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Introduction
This module has been a great opportunity 
to work with a local community partner and 
assist them using our design skills. Skills that 
we have accumulated throughout our years 
at university and through work placement 
within the industry.

This module has given me the chance 
to work collaboratively as a team to 
meet the brief of a community partner 
under the guidance of Adrian Hickey and 
Claire Mulrone. Each of these projects 
would require showcasing skills such as 
photography, film, motion graphics, social 
media, graphic design or web design.

The first port of call was to form a team and 
to pick a project. We were provided with 
a variety of different projects all requiring 
slightly different media outputs. Our aim 
was to pick one most interesting to us 
that also fit our skill assets. The two main 
projects that interested us were the Ashton 
Trust Social Supermarket and The Witches 
of Islandmagee project. We felt that what 
we brought as a group would fit the needs 
of these projects well.



Community 
Partner
Ashton is a social regeneration charity, there 
main aim is to support the local North Belfast 
area. They improve the quality of life and 
promote positive change for the people. 

Ashton are creating a social supermarket, the 
plan for this is that the North Belfast community 
can avail of £40 per week of groceries through 
£5 per week membership fee. This membership 
will continue for 12 weeks and then the member 
will have the option of continuing as a support 
volunteer. This means they can still get the £40 
per week of groceries for an increased rate at 
£10 per week, they would also be expected to 
volunteer at the supermarket itself. 

Ashton want to give disadvantaged members of 
the community that are forced to rely on food 
banks more options. This is to give them agency 
to make their own decisions and helps provide 
dignity.

This system is intended to give people the help 
they need and to help them achieve the skills 
and independence to support themselves once 
the membership is complete.

Ashton is interested in a new brand identity for 
the supermarket whilst still being connected to 
the charity as a whole.

And this is where we come in.

“If you do good work for 
good clients, it will lead 
to other good work for 
other good clients”

Beirut 2007



Project 
Specification
Ashton has asked our team to design and build a 
strong brand for their new “Social Supermarket” 
programme.

The main focus of the brand and marketing 
is to remove the social stigma from social 
supermarkets, create a name, tag line and focus 
on building a strong sense of community with 
the local area. They want to ensure that they 
reach a wide target audience across the North 
Belfast area through a mixed media approach 
with posters, videos, photos, social media and a 
website. We will be using yellow as our primary 
colour due to the fact that that is the associated 
colour for community based programmes and tie 
in the Social Supermarket with the Ashton brand

the deliverables 
•	 New Visual Identity
•	 Branding
•	 Motion Graphics
•	 Website
•	 Video/Photography

skills required 
•	 Adobe Photoshop
•	 Adobe Premier Pro
•	 Adobe After Effects
•	 Adobe Illustrator
•	 Wordpress, HTML, CSS



meet the 
team
Anna Heasley
I have just spent a year on placement with the PSNI 
specialising in Videography and Photography. I am 
very skilled in:
• Video production using a variety of equipment
• Editing video using Adobe/Final Cut Pro
• Photography for print and magazines
• Motion graphics
• Graphic design

Mark Murphy
Mark has done a year’s placement with Ulster
 University as the Magee campus’s Digital Heritage 
and Learning City Coordinator. He is very skilled in:
• Web Design
• Graphic Design
• Motion Graphics
• Video including 360° production
• Video editing including 360° footage

Reece Foy
Reece did some freelance work with Exsto gym, he 
specialised in producing video and social media con-
tent. His talents include:
• Video editing and Photography
• Digital design
• Web design
• 360° video production
• Motion Graphics



The Initial 
Meeting

Our first team meeting with the 
community partner was on the 29th of 
September, we met along with Claire 
Mulrone the CEO of Ashton Joanne, and 
her colleague Christine. This meeting 
covered a more in-depth explanation of 
the social supermarket and what they 
wanted for it. They emphasized the 
importance of giving dignity back to the 
people and giving them agency. The aim 
of the supermarket is to provide other 
options for people who are disadvantaged 
and relying on food banks. 

Once the explanation had been discussed 
there was an opportunity for us to ask 
the community partner some questions. I 
enquired about how they had mentioned 
they wanted some separation from the 
Ashton brand, Christine then explained 
they would like it to be a separate name 
and look because some of the local 
community may be more inclined to go if 
it isn’t obviously a charity run shop.



Notes from 
the Meeting





Research
Shortly after our initial meeting with the 
community partner they kindly sent us 
through some extra documentation that 
we could read through that clearly detailed 
everything we needed to know about the 
supermarket.

