whilst 
my strength lies in filming and video editing, 
I will be able to assist the team by keeping 
us organised and keeping communication 
as clear as possible between the team, the 
client and Adrian and Claire. 

Ross’ main strength is graphic design so I 
knew we would be covered for graphic and 
visual elements with him on our team.

Daniel is a jack-of-all-trades. He can turn his 
hand at a bit of everything this project has to 
offer.

Billy is very technology and website minded. 
When it comes time to create the WordPress 
website, I know he will be of great assistance.
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The Team

Me
Client Manager

Lead Communications
Web/Graphic Designer

Billy
Web/Graphic Designer

Tech Support
Web Documentation

Daniel
Lead Graphic Designer

Pitch Designer
Branding

Web Designer

Ross
Graphic Designer

Social Media Manager
Brand Guidelines

Web Designer
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The Client
Three community networks have come together to form the Causeway 
Coast and Glens Community Trust. They are:

• Causeway Rural and Urban Network (CRUN)
• Northern Area Community Network (NACN)
• Ballymoney Community Resource Centre (BCRC)

The following is from the introduction to our client document that Claire 
Mulrone (supervisor for this project) had supplied myself and the team 
with.

Prior to the onset of the pandemic, the world of fundraising and income 
generation was witnessing the growing positive influence of social media 
via digital marketing. However, there can be no doubt that the pandemic 
witnessed an acceleration in the importance of online platforms 
and associated digital marketing in achieving successful fundraising 
objectives. Nowhere was this more evident than in the case of Captain 
Tom Moore. The family had hoped to raise £1,000 however the captain 
became an internet sensation and ended up raising more than £32 million 
for the NHS.

The three community networks that collectively support community 
organisations located across the Causeway Coast & Glens Council area 
are looking to modernise their approach to their traditionally fundraising 
and income generation.

Quite simply COVID19 decimated their traditional fundraising 
approaches while at the same time creating an ever-increasing demand 
for their services and supports. A return to the ‘Old Normal’ in terms of 
their traditional fundraising approach is not a viable option.
Aim and Objective

The 3 networks working collectively are seeking the support of the 
University in establishing a cutting-edge website complemented by the 
identification and implementation of a digital marketing strategy.  
The primary aim is to utilise the website as a critical engagement tool 
in terms of the partnership being able to link up with and influence the 
giving potential of a diaspora of national and international donors. 
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The Trust fund will also develop a digital marketing strategy is an essential 
phase two component of the project. We are aware that a website
The partners have already had contact discussion with Profile Tree 
(https://profiletree.com) regarding the potential implementation of an 
appropriate digital strategy. 

The primary objectives are to:

• Enhance the collective potential of the three networks to tackle  
 needs via the recruitment of a new generation of local, national,  
 and international donors.
• To create a model of delivery that can be cascaded across the  
 province via the existing local Community Networks to be found in  
 each council area.

Time Frame for the Trust Fund:

• To have the website ready to launch at the beginning of the new  
 calendar year 2022. This will be completed by a team of Final Year  
 Interactive Media students from Ulster University
• To have identified an appropriate complementary digital market  
 strategy by the beginning of the new calendar year 2022.
• To secure the funding required to fully implement the digital   
 strategy by the beginning of the new financial year 2022/23.
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Project Management
For this project, we will be making use of two platforms for 
communicating as a team:

We will also be using our university emails to communicate with the client 
and to share our work and documentation with them to gather feedback.

We have decided as a team 
to use Discord as our primary 
platform for communicating 
with one another. It offers 
benefits such as being able 
to type-chat, video call, share 
screens and allows file-
sharing. All four of us already 
have accounts with Discord, 
which saves us hassle trying 
to set up a different platform.

Basecamp is the official 
platform for communication 
that is set up by Adrian 
(project manager/creative 
director). Basecamp is where 
we will all post our work, 
documentation and share 
files. We will be able to easily 
communicate with Claire and 
Adrian through this medium. 
It also allows for them to 
provide us with feedback 
on our work as Basecamp 
allows users to comment 
under files and documents! 
We can also create ‘to-do’ 
lists on Basecamp, which will 
be useful for showing who 
is working on what task and 
when it is to be delivered by.
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Client Meeting
After getting confirmation of being 
assigned to the Causeway Coast & Glens 
Project, within a few days we had our initial 
meeting with them (29/9/21). This was 
conducted though Microsoft Teams, as due 
to COVID-19, we were unable to meet with 
them in person.

During this meeting I took notes (see left) so 
that I could ensure that we had a record of 
what the client wants from this project.
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Research
Once we had spoken with our client during 
our initial meeting, we had a much better 
idea of what to research. As the client is 
a community trust, we all researched two 
community trust/foundation websites 
each. It is this research that would form 
the basis of our benchmarking. This 
enabled us to determine what features and 
design elements would be best and most 
suitable for the Causeway Coast and Glens 
Community Trust. 

The Bedfordshire & Luton Community Foundation website has some positives on its side. It is 
fully responsive, making it easily accessible on any device. It makes use of contemporary design, 
such as dividing information up into blocks and alternating between aligning text and images 
left and right. However, after spending some time on the website, we came to find that we were 
dissatisfied with it. There is simply too much to it. The menu has drop downs with many pages in 
each; of which some had sub menus of their own, making navigation less than comfortable. Whilst 
we appreciate the colour scheme, as it is consistent with the branding of the logo, we found there 
were too many colours on the website. Selecting two, maybe three colours at a push, would have 
made for a more enjoyable experience.

Below is the research that I had performed 
on the two community foundation websites 
that I had undertaken. Each team members 
research was incorporated into the client’s 
brief under the ‘summary’ section. This 
was to allow the client to understand our 
perspective of looking at other websites 
from a design and functionality point of 
view.

Bedfordshire and Luton Community Foundation: https://blcf.org.uk
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Overall, the Bedfordshire & Luton Community Foundation website is far from a bad website, 
though receiving a score of 60% means there is a large enough margin for improvement. We 
did not have a bad experience, but we feel it has missed the mark on cementing itself as a 
‘professional’ type of website. Instead it has a ‘child-like’ aesthetic.

The London Community Foundation is a very clean and organised website. The menu has drop-
down menus, but each one is not over saturated with links to other pages. It feels like there is just 
the right amount to cover all of the relevant and necessary information that anyone interested 
would need to read. Its design is modern; dividing sections up into block format. Everything has a 
squared edge to it, there are no rounded features such as a round-edged button, or bowed page 
divider. This, we believe, helps add to the clean aesthetic.

The main down-side that we found with this website is that all of the text and main body content 
runs centre- left. It feels that it is skewed and looks as though it is not sitting quite centred on the 
page. As a group, we also feel that there could be less text on most pages, or that it could be 
divided up into more manageable sections.

We do like that they kept to a manageable colour scheme. Red is clearly their main branding 
colour, along with white as a secondary. For text they used two different shades of grey; light for 
body text, dark for text they want to stand out more. They also made use of teal for testimonials 
and quotes, which we liked as it does not clash with the grey of the main body text, but allows it to 
stand out just that little bit extra.

Overall, the London Community Foundation is a pleasant website to use. It received a score 
of 76%. It has some short comings but has enough positives to have us feeling optimistic and 
inspired by it.

London Community Foundation: https://londoncf.org.uk
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Benchmarking
Once each member of the team had 
assessed and evaluated their two chosen 
community foundation websites, we 
got together on Discord to have a team 
meeting. The purpose of this meeting was 
to create a benchmarking table (Daniel took 
the responsibility of this). This table would 
allow us to more easily understand at a 
glance what features and elements we will 
need for creating the Causeway Coast and 
Glens Community Trust Website. It would 
also help us to know what not to do with the 
website!
 
The following page contains the 
benchmarking table which will show the 
key ideas and elements that we will use to 
build the foundation of the website around. 
To the right I have summarised the main 
takeaways as a result of our research.

Key Research Points:

• We want to create a clean, minimalist 

website

• Not text-heavy

• Our target audience are the local 

population, those with wealth and 

people that used to live in the area but 

have since moved.

• Sans-serif typeface

• A donate function is crucial

• Easy and clear menu navigation



14

Benchmarking Tables
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The Brief
When it came to writing the brief, every team 
member played a key role. We split each 
section of the brief up and allocated them to 
someone.

My role was to create the brief document and 
compile everyone’s sections together. I was 
also to write the section about the community 
partner and the ‘Meet the Team’ section. I was 
happy to take this role on as I knew this would 
be an opportunity to combine some design 
work along with my organisational skills.

The images on this page are of my notebook. 
They are notes that I had taken during class 
time which turned into a team meeting for 
organising the runnings of the brief document. Notes of what needs to be included in the 

brief.

Deciding which section of the brief 
everyone would take.

Some initial ideas I had for the sections 
that I had been allocated.
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The following pages contain the final client 
brief as I am the one who created the 
document.

CAUSEWAY COAST & GLENS
COMMUNITY TRUST FUND

BRIEFBRIEF

COMMUNITY PARTNER

THE PROJECT

The Causeway Coast & Glens Community Trust Fund is being 
developed by three local networks:

Causeway Urban and Rural Community Network (CRUN)

Northern Area Community Network (NACN)

Building Communities Resource Centre (BCRC)

These networks are working together with a common goal to generate and 
fundraise for new income to be invested to benefit the community sector 
within the Causeway Coast and Glens catchment area. These networks 
need a brand identity that will allow them to attract and underpin future 
investment income from donors to enable development and grassroots 
prosperity for the Causeway Coast and Glens community. 

As this is a new entity with no current branding, we have been given creative 
freedom. We have been tasked to come up with an innovative visual brand 
identity that will aid The Causeway Coast & Glens Trust Fund in a modern 
approach to fundraising and income generation. We will develop a cutting 
edge website that will be complimented by a fresh digital marketing 
strategy. This will give the Causeway Coast & Glens Community Trust Fund 
a central identity to run and organise from, as well as making use of other 
online outlets (social media) that the Trust will create themselves to branch 
out to. It is our intention to implement a donation function that will allow the 
agency to receive income directly through the website.

The aim of this project is to create a new visual identity and website for the 
Causeway Coast and Glens Community Trust Fund. It will be developed by 
December 2021 and launched in the Spring of 2022. Our team will create 
and design: 

Website using WordPress
Branding
Merchandise 
Social media accounts

The website will include explanations on each of the three networks, a 
donation page, legacy page and a shop. We also need the space/capacity 
to be able to adapt/embrace newly emerging opportunities. The website will 
link together this new Trust Fund with the 3 local urban and rural networks.

This will give the Trust Fund an online presence which allows the ability 
to donate or buy merchandise direct from the website. This is essential 
because, by launching this, it will increase the chances for recruitment of a 
new generation of local, national, and international donors. The website will 
be easy to navigate with clear headings and distinct links to the Trust Fund’s 
social media accounts.

The community partner mentioned during our meeting that they want the 
new website to be convenient, clean and minimalist with limited text. As this 
is a brand new organisation, the community partner has also given our team 
complete creative freedom with the use of colours and fonts.

CONTENTSCONTENTS
COMMUNITY PARTNER

THE PROJECT

OBJECTIVES

TARGET AUDIENCE

DELIVERABLES

TONE, MESSAGE & STYLE

BENCHMARKING

BENCHMARKING TABLE

BENCHMARKING SUMMARY

SIMILAR ORGANISATIONS

BUDGET

TIME FRAME

MEET THE TEAM

OBJECTIVES

TARGET AUDIENCE

The success of the website will be determined by a number 
of key features:

Public awareness of the Trust Fund – This Trust Fund is new, 
so the public will not be aware of it. The website hopes to 
promote the new agency whilst also bringing new awareness 
to the three existing networks.

Donations – The website will allow donations which will 
enable the Trust Fund to support and aid various events in the 
local community.

Selling branded merchandise to the community - This relates 
to public awareness. Having branded merchandise out in the 
local community will enable more of the community to get 
involved and be aware of their local trust fund

Enable the Trust fund to engage with the community 
through social media and newsletters. This will enable direct 
communication with a large number of the local community 
and will enable data collection such as analytics.

The main target audience are the local communities, as 
well as potential national and international donors for The 
Causeway Coast & Glens Community Trust Fund’s projects 
and opportunities. This audience would be a philanthropic 
individuals with a desire to aid local communities through 
donations, running events, sponsorships etc. 

To reach this audience, the Trust Fund will prioritise 
engagement through social media to create dialogue and 
connections, as well as building interest in the Trust Fund. 
By using social media to gain leverage through building a 
bigger reach, a secondary audience of others spreading 
awareness of the Trust Fund online will lead to a higher 
chance to engage the primary audience: those who will 
donate.

Cover Page

Community Partner - Me
The Project - Daniel

Table of Contents

Objectives - Billy
Target Audience - Ross
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DELIVERABLES

TONE, MESSAGE & STYLE

1. A new visual identity for digital and print

2. A brand new website with e-Commerce

3. Social media accounts with a rollout 
plan

4. Merchandise Mock-ups e.g. Caps,   
    T-Shirts, Pens

The final design for The Causeway Coast & Glens Community 
Trust Fund website will have a consistent design style 
throughout to reflect the message of the brand. The
website will follow the brand guidelines, including a visual 
identity to combine the three local, rural networks making up 
the Trust Fund.

The tone will follow a professional and inspiring theme that 
connects with the brand’s desire to aid local communities. 

The message of the brand will be conveyed through a 
website style featuring interactive elements, engaging 
users in a history of the Trust Fund and the three networks 
that came together to form it. This is made more personal 
and intriguing by a showcase of each network’s impact 
to encourage donations. The website will greet users 
with a landing page following the overall tone with an 
e-commerce function, allowing donations, and also a page 
for merchandise. This merchandise will match the style of 
connection with a cohesive collection of branded designs 
and downloadable information.

Bedfordshire & Luton Community Foundation
https://www.blcf.org.uk

The London Community Foundation
https://londoncf.org.uk

Cheshire Community Foundation
https://cheshirecommunityfoundation.org.uk/

To get a better understanding of what type of website we need to design for the 
Causeway Coast & Glens Community Trust Fund,  each of us have undertaken the task 
of benchmarking two websites each that are in the same/similar field. In doing so, we 
will be able to effectively identify key areas and ideas that we can incorporate into our 
own website. It will also allow us to avoid making mistakes that other organisations 
have with their websites.

Forever Manchester
https://forevermanchester.com/

Norfolk Community Foundation
https://www.norfolkfoundation.com/

BENCHMARKING

Community Foundation Wales
https://communityfoundationwales.org.uk/

Cornwall Community Foundation
https://www.cornwallcommunityfoundation.com/

The Community Foundation N.I.
https://communityfoundationni.org/

Deliverables - Daniel
Tone, message & style - Ross

Screenshots of each website used for 
research and benchmarking.

Benchmarking - Collaborative

Screenshots continued.
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BENCHMARKING TABLE
Below is the table used to carry out the benchmarking process. Green boxes 
represent the use of ‘best-practice’. The websites that are being benchmarked 
can be found along the top of the table. The features that we are assessing them 
on can be found down the left of the table, as can the categories they have been 
divided in to.

the CFW logo is a Welsh dragon that is contained 
within a circle and is placed on the top left side of the 
website. The donation button is located in the navigation 
menu highlighted in purple. There is a drop-down 
burger menu with animation which gives the website a 
more interactive feeling for the users. All social media 
platforms are listed at the bottom of the website for 
users to follow CFW. The website is simple and easy to 
navigate around the pages on the website, and written 
clearly. Additionally, all links on the website work and are 
easy to find.
    Overall, the Community Foundation Wales scored 72% 
in our benchmarking process.

The website Cornwall Community Foundation (CCF) has 
a good and clean design, including images and icons 
with fonts that are easy to read. The colour scheme is 
pleasing and fits well with the layout and design of the 
overall website; however, some images seem to lack 
HD quality and look stretched. Images are displayed 
that showcase what CCF did as a trust fund. Everything 
is fully responsive for mobile and table. There are two 
selections of images on the home page that fade every 
couple of seconds. CCF uses a sans-serif font that is easy 
to read that works well with the website, but the CCF 
logo is confusing and does not seem to relate to their 
foundation. Their logo design is a heart with an upside-
down triangle as circles, and is placed on the top left 
side of their website. The donation button is easy to find 
as it is listed in the navigation menu for users. It would 
be better to see CCF highlight the donate button in a 
different colour as it would be much easier to see and 
help people that may have a difficult time seeing text. 
The menu bar is across the web page at the top, helping 
make the website easy to navigate. CCF social media 
links are also listed at the top of the screen beside the 
logo. The icons are easy to see and icon buttons are 
coloured in white with a yellow bar as the background. 
Some users may find it easier to see the icons in black 
with a yellow background. The website’s headings are 
clear and simple to read for users. Additionally, all links 
on the website work and are easy to find.
    Overall, Cornwall Community Foundation scored 60% 
when benchmarked.

The Forever Manchester website received one of the 
worst scores out of all the websites we benchmarked 
with 56%, this is because it was very text-heavy which 
instantly gave the impression that is old. On top of this it 
was a completely static website, which made the website 
not engaging and boring to use. It had big buttons for 
the user to click on to get to different parts of the website 
however, other than the button shape there was no other 
way to tell that this was a link. Another downside was that 
it was not responsive with images having no padding 
and text becoming unreadable.
        
The Norfolk Community Foundation received a slightly 
better score of 64%, by having a more modern design 
with clearer sections, headings and distinct links that 
changed colour. As a team we particularly liked the 
sticky nav-bar which we would like to implement into 
the Causeway Coast and Glens Community Trust Fund’s 
new website. The Norfolk Community Foundation logo 
changed as you scrolled down the page, unfortunately 
however, it did not animate. Another positive for the 
website is that it was completely responsive.
             
The Bedfordshire & Luton Community Foundation 
website has some positives on its side. It is fully 
responsive, making it easily accessible on any device. 
It makes use of contemporary design, such as dividing 
information up into blocks and alternating between 
aligning text and images left and right.
     However, after spending some time on the website, 
we came to find that we were dissatisfied with it. There 
is simply too much to it. The menu has drop downs with 
many pages in each; of which some had sub menus 
of their own, making navigation less than comfortable. 
Whilst we appreciate the colour scheme, as it is 
consistent with the branding of the logo, we found there 
were too many colours on the website. Selecting two, 
maybe three colours at a push, would have made for a 
more enjoyable experience.
     Overall, the Bedfordshire & Luton Community 
Foundation website is far from a bad website, though 
receiving a score of 60% means there is a large 
enough margin for improvement. We did not have a 
bad experience, but we feel it has missed the mark 
on cementing itself as a ‘professional’ type of website. 
Instead it has a ‘child-like’ aesthetic.   
            
The London Community Foundation is a very clean and 
organised website. The menu has drop-down menus, 
but each one is not over saturated with links to other 
pages. It feels like there is just the right amount to cover 
all of the relevant and necessary information that anyone 
interested would need to read. Its design is modern; 
dividing sections up into block format. Everything has a 
squared edge to it, there are no rounded features such 
as a round-edged button, or bowed page divider. This, 
we believe, helps add to the clean aesthetic.
     The main down-side that we found with this website is 
that all of the text and main body content runs centre-
left. It feels that it is skewed and looks as though it is not 
sitting quite centred on the page. As a group, we also 
feel that there could  be less text on most pages, or that 
it could be divided up into more manageable sections.
     We do like that they kept to a manageable colour 
scheme. Red is clearly their main branding colour, 

along with white as a secondary. For text they used two 
different shades of grey; light for body text, dark for text 
they want to stand out more. They also made use of teal 
for testimonials and quotes, which we liked as it does not 
clash with the  grey of the main body text, but allows it to 
stand out just that little bit extra.
     Overall, the London Community Foundation is a 
pleasant website to use. It received a score of 76%. It has 
some short comings but has enough positives to have us 
feeling optimistic and inspired by it.

Our first impression of the Cheshire Community 
Foundation website was its colourful and inviting design. 
Combined with its fully responsive design, this website 
looks great at first glance. It makes use of images 
and bright colours which show that the community is 
welcoming and inviting, which we believe is a good 
image to portray to potential donators. 
     We believe this website contains many features that 
the Causeway Coast & Glens Community Trust Fund 
asked us to replicate in our design of their website. 
Specifically, the agency asked us for features such as 
a clear donation button, not text heavy pages and a 
subscription form to a newsletter which this website 
achieves perfectly. 
     Looking at the cons of this website, the images 
take some time to load when first joining the website. 
This makes it look unprofessional and their logo does 
not r grab your attention when you visit the website. 
The website has some features that we would like to 
implement to the Causeway Coast & Glens Community 
Trust Fund’s website, such as the roll-over drop-down 
feature, Google analytics and the image slider. Overall, 
this website achieved a score of 64%.

In contrast to our opinion of Cheshire Community 
Foundation, at first glance, the Community Foundation 
N.I. website seemed very “cold and corporate”. It did 
not give us the same welcome and inviting feeling that 
Cheshire did. 
     Its website was very text heavy and was overall very 
static looking. However, it is responsive and did contain 
some features that are of interest to our partner such as 
a donation button. Although this button did not stand 
out and would be difficult to see unless you were actively 
seeking it out on the page.                 
     Despite the poor visual appeal, it did contain other 
features such as a subscription form, donation button 
and Google analytics that we wish to bring to the 
Causeway Coast & Glens Community Trust Fund’s  
website. Overall, this website got a score of 52%.

The aesthetic of the Community Foundation Wales 
(CFW) website fits well with the colour scheme and 
design layout of the website. The CFW branding for the 
website looks well designed and we can see they have 
spent a lot of time and thinking on the development 
of the website. The website also includes a carousel 
with up-to-date information for users to read news feed 
updates and also includes images. CFW has a clear 
and concise design style with its red, white and purple 
colours. They have also included high-quality images 
which showcase the projects where they have been 
involved with the community. Everything is responsive 
for mobile and tablet. CFW uses a sans-serif font, and 

BENCHMARKING SUMMARY

SIMILAR ORGANISATIONS
During Benchmarking, we found websites such as The London 
Community Foundation and the Cheshire Community Foundation. 
These websites helped us gain some inspiration for when we 
create your website. You said during our meeting that you wanted 
your website to be clean and not text heavy. We believe that 
both of these websites do this perfectly. We loved the bright and 
welcoming colours on the Cheshire website, as we believe that’s 
what a community and a community trust fund should be; bright 
and welcoming. We are considering bringing some of the features 
on those two websites to your website, such as the sticky horizontal 
bar on the London website and the image slider on both websites. 
We also think that a donation button that stands out is a key feature!

Benchmarking Tables - I asked if someone 
on the team could put the table together 
and Daniel stepped forward to do so.

Summary of our research and 
benchmarking.

Research and benchmarking continued. Similar organisations - Billy
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BUDGET
There is no strict budget for this development task as this has been assigned to us through the university as a course 
module and so, is not billable to the Trust Fund. However, there are costs that The Causeway Coast and Glens Community 
Trust Fund must pay such as Domain name purchase and renewal, hosting and e-commerce related costs.

WordPress Premium  

Business (£20/mo) or 
e-Commerce (£36/mo)

The business package 
comes with some features 
that are available in 
cheaper packages such as 
e-mail support if assistance 
is required in the future, 
ad free and with Google 
analytics integration. This 
feature is useful as you can 
view various stats about 
your website. The reason 
we suggest the larger 
package is because you 
told us at our meeting that 
you would like the website 
to be able to sell various 
items to your customers 
and these packages best 
support that as they come 
with e- commerce functions 
such as allowing sales 
in more companies and 
working with shipping 
companies to allow your 
products to reach the 
customers. They also 
have automated website 
backups so that if anything 
happened to the website 
you would have backups 
available.

Merchandise

During our meeting, you 
said you’d like to sell 
various items on your store. 
You will need to buy these 
from a supplier and have 
any text/logo added on to 
these to then be sent to 
the customer. Often, you 
get discounts from these 
suppliers by buying in 
bulk. If, for example, you 
wanted to create a t-shirt, 
we found a company (www.
teamshirts.co.uk) that will 
allow you to create them 
for £12 each. This means 
you would need to sell 
for higher than that price 
to make a profit. This is 
important to consider when 
selecting a supplier.

Domain Hosting 

The WordPress plans that 
we have suggested come 
with a free year of a domain 
name of your choice. Your 
domain name determines 
your website address. We 
would recommend using 
something as short as 
possible to maximise visits 
to the website as a long 
web address is hard to 
remember. 

Promotional Material

We recommend that you 
develop a social media 
presence to enable the 
Trust Fund to engage with 
the community. When 
engaging on social media, 
there may be material that 
needs to be designed such 
as posters, flyers or videos. 
Hiring designers will come 
with a cost, as will deciding 
to do them in-house, as 
you will need software to 
enable you to create these. 

If you choose to purchase a WordPress package, you will receive a 
free domain name for your website for 1 year.

£10.97/year

£25.60/year

TIME FRAME

MEET THE TEAM

Tyler 
McBride

Project Manager: Claire Mulrone
Creative Director: Adrian Hickey

William 
Quigley

Daniel 
Middleton

Ross
Curran

All three members of the team are required to complete 
an individual design that will be pitched to the community 
partner in Week 6. This will give the community partner a 
chance to compare the designs and make a final decision 
on which one they want to move forward with. When they 
have done this, our team will work together to have this 
design completed by Week 12, Friday 10th December. The 
completed project will be showcased at www.project-social.
co.uk in January 2022.

Videography
Video Editing
Photography

Motion Graphics
Design

Organisation

Back-end Web Design
Animation

Technology Enthusiast
Problem Solving

Design
Video Editing

Motion Graphics

Graphic Design
Video Editing

Motion Graphics

Week 5 
21st Oct

Week 7
4th Nov

Week 8
11th Nov

Week 9
18th Nov

Week 10
25th Nov

Week 11
2nd Dec

Week 4 
14th Oct

COMPLETE
PROJECT

DESIGN
PITCH

Week 6 
28th Oct

Week 12 
10th Dec

Budget - Billy Time Frame - Daniel (I created visual the 
illustration to compliment what Daniel 
had written).

Meet the Team - Me
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These two images are scans from my notebook. 
Adrian sat with me in class of week 4 and went 
through the brief document. I noted down what 
he suggested should be changed. The changes 
were mostly text based. That night, using these 
notes, I went through the brief and applied each 
of these changes.

In the two screenshots above are Claire’s 
feedback on the client brief document. 
Similar to Adrian, Claire’s feedback was in 
reference to the text. She had noticed some 
spelling errors. She also made us aware that 
the domain names that Billy had initially 
put forward were not suitable. I informed 
Billy of this and he found two new domain 
suggestions. Those are the two that are in the 
final brief document.

Feedback from Adrian and Claire

The Brief - Feedback
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Feedback from the client
After receiving and implementing 
Adrian and Claire’s feedback, the 
next stage was to pass the brief over 
to the client to allow them to provide 
input and feedback.This was crucial 
to ensure that we as a team, were 
hitting the mark of what the client 
wanted out of this project.

Thankfully the feedback from 
the client was positive and any 
changes were of minor detail. It 
was mostly wording changes. They 
wanted to ensure that the correct 
and appropriate vocabulary that 
was specific to who they are as an 
organisation was being applied. One 
such example of this was to change 
the word “profit” to “invested”.

The screenshots to the left show all 
of the feedback that was given to us 
by the client.
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Communication with the team

As I was the one compiling 
the brief document, I wanted 
to make sure it was done in a 
timely manner. This screenshot 
shows my message to the 
team on Basecamp, calling for 
a meeting (October 10th).

I shared the notes that I took 
during our client meeting with 
my team.  This was to help 
anyone with their sections of 
writing the brief.

Updating the team of my own 
progress on the brief and 
benchmarking.

The following pages contain my 
communication log with my team during phase 
1 of the project and development of the brief. 
We used Discord as our main platform for 
communication. Due to this being an external 
platform, we each have usernames that are 
different to our real names. The key to the right 
shows who relates to what username.

Discord Usernames:

• RedFox - Myself
• Ongietan - Ross
• MINIaMIDD - Daniel
• SlashedChaynz - Billy

Phase 1 - Communication
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Sharing the key areas to 
include in our benchmarking 
table (aesthetics, target 
audience etc.).

Clearing up confusion about 
how the brief would be 
compiled.

Showing the team how 
I went about doing my 
benchmarking. This was 
to help anyone who was 
struggling and so that we 
could have consistency.

Billy informing me that he had 
emailed his sections of the 
brief to me.
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Asking the team for feedback 
on my ideas for the ‘Meet the 
Team’ section of the brief.

Using their feedback, I was 
able to create this section so 
that everyone was happy with 
it and had an input.

Ross confirming he had 
finished his sections of the 
brief.

Daniel confirming he had 
finished his sections of the 
brief.
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Informing the team that Claire 
had posted feedback on 
Basecamp about the brief.

I specifically highlighted 
to Billy that the domain 
names he had put forward 
as suggestions for the client 
had been flagged by Claire. 
I asked him to update the 
domain names and resend 
them to me as screenshots 
so I could update the brief 
document.

I kept on top of the team to 
ensure I received each section 
of the brief to form the final 
document in a timely manner.
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For the ‘Meet the Team’ 
section of the brief, I had 
brought my own camera to 
take photographs of each 
team member after class 
(week 3).

I asked them for feedback 
of which photographs they 
would rather be used.
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Reminding team members of 
when I needed their pieces of 
work.

Updating the team of when 
the latest version of the brief 
was on Basecamp for them to 
view.

Keeping on top of the team 
to ensure their sections of the 
brief are completed on time.

I asked Daniel if he would 
assist me by creating the 
benchmarking table. 

To ensure consistency, I gave 
Daniel the hex codes for the 
colours I had used to create 
the document.

This was a great help from 
Daniel, as the tables were an 
important feature of the brief.

Ensuring team members are 
carrying out their part of the 
brief.
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I shared each of the client’s 
websites to the team.

Asking Billy to clarify a 
discrepancy with the prices of 
the domain names.

To complete my section, 
‘Meet the Team’, I asked each 
member to send me a list of 
skills they possess.
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Communication with Adrian and Claire

The following pages will show my 
communication with both Claire and Adrian 
during this phase of the project. I did also 
communicate with them verbally during class 
time, asking questions and getting queries 
resolved.

Adrian informing me that he 
would provide feedback once 
I had fixed the changes from 
Claire.

I updated them both, ensuring 
we would have the work ready 
on time.
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Further revisions of the brief 
from Claire.

Acknowledging Claire’s 
message.

Acknowledging Adrian’s 
message.

As we needed to send the 
brief off to the client as soon 
as possible by this point, we 
rectified any issues we had 
during class. I had uploaded 
the brief as an ‘InDesign 
Package’ to Basecamp in case 
of such an event. However, 
the font would not link. I wrote 
the message to the left on 
Basecamp to inform Adrian 
and Claire of this issue and 
that it would be resolved 
ASAP when I had access to my 
personal computer.
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During class, I spoke with 
Claire to flag that we had 
incomplete feedback from all 
of the clients. She emailed 
them on our behalf to try and 
speed them up in replying to 
us.

Claire’s email (above) worked 
as it spurred Kevin on to chase 
the rest of the clients up to 
provide their feedback on the 
brief.
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Communication with the client

The next few pages highlight my 
communication with client. The only time I had 
to contact the client during this phase of the 
project was to send them the brief so that we 
could get their feedback. Using the feedback 
gained through these emails, we were able to 
deliver the final brief document rapidly.

As I have the most experience 
emailing and dealing with 
real-world clients, as a team 
we agreed that I would pass 
the brief on to the three 
community partners and 
Kevin.

Kevin provided us with 
some feedback in a Word 
document. Claire passed this 
document on to me as he 
forgot to tag me in the email.
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After speaking with Claire 
during class that day, she told 
me to make the most recent 
changes provided by Kevin. 
Claire asked me to then email 
the updated brief directly to 
the two community partners 
who were yet to reply to my 
initial email for feedback.

After providing them with the 
latest brief, they replied.

Ann then replied with some 
further feedback.

I promptly made the changes 
Ann had requested and sent 
them the updated (and final) 
brief document.

The end result: the clients 
were very pleased with the 
brief that we had put together 
for them.
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I was very pleased with the outcome of the 
brief. I was glad that I got to create the first 
document that would get the project off the 
ground and on to its feet. I did find it tricky 
to initially come up with the design for it, as 
at this point there was no material for the 
Causeway Coast and Glens Community Trust. 
I gave it my best attempt to create something 
that would be neutral but yet colourful and 
hopefully inspiring! I wanted to give the clients 
a good first impression of our work as a team 
and a reason to put their trust in us.

I was very happy with the team’s performance 
during this phase of the project. Everyone 
was responsive and replied quickly whenever I 
would ask them for updates on their progress. 

I did find myself a bit frustrated at times with 
the speed at which everyone completed their 
sections of the brief. However, I know that this 
frustration is down to the fact that I work in the 
industry and have a lot more experience of 
working to tight deadlines and understand the 
runnings of a project. 

If I were to create the brief document again, 
I would reassess the full-blue background. 
Looking back, it is not something I feel will age 
too well. Instead, I would perhaps use a white 
background with blue accenting throughout 
the document.

As for the rest of the document, I am happy 
with it. I gave each item a 3D effect. This was 
to stop the document from feeling ‘flat’. I 
wanted the information to pop out for the 
client and to catch their eye.

Instead of getting frustrated with the team, I 
applied my experience. I regularly checked in 
with the each member to track their progress 
and ensure they were fulfilling their role.

In the end, we managed to deliver a complete 
brief to the client. We did run a week late with 
it, but I feel that with that extra time we came 
up with the right brief to fit the client.

Phase 1 - Reflections
The Project

The Team
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PHASE TWOPHASE TWO

https://northernirelandscontentpool.com/en
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Logo Design
Coming up with a completely new brand was 
going to be hard, and graphic design is not my 
strength.

To get myself into it, I started by drawing some 
sketches.

My thoughts were to come up with a logo that 
mirrored the three community partners coming 
together to form one new organisation.

The sketches to the left show my first attempts 
at trying to come up with an idea that met my 
thinking. 

The bottom sketch is a rough outline of 
Northern Ireland, with the Causeway Coast 
and Glens borough highlighted.

This page continues on with the idea of 
trying to show the connection of the three 
community partners.

After speaking with Claire and Adrian, they 
suggested looking at the branding from a 
geographical perspective.

Claire specifically aided me in thinking about 
what landmarks stood out in the Causeway 
borough. We then chatted about the idea of 
how could we incorporate the three networks 
geopgraphically into the logo. For example, 
the helment sketch is of Joey Dunlop. This 
would represent Ballymoney Community 
Resource Centre (BCRC), as that is where Joey 
and the famous Dunlop family are from. 
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Claire and I discussed that Shane’s Castle 
could be sketched to represent the Northern 
Area Community Network (NACN). I looked up 
a photograph of it on Google and attempted 
to recreate it, as seen in the scan to the left.

For Causeway Rural and Urban Network 
(CRUN), Claire said that Ann was a big fan of 
golf. Using this idea I attempted to sketch out 
a golfer. Unfortunately I do not possess the 
drawing skills for that, but I do carry the idea of 
golf over further down the line.

I also began to experiment with lettering and 
words for the logo, rather than having an icon.

With ‘Causeway’ being in the name of the 
organisation, I tried to use it for inspiration. 
The sketch in the top left goes on to be a part 
of my final logo design.
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Above are some of my initial sketches from 
my notebook recreated in Illustrator. At this 
point I still had no clear or definitive idea of 
how I wanted the logo to look. These digital 
sketches were to get me started on using 
Illustrator to go further with my ideas.
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These are my first real designs. Adrian 
suggested that I try to use icons within my 
design to represent the three networks 
respectively.

The first design: the three hexagonal pillars 
within the hexagon were to represent the three 
networks coming together into one. This idea 
translated to the other hexagonal designs. The 
hexagons being physically connected were 
purposely designed to show this theme of the 
networks coming together.

From my sketches, I wanted to digitally see the 
Northern Ireland map idea brought more to 
life. I experimented with the placement of the 
text as well as the size of the icon to see which 
suited the style of the logo better. The green 
area represents the Causeway borough. The 
idea was that the logo would geographically

highlight the entire borough, instead of trying 
to represent the area through individual icons, 
which could verge on being too area-specific.

Icons on the raised hexagons:

• The flag is to represent golf in the borough. 
This is something I created to appeal to 
Ann from CRUN and to represent the area.

• The motorbike represents the motorbike 
racing heritage of the area, such as the 
North West 200 and the Dunlop family.

• The castle was created to represent Shane’s 
castle, as previously sketched. I opted for 
a more simple style of a castle so that it 
could be applied to other heritage sites in 
the borough and not be restricted to the 
one castle.
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I continued to expand my ideas from 
the previous page. This time I started to 
experiment with some colours. I used red, 
green and blue for the time being as they felt 
like a good, neutral starting point on adding 
colour.

The two larger hexagons. The idea behind 
them was that the three hexagonal pillars 
represented the community partners. The river 
and green area were to represent the borough 
and its natural beauty; such as the glens.

When looking back at my notepad, I decided 
to experiment with a text/letter logo. The 
three logos in the bottom right show my initial 
concept of this. I wanted the name of the 
organisation to be clear and the first thing 
that people would read, so I positioned it 
centre left. I also wanted to get in that it was a 
community trust fund (at this point the clients 
had not changed from ‘trust fund’ to being a 
‘trust’). As the name of the organisation was 
very long, I decided to abbreviate the last 
three words to ‘CTF’. The idea for that was to 
make the logo quicker and snappier to read.
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I created three variations of the text/letter logo 
to play around with the colours on it. The black 
and white version was the base idea. 

The blue/green version was to represent the 
area as a place of natural beauty, as it is a 
coastal borough with plenty of wildlands, such 
as the Glens of Antrim.

The red version was a riskier take on it. I 
wanted to see if it would make the logo 
stand out more when compared to the other 
variants. The faded white segment going 
through the centre of it is supposed to be a 
river, again to allude to the area’s sense of 
nature.

At this point I was pleased with the initial 
design concepts I had come up with. With 
graphic design not being my strongest 
element, I felt I had so far done a good job 
of attempting to represent the community 
partner geographically in my designs.

By this point I was favouring the three joined 
hexagons. I liked how the colours and 3D 
effect gave them a stronger ‘presence’ 
amongst the other designs. I also liked the 
map design, particularly the smaller version 
with the text to the right. I feel that this would 
have looked nice on a t-shirt/hoodie. However, 
it is too generic and does not have as much 
connection to the community partner as some 
of the other designs.

Reflections of initial designs
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Logo Feedback
I uploaded my designs so far to Basecamp to 
receive feedback from Adrian. The screenshots 
to the right display what he had to say.

I misunderstood what Adrian meant by ‘CTF is 
out’, thinking that the alignment of the letters 
was out. It was only after my second batch 
of designs did I realise that he meant ‘CTF’ 
was not to be used in the logo - it was too 
confusing for the audience to understand what 
it stood for.

The next three comments are in reference to 
the three combined hexagons. I was pleased 
that Adrian liked this concept. 

Adrian is referring to the text/letter ‘capsule’ 
logos. I was glad to know that he liked another 
concept of mine. It gave me a touch more 
confidence in my graphic design abilities.

You will see in my next batch of designs that I 
took the advice of pulling the colours from the 
existing agencies.
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This page shows my second round of designs. 
Using Adrian’s feedback, I attempted to 
improve the two designs that he pointed out 
as my strongest concepts.

For the hexagon design, I created multiple 
variations. These ranged from colour 
variations, text alignment/placement and with 
or without icons.

After looking through each of the community 
networks websites, I pulled one colour from 
each that stood out as what could be their 
‘main’ colour. Blue - NACN, purple - BCRC and 
yellow - CRUN. 

I will admit that I was stumped for more icons. I 
found this to be quite challenging to come up 
with three more unique ways of representing 
the community partners. Instead of giving 
up on the icons entirely though, I added the 
colour red to make them stand out more.

I also added a fourth hexagon variation to the 
design. The idea for this was to more visually 
show the three networks coming together to 
form the new organisation.

I tried to build upon the ‘capsule’ concept 
using Adrian’s feedback. I created many 
variations, utilising the colours from the 
networks websites. I also created versions with 
the icons to replace the letters ‘CTF’.
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Causeway 
Coast & Glens
Community Trust Fund

Above is Adrian’s feedback on my second 
round of designs. Again, I was very pleased at 
the positive response. Taking this feedback, I 
was able to refine my final logo, which can be 
seen below.

Logo Feedback
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Reflections of final designs

I am pleased with the second round of designs 
that I created. I feel that I applied Adrian’s 
feedback in an appropriate manner and gave it 
my best efforts.

Looking back, I wish I had given myself more 
time to try and come up with more icons, or 
refined the ones I had even more. I would also 
experiment with more colours, particularly for 
the icons. After I pitched, I feel that the red of 
the icons did not work in my favour. A softer, 
more inviting colour may have been more 
suitable for this particular project.

Overall, I feel that I accomplished something 
in this part of the project. With graphic design 
being a weaker skillset, I feel that I have learnt 
more about the craft and how to analyse 
my work more critically. It has also given me 
more confidence in my abilities given that I 
successfully made it through this phase.



46

Design Deck
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Design Deck Feedback

After uploading my design deck to Basecamp, 
Adrian promptly gave me some feedback. 
He pointed out that the image of the woman 
in the website template I had used was 
inappropriate. This is not something I had 
considered and I am glad that he flagged 
this up to me. Following his advice, I quickly 
rectified this using Photoshop.
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Pitch Deck

The next two pages show case the deck that I 
pitched to the client.

I wanted to demonstrate how my logo could 
be used in two different formats. I explained 
that depending on where the logo was 
being placed, on a piece of merchandise for 
example, that if it did not fit using one, then 
the other variation would likely work better.

Having taken Adrian’s advice, I replaced the 
woman from the WordPress theme using 
photoshop. I used my own photograph of 
Mussenden Temple to replace her.

I used this theme as in the first meeting with 
the client, Kevin had explained that they want 
a clean and clear website. To me, this theme 
represented that idea best, making use of 
definitive areas to display text and images.

In my first design deck I felt that the 
merchandise were simply too plain. This was 
my solution.  I took the hexagon icon part 
of the logo and used it almost like a pattern 
to add a bit more texture and colour to the 
merchandise. 

I am glad that I made this change as even my 
team mates commented that they liked the 
aesthetic of my merchandise with the update.
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I also updated my typography page to include 
the colour palette I had used for my design. 
I added this to my pitch deck so that I could 
visually display the breakdown of my theme 
and to assist the client in understanding my 
colour choices. I explained how I pulled a key 
colour from each of their websites and applied 
them to my logo.

I then explained my reasoning for choosing 
‘Avenir’ as my typeface for my design. I made 
reference to our benchmarking and that each 
website researched uses a sans-serif typeface. 
I also explained how it is commonplace to use 
sans-serif typefaces online as they are clean 
and modern: fitting with what we wanted to 
create for them, as outlined by the brief.

When showing my stationary mockups, I was 
able to explain better how the two variations 
of my logos would be of benefit. With some 
items suiting one version over the other. 
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The Pitch
These are the notes that I had prepared before 
pitching to the client. Whilst I knew I would 
be able to see the pitch deck in front of me, I 
wanted to have key points and explanations at 
hand to keep a flow during my presentation.

I feel that the pitch went very well for all 
members of the group. Despite Billy being 
absent for this, he managed to create an audio 
recording of his pitch, which Daniel played for 
the clients.

Looking back, I am happy with how I presented 
my design. It gave me a chance to put my 
presentation skills to use and I feel that I spoke 
clearly and confidently. Towards the end I 
did start to ramble and quickly wrapped my 
presentation up. This was due to nerves of 
putting my design to the client and ultimately 
opening it up for criticism. 

Even though my design was not chosen as 
the one to go ahead for the organisation, I 
am still proud of what I was able to produce. I  
received some positive feedback of my design 
from the clients. Ann said she believed my 
design represented the organisation nicely 
in a geographical manner. I was very pleased 
to hear this as that was the ultimate goal of 
my design, to represent the networks and 
organisation in a geographical way. Kevin, 
Breige, Marie-Louise and Kevin did all praise 
my design. They felt that Daniel’s design 
represented their vision more fully and that 
was understandable! Daniel had created a very 
strong and geographic design and I can see 
why they were drawn to it.
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The Pitch - Feedback
I was relieved to hear that Adrian and 
Claire were pleased with how the pitch 
went. I now felt that as a team, we stood 
on good ground to enter the final phase 
of the project.

Claire provided us with her notes from 
the pitch through Basecamp. It was using 
this, that we were able to develop the final 
pitch deck as we now knew exactly what 
the client wanted.
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During the class following the pitch, I took 
down notes of the key elements that we 
needed to create for the final design deck 
to submit to the client.

As it was Daniel’s design that had been 
chosen, he became the lead graphic 
designer. 

We split up the jobs that were required 
to create the final deck. I took on the role 
of sourcing a new WordPress theme and 
photographs for the calendar the client 
had requested during the pitch.

At the pitch, the client requested for a 
selection of logos (using Daniel’s design) 
that were of different landmarks around 
the borough. Initially we were instructed to 
come up with 12 designs. However, after 
some discussion with Claire and Adrian, 
we settled on coming up with 6 designs.
I wrote down in my notes some of the 
options we had come up with for each 
town the networks were from.

I spoke with Claire about sourcing quality 
photographs for the calendar and she 
recommended ‘nitourism’. I signed up for 
to the site and picked out 25 photographs 
that were all to do with the Causeway 
Coast & Glens Borough.

Final Design Deck
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Calendar photographs

55 Degrees - Portrush

Children of Lir Sculpture - Ballycastle

Downhill Demesne

Longline Surf School - Limivady

Castle Rock Golf Club

Cushendun Caves

Dunluce Castle

Carrick-a-rede Rope Bridge
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Mussenden Temple

The Giants Causeway

Green Lane Museum - Roe Valley

Ballintoy Harbour

Bushmills Railway

The Glens of Antrim

Magilligan Strand

The Dark Hedges
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Mussenden Temple

Rathlin Island

The Royal Portrush Golf Course

Mussenden Temple

Portstewart Golf Course

Rathlin Island

Whiterocks Beach

North West 200
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Waterfoot

To assist me in searching for photographs 
of locations in the area, I Googled 
“Causeway Coast and Glens”. On 
Wikipedia, I found a list of all of the 
towns and villages that exist within the 
borough. Using this list, I searched for 
photographs of each of these places on 
the content Tourism NI Content Pool 
website. Whilst not every town and village 
had photographs on the website, it made 
gathering photographs for the calendar 
a lot easier and quicker. This way, I knew I 
was putting together appropriate images 
to show to the client.

The reason I only used Tourism NI Content 
Pool for photographs is because they are 
high quality, professional and free. This 
was to reduce costs for the client, as they 
would not have to worry about licensing 
for these images.

All photographs were sourced from:

‘Tourism NI Content Pool’

https://northernirelandscontentpool.com/en
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Diary Mockup

Even though Daniel and Ross were 
handling the mockups and design 
element of the final design deck, I made 
sure to regularly check in with them and 
ask if there was anything I could do to 
assist. On one of these occasions, Daniel 
asked if I could put together a mockup 
of a diary whilst he and Ross worked on 
something else. I was happy to oblige and 
using Photoshop, I produced the above 
mockup. I posted it to the Basecamp for 
Daniel to add it to the final design deck.
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WordPress Themes

As well as sourcing photographs, my other 
task for the second half of phase two was 
to find a new WordPress template. The 
problem with the one I had used in my 
pitch deck is that it did not come with a 
shop function.

After discussing with the team, we agreed 
it would be best to find a premium theme, 
rather than a free one. Daniel explained 
to me that premium themes tend to come 
with more features and the shop functions 
are better optimised.

Theme 1 - Neveda (£23.43)

Now knowing the requirements I was 
looking for, I started searching for a 
premium WordPress theme. I found 
Neveda on Themeforest Envato.

It stood out to me amongst others as it 
retains a similar aesthetic to the one I had 
used in my pitch deck - which the clients 
had said they liked the style of.

Another key reason I selected it as an 
option is the amount of built in pages, 
options and features it boasted (see left). It 
looked like a strong option to use to build 
our WordPress website, so I saved it and 
continued searching to see if any other 
themes would rival it.
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Theme 1 - Razzi (£14.36)

Razzi is the second WordPress theme that 
I sourced. It also fit the requirements. It 
is modern and contains many presets 
and features. With the selection of preset 
builds it contains, creating a website in the 
minimalist style the client wants would be 
straightforward.

Some of the presets.

List of core features

Reviews and ratings for the theme.
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Phase 2 - Communication
Communication with the team

When Daniel uploaded the 
first draft of the pitch deck, I 
wanted to let him know that 
he had done a good job with 
it. I know he had spent some 
time working on it.

I communicated with Daniel 
the list of geographical areas 
that we had discussed in class. 
This was to help us design 
our logos around. Claire and 
Adrian had suggested the 
idea, and so when Claire and 
I discussed the possible areas 
we could use for inspiration, I 
took note of them.
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When it came to creating the 
mockups for my design deck, 
I was unsure how to do it. I 
knew Ross has much more 
Photoshop experience than I 
do, so I asked him if he could 
show me the process.

After chatting on a call with 
him, I was able to successfully 
create my mockups for my 
design and pitch deck. 

I ensured to communicate 
with the team of when the 
pitch had been set, as this 
was a major date we had 
been waiting for and working 
towards.

There was some confusion 
when it came to creating 
our pitch decks. We had not 
discussed which templates 
and how many we were going 
to use. In order to keep our 
decks consistent with one 
another, Daniel came up with 
a template for all of us to 
follow.
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I explained to Ross how I 
created my website mockups, 
as he was unsure of how to 
create this particular one.

Daniel communicated with 
the team to update us of what 
stage the pitch deck was at.

As the pitch drew closer, I 
wanted to make sure Billy had 
his recorded in time.

As Daniel was the one putting 
the pitch deck together, 
I made sure he had all 
components of my deck. 
Whilst I had uploaded my 
design deck to Basecamp 
for him to download it from, 
I forgot to include the link 
to my WordPress theme. I 
rectified this by sending it to 
him through Discord.
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As the time for the pitch got 
closer, I grew anxious about 
Billy getting his recording to 
us, as I did not want him to 
miss his chance to show case 
his work.

Once Billy got his pitch 
recorded and sent over to us, 
we gave it a listen. Thankfully 
for the rest of us, it gave us 
a good insight on how we 
should also conduct  our 
pitches. We made sure to let 
Billy know that he had done 
a good job with his pitch and 
overcoming the fact that he 
could not be present for the 
pitch itself.
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Communication fell silent for 
a few days in regards to the 
final design deck. I tried to 
remind the group that it was 
something we needed to get 
done as soon as possible.

We had a meeting and I took 
note of the key elements that 
needed to be included in the 
final design deck.

During the same call, we 
allocated who would carry out 
each task.

To assist Daniel with creating 
more logos for the final design 
deck, I shared the Wikipedia 
page with all of the towns and 
villages within the Causeway 
Coast and Glens borough 
that I had found. This was to 
help give him ideas of other 
geographical areas he could 
use for the 12 designs he 
needed to come up with.

I updated the team that I had 
fulfilled my task of gathering 
photographs for the calendar.
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Daniel shared some of his 
recent logo designs with us 
and asked for our feedback.
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Daniel asked for my opinion 
for the styling of his logos, I 
suggested that he stick to one 
method for consistency.

As I created the website 
mockups for the final pitch 
deck, I communicated to 
Daniel when I had completed 
these and uploaded them 
to Basecamp as he was the 
compiler.

I made sure to check in with 
the team about the progress 
of the final design deck.
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As I had handled getting the 
WordPress theme, I made sure 
to inform the team when I had 
installed it to the website.

An issue we ran into was 
that certain mockups had 
been missed for the final 
design deck. I called for an 
emergency meeting and we 
went through and found out 
what we were missing. I went 
back to Claire’s notes from the 
pitch to use as a reference for 
what we needed to include in 
the deck.
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Communication with the client

When I had gathered the 
photographs for the calendar, 
I then needed to show them 
to the clients. As discussed 
with Claire, I sourced 25 
photos and would share them 
with the clients and ask them 
to select 12. Then we would 
use these 12 photos to create 
the calendar.

Unfortunately the 
photographs I had sourced 
were not exactly what they 
were looking for. What they 
then requested was not 
possible for us to achieve as 
we were now short on time 
and keeping things tight to 
the brief.
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Claire stepped in and 
informed the client that to 
get the photographs they 
wanted specifically they would 
need to hire a photographer 
further down the line and that 
it would not be possible for 
us to achieve ourselves at this 
stage.

I was glad to receive positive 
feedback from Claire on the 
job I had done at finding 
relevant photographs for the 
calendar. They still served a 
purpose and were used as 
placeholder images for both 
the calendar and the website.
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Phase 2 - Reflections

Looking back at this phase, I found it difficult. 
Coming up with various logo/brand designs 
was a struggle. However, I am glad that I 
managed to work through it. I have more 
confidence in my graphic design abilities and 
this part of the project allowed me to explore 
my creativity in more depth.

I believe that I carried out my share of the tasks 
accordingly and in a timely manner. I managed 
to deliver a range of photographs that fit the 
initial description I was given by the client at 
the pitch, “images that represent the entire 
borough”. 

I became concerned of our time during this 
phase. Pitching two weeks later than we were 
initially supposed to really drove the pressure 
up for the second half of the phase and also 
for the final phase.

I believe as a collective, we thought that we 
had more time than what was really afforded. 
This part of the project has taught me a lot 
about time management, especially when 
delivering for a client.

Looking back, I would allow myself more time 
for completing the logo design stage. This 
is where I lost some time with the project. I 
believe this was due to a lack of confidence 
in my abilities and an oversight of how much 
time we really had to afford. However, once I 
completed this section, I felt I was able to get 
myself back on track with the second stage. 
I completed all of my tasks and did so as 
accurately as possible to meet the deliverables 
set by the brief, my team, the clients and 
Adrian and Claire.

I am very proud of what the team managed to 
produce during this phase! Everyone stepped 
up and completed their share of the pitch 
and final design deck. Daniel and Ross did 
an excellent job at delivering the final logo 
designs and mockups. Billy assisted in sourcing 
templates for the mockups for our pitch decks 
and the final design deck.

Despite the issue of time management, I am 
very happy with outcome of this phase of the 
project.

The Project

The Team
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PHASE THREEPHASE THREE

https://northernirelandscontentpool.com/en
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Purchasing A Theme
8 days after the pitch, Claire informed us 
through Basecamp that we would be able 
to purchase a theme and set up hosting and 
domain on the Monday morning.

We ran into an issue. No one on the 
team had decided who would arrange to 
complete this task.

As it required speaking with Ann directly 
over the phone and I had the most client 
experience, I decided to take charge of the 
situation. I needed to talk Ann through the 
process of purchasing the Neveda theme. 
I was nervous about this task as it involved 
the client paying out money, so I did not 
want to get it wrong. 

After successfully guiding Ann through the 
process and acquiring the Envato account 
details (used to download the theme from), 
I rang Billy and asked if he would phone 
Ann to talk her through the domain and 
hosting process. This part was beyond my 
knowledge and I knew that Billy understood 
it better than anyone else on the team. I 
gave him a quick lesson on how to speak to 
a client (as he was nervous about doing so) 
and passed over Ann’s phone number. After 
ten minutes, Billy confirmed with me that he 
had completed this task.

I updated Claire on Basecamp (see left) so 
that she knew this task had been completed 
and explained that Billy assisted me.



73

Planning the Website

During class of week 10, we had a team 
meeting. We divided up the tasks that were next 
to be completed. Daniel worked on the finishing 
touches of the final design deck; some logos 
needed adjustment and a handful of mockups 
were to be made. 

We decided as a team that Ross would work 
to create and deliver the brand guidelines 
document. We wanted each member of the 
group to have experience of delivering a 
document to the client; for me it was the brief, 
Daniel created the pitch deck and final design 
deck, Ross made the brand guidelines and Billy 
wrote the WordPress manual for the client.

Billy assisted Daniel in gathering the last 
mockup templates that he needed.

I took the responsibility of listing what pages we 
would need to create the website:

• Home Page
• Shop
• Donation Page
• About the organisation
• About the three networks
• Legacy pack page
• Contact Page

Once I confirmed with the team that I had not 
missed any pages, I then assigned who would 
create each page when it came to building the 
website.
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To assist the team when it came to building 
their share of the website, I sketched out some 
wireframes. These were not the definitive 
design for each page but were to act more 
as a guide for how the pages could be laid 
out. My previous experience of working on a 
website always had me creating a rough plan 
of wireframes to guide me. 

I wrote a short description next to each 
wireframe of what the page should include and 
a brief explanation of the layout.

We discussed with Adrian during this time that 
we were having issues with getting the final 
design deck to the client. It was only the night 
prior that we had realised we had missed some 
of the merchandise deliverables. 

Adrian talked us through this stage. He split up 
the load between all of us. He also explained 
that we would need to deliver a document 
during phase three that would contain a 
list of sources the client could have their 
merchandise made.

Once I had finalised and had each team 
member confirm they were happy to create the 
web pages I had allocated them, I created a 
‘to-do’ list on Basecamp.  I set a date for when 
all of the pages should be presentable. This 
was necessary as we had limited time to have 
the first draft of the website ready to show to 
the client and make any changes they would 
request.
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Verifying WordPress

Now that Billy had talked Ann through 
setting up the WordPress domain and 
sorted out the hosting, we now had access 
to the WordPress dashboard.

However, I realised that we were unable to 
begin creating the website as WordPress 
had not been verified. As it was set up by 
Ann, we needed her to click the verification 
link that had been sent to her email 
address.

I spoke with Claire in class about this 
problem and she contacted Ann. By the 
next day I realised that Ann still had not 
verified WordPress and my concern grew. 
This was due to the fact that if WordPress 
was not verified within a certain amount of 
days, then we would lose the domain and 
hosting.

Claire managed to get in contact with Ann.

However, I did notice that even after Ann 
had verified the WordPress account, the 
dashboard still did not allow us to build the 
website.

I was able to rectify this issue by changing 
the account email from Ann’s to my 
university email address. By doing this, 
I was able to re-verify the account and 
we now had full access to the WordPress 
dashboard.
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Broken Theme
This is undoubtedly the largest issue that 
we encountered as a team.

The theme that we had settled on 
(Neveda), unfortunately did not work. 

We needed to import the demo content 
of the theme so that we could restructure 
it and add the Causeway Coast and Glens 
content. After all, that was the purpose 
of buying a theme - for its aesthetics and 
features.

I spoke to Adrian about this issue and he 
reassured me that we would find a solution. 
He suggested I contact the author of the 
theme. With it being a premium theme it 
supposedly offered 6 months of support. 
Unfortunately I never got a response from 
the author (see left for message).

I tried to methodically break down the 
plugins that came with the theme and 
which ones were potentially causing the 
issue with the demo content. We went 
through and disabled each one and 
updated any that needed to do so. Even 
with Adrian’s assistance on this, we were 
unable to get the theme to work. I made 
the call to scrap the theme and that we 
needed to find a free replacement theme.
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Once I had made the decision to scrap the 
premium theme purchased by the client, I 
emailed Claire, seeking advice as to how 
we should inform them of this news.

I explained that we had tried everything 
we could to get the theme to work, but 
unfortunately it was not going to be 
possible.

Claire seemed to understand this dilemma. 
She told me that she would contact the 
client and explain what had happened.
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Broken Theme - Reflections

Reflecting on this issue we faced as a 
group, I take the responsibility. We did not 
take enough time to look through the two 
themes I had presented as options to build 
the website with. Had I looked closer myself 
though, I would have realised that the 
latest of the reviews for the Neveda theme 
highlights that it no longer works. This is 
due to the theme being outdated and 
seemingly no longer receives support from 
the author. We did do everything within our 
ability to try and get the theme to work.

This issue taught me a lesson in looking 
more carefully, even when making snap 
decisions. It was an unfortunate incident. I 
am just thankful that we were able to move 
forward with a new theme and go on to 
complete the website.
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New Theme

As it was imperitive that we found a new 
theme, we all began searching. Daniel is the 
one who found our replacement, the ‘Botiga’ 
theme.

It may not be as feature-heavy as the 
premium ‘Neveda’ had promised, but it fit the 
description:

• Clean
• Block space for images and text
• Had a shop function

While it did not come with a donate function, 
that was something we were able to rectify 
ourselves through the use of plugins.

Now that we had our new theme, we installed 
it to WordPress and could now begin creating 
the website.
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Building the Website
I assigned myself to create the two ‘about’ 
pages. The page to the left is about the 
Causeway Coast & Glens Community Trust.

As these are slightly ‘text-heavy’ pages, 
I split the content up in as approrpiate 
manner as I could. I followed my wireframe 
sketch of utilising alternating image and 
paragraph blocks. I did this to help break 
the content down for reader’s. I aim for it 
to keep them engaged by having an image 
to visually engage them as they read the 
text beside it. The images used are from 
the selection of 25 photographs I had 
previously gathered for the calendar. We 
have used them as placeholders, as the 
client plan to hire a photographer in the 
future to replace them with images that 
they want specifically.



81

The Networks Page

Initially I had assigned Billy and I to create 
this page together. However, after adding 
in my section (CRUN), seeing that it only 
took a few minutes to do, I added the other 
two organisations section also.

Whilst this proved controversial, I spoke 
with Billy and Daniel and we were able to 
reassign him to create the ‘shop’ page.

The logo that had been supplied for ‘BCRC’ 
was very low-resolution and pixelated when 
used on the website. I contacted Claire 
about this and she was able to source a 
much higher-resolution version for me. from 
the client
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An issue we ran into, one day before 
submission, was that the media block used to 
create the home page no longer functioned. 
We spoke to Adrian about this issue and he 
assisted us in our attempts to fix it.

The problem was that we were unable to 
display the images. After many trial and error, 
it proved hopeless and Adrian left us with two 
options:

• We keep working on trying to fix the 
problem.

• We come up with a new design/layout for 
the home page.

After spending some more time trying to fix 
the issue with the media block, I realised that it 
was not an issue with the images, but with the 
media block itself. It no longer linked correctly 
to the images. I discovered this by placing 
a different image block on the page and it 
displayed the desired photograph that the 
other block was supposed to.

Due to our lack of remaining time, I made the 
executive decision to create a new layout. 
Thinking back to Kevin’s comments from the 
pitch, he was complimentary of my website 
theme. He liked that the image and text were 
clearly separated. Using this, I was able to 
come up with a new layout, utilising the image 
block that functioned properly.

Above is the final version of the home page. 
With the help of the team, we refined the idea 
until we were all happy with it.
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Merchandise Sources

Remembering our chat with Adrian about 
what we would need to handover to the client, 
branding, print documents etc. I realised that 
we had forgotten to source places the client 
could take the print files to when they were 
ready to create some merchandise.

While the other team members were busy fine 
tuning the website, I searched for such places.

Above is the document I created for the 
client. I included the necessary information 
they would need to make their decision of 
where to go and for which specific piece of 
merchandise. I attempted to make this as clear 
as possible by dividing the companies into 
categories of merchandise.

I also wanted to source places that were within 
the Causeway Coast & Glens borough, so that 
the client could stay local and also support 
their local businesses; this was to keep in line 
with their own goal of bringing money back 
into the area.
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Stripe Verification
A last minute issue Daniel told me about was 
that Ann had not verified ‘Stripe’. Stripe is 
the plugin used on the website that would 
allow users to donate to the organisation. 

As there was little time left before we had 
to handover the website and files, I emailed 
Claire to seek her advice. I explained that 
we needed to ring Ann and talk her through 
the final set up of Stripe. I wanted to get 
approval to phone Ann , as I  was wary of the 
idea of calling a client out of the blue.

Claire gave us the go-ahead on this. As 
Daniel was the one who had setup the 
donate function on the website, he spoke 
with Ann on the phone and guided her 
through this process.

Unfortunately, Daniel’s phone died during the 
phone call. He asked me to finish the phone 
call off and explain that they themselves 
would need to finish the setup process at 
a later date due to them not having a bank 
account for the organisation at this point. 
Therefore, we could not complete the 
process for them. I rang Ann and explained 
this to her, of which she understood and 
thanked me for letting her know and 
explaining what they would need to do. I 
also explained that we would update the 
WordPress manual to show them how to 
finish off the process of setting up Stripe.

Once I finished the phone call, I emailed 
Claire and Adrian to update them on the 
situation.
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Website Feedback
Adrian and Claire

Once the website was in a presentable 
state, I emailed Claire and Adrian if they 
would like to view it first before we send it 
to the client. They agreed that this would 
be best.

The changes that Adrian suggested were 
to remove the white filter that had been 
placed on some images. He also noted 
that the image files were too large, as they 
took too long to load on his end. Claire 
agreed with Adrian’s feedback.

We took this feedback on board and 
updated the images so that they are no 
longer washed out and are now more 
optisimed for the web.



86

The Client

At this point it was the day of submission. 
The clients had been emailing back and 
forth about changing the text on the 
website. I spoke to Adrian about this as 
I was concerned that with our timeframe 
we would be unable to implement text 
changes on the website so late on.

Adrian advised me to email the clients and 
present them with two options:

• If they could get us the finalised text by 
4pm of that day, then we could make 
the changes ourselves.

• If they could not supply us with the 
final text, then we would include 
instructions of how they can do this 
themselves in the WordPress manual 
(created by Billy)

As shown in the emails above, I presented the 
clients with their options regarding this issue.

Kevin responded and told me that they would 
make the text changes themselves in the 
future.

I was now content that we had resolved this 
last issue.

I was very pleased with Kevin’s feedback:

“Thank you so much for your work - fantastic!”

It was enough feedback to show me that as a 
team, we had successfully completed what we 
set out to achieve for the Causeway Coast & 
Glens Community Trust.
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Communicating with the team

Phase 3 - Communication

I updated the team of my 
progress on the website and 
when I had completed my 
pages.

Daniel pointed out that the 
title of the page was being 
displayed - something we did 
not want.

Daniel attempted to fix this.
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Daniel ended up removing the 
header instead of the page 
title, which was not what we 
wanted. We needed rid of 
the page title, as it looked 
unprofessional if left the way 
it was.

I researched how to remove 
the page title from WordPress 
and a YouTube video 
thankfully pointed me in the 
direction of a plugin.

I installed this plugin, “Title 
Remover”. It added an option 
in the page settings when 
editing the website to remove 
the title from the page. After 
testing it to ensure it worked, 
I went through each page and 
enabled this feature.



89

There was some dispute over 
whether we should have a 
separate page for each of the 
community partners under 
the ‘about’ section. I made 
the point that by keeping 
all three on one page, then 
users would not have to click 
through the website as much 
to find out about each of the 
networks that formed the 
organisation. I was thinking 
about ease of use for the user. 

Ross asked me to send him 
the folder that contained all 
of the images I had previously 
gathered. I uploaded these to 
Basecamp for him.

I sourced  the phone numbers 
of the community partners 
for Ross as he could not find 
them.

I called for meetings during 
this phase when I needed 
to speak to everyone. These 
were useful for each team 
member to check in with 
their progress and to ask for 
assistance if they needed it.
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Phase 3 - Reflections

The project is now complete. The handover 
has since taken place. The last three weeks 
of this phase brought us some of our biggest 
challenges. 

The hardest element to this phase was the 
theme. Once we discovered that it was broken, 
everything came to a halt, as we could not 
move forward with the website until the issue 
was resolved. I can reflect and say that my 
inexperience with WordPress played a part in 
the initial failure of the first theme. I was certain 
that I had installed the theme correctly, only to 
realise it was outdated.

The last three weeks of this project were 
no doubt the hardest. I am proud of every 
member of the group. We all helped each 
other out when needed and supported each 
other. I was greatful when the team helped me 
out with the broken theme issue. We all came 
together on that and even though we were 
unable to resolve the theme itself, we rectified 
the issue by finding a new theme.

The issue surrounding the theme though has 
taught me a lot about the process of finding a 
theme and installing it correctly.

Web design is not something that I enjoy. 
However, I feel that I was able to fully commit 
myself to this final piece for the client. My 
confidence in using WordPress and knowledge 
of it has grown.

The Project

The Team
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FINAL PIECESFINAL PIECES

https://northernirelandscontentpool.com/en
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Handover
The deadline for completing the project was 
10th December (week 12). We had to ensure 
the website and all merchandise files and 
logos were all completed by then.

On 10th December, we had to upload anything 
related to the project in to a bin on Basecamp 
titled ‘Submission’. We then created sub bins 
within the submission folder to appropriately 
allocate each file.

We had set up two main bins within the folder:

Community Partner

This bin contained files such as the edited 
images used on the website, the brief 
document, merchandise sources and brand 
guidelines.

Professional Files

This bin contained the logo and merchandise 
files that are to be used for printing purposes.

To complete this task, we held a team meeting 
on Discord. Everyone added the files and 
documents that they were in possession of into 
the appropriate folder. I uploaded:

• The brief
• Diary (png/Ps file)
• Merchandise sources document
• ‘Read Me’ instructions
• Link to website
• Account details
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Final Reflections

I found this project to be one of the most 
challenging tasks I have completed in my 
academic and working career to date. I do not 
say that negatively, quite the opposite. I look 
back on this project and embrace all that I 
have learnt from it.

It gave me the chance to use the experience 
and skills I gained during my placement 
year and previous years of study. From 
working as part of a team, to managing and 
communicating with the client, to delivering 
meaningful content. I have been able to apply, 
and develop all of these skills and more.

I enjoyed working with the three community 
networks, and of course Kevin! With my prior 
client experience I felt I was able to present 
myself, the team and our work in a way that 
reflected ta high standard. I enjoyed being 
able to practice my client facing skills and 
communication. All of the clients were lovely 
to communicate with both during the pitch 
meeting and through email. I spoke with Ann 
a handful of times over the phone and she was 
always cheerful, positive about our work and 
would thank me for assisting her in sorting out 
verification.

As a team, I believe that we worked well 
together. We ran into some issues, had some 
creative differences, but we managed to 
overcome everything and deliver the end 
product to the client.

I could see our communication improving as 
the project went on and by the end we were 
much more in-sync with each other. This is 
what I like to see when working with a team; 
development. I believe that we have delivered 
what the client wanted and more. I genuinely 
do not think they were expecting to walk away 
with as much content as they have done!

From my previous client experience, I feel 
that the Causeway Coast and Glens were easy 
people to deal with. They appreciated the 
work the team and I have produced. I feel that 
they never asked too much of us and if they 
did request something that was not possible, 
Claire would communicate this to them. To 
which they were always understanding of!

Final Thoughts

The Client
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Time Log
To keep track of our time throughout 
the project, we used ‘Clockify’.

The screenshots to the left show my 
own time log during the course of 
the project.

Total hours = 176

Here you can see the different areas 
my time was spent on and how long 
for each.
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