We were sent through the Social 
supermarket Pilot Screening Programme 
and  the North Belfast Social Supermarket 
Position Paper. At this point as a group we 
had decided to each read through these 
documents as we knew they would be 
valuable.

“research should be an 
integrated component 
of the creative design 
process, rather than 
isolated from it”

Hannington 2007



Benchmarking
Category Feature S Mart Food Print Company Shop 

Group

About No brand 
incorporation

The branding is 
consistent through all 
social media platforms

The branding 
is consistent 
through all social 
media platforms

Visual 
Aesthetics

Style Colour scheme is 
carried through the 
website consistently 
however the 
branding is not bar 
the logo on the top 
left of webpage.

The styling of this 
website is very 
consistent and 
professional looking. It 
appears very clean and 
functional.

The styling of 
the website 
is consistent 
throughout each 
page. Easy to 
read.

Colours Green, White, Purple 
and blue is slightly 
too busy for a colour 
scheme, three 
would work better 
as it would be easier 
to make cohesive

Very simple colour 
palette of white, teal 
and beige which works 
very harmoniously 

Navy, White 
and Grey colour 
scheme, whilst 
this is a clean 
colour scheme 
I think that its 
quite a cold colour 
scheme to use 
for community 
outreach.

Fonts Sans Serif Sans Serif Sans Serif 

Tone Colourful, simple, 
Consistent

Simple, Modern, Clean Modern, Basic, 
Uniform.

Logo Top Left Top Left Top Left

Graphics Simple 
photography, 
photos are not HD

HD photography and 
video

HD photos, videos 
appear slightly 
grainy. 



The Trussel Trust St Mary’s Church Community First Your Local Pantry

The styling 
is consistent 
throughout each 
page within the 
website.

Consistent, simple to 
recognise design with 
an emphasis on the 
use of 2 or 3 columns 
to organise content. 

A consistent colour 
scheme, the actual 
branding appears 
to be quite varied 
and inconsistent. 
The website is filled 
with several different 
layouts, further 
increasing the lack of 
consistency.

Styling of the website 
is kept simple and 
consistent to help 
communication.

White, Green, Red, 
Blue, Grey. The main 
Logo uses a good mix 
of colours and shades 
with green, white and 
grey. The website has 
the addition of red 
and blue. I feel like 
the addition of one 
more colour is fine 
but the use of the 
blue takes away from 
the cohesion of the 
website.

Maroon and White 
Colour scheme. 
The use of the two 
colours helps to 
contrast and define 
each other, while 
keeping the design 
simple. Greens and 
yellows are used for 
highlights in areas.

Green, White and 
Purple colour 
scheme. The logo 
matches all three 
into the one design. 
However, it isn't used 
that much farther 
than the logo and 
website. And even 
then , the website 
uses the colours 
sparingly.

Blue and White colour 
scheme which works 
very well, even if at 
times it appears quite 
empty and cold. . 

Sans Serif Sans Serif Sans Serif Sans Serif

Modern, Colourful, 
Simple

Simple, clean, 
consistent.

Simple, Busy, 
Cluttered

Consistent, clear, 
accessible

Top left. No logo Top Left Top Left

HD photography, no 
videos

High resolution 
photography and the 
use of illustrations.

Mixture of high 
and low quality 
Photography.

Videos and high 
quality photography.



Category Feature S Mart Food Print Company Shop 
Group

Social 
Media

S Mart uses 
facebook which is 
good but a more 
varied social media 
presence would 
work better for the 
brand in reaching 
more people

Food Print has multiple 
different social media 
platforms which is 
great as this gives them 
the biggest possible 
outreach, however one 
to consider is tiktok as 
it is emerging as a very 
popular platform with 
young people.

The CSG has a 
twitter and a 
linkedin page, 
they would 
benefit from 
taking advantage 
of other social 
media platforms 
such as Facebook 
and Tiktok.

Messaging S Mart is clear in 
it's main message 
which is to "tackle 
food insecurity and 
reduce food waste"

Food Print's main 
message is "We 
intercept and 
redistribute surplus 
food that would 
otherwise end up 
in landfill and is no 
longer fit for sale by 
supermarkets" This 
is clear on the home 
page.

CSG's main 
message is 
"Corporate Surplus 
Responsibility." 
which is stated 
consistently 
throughout their 
website and 
socials.

There is no 
consistency 
between the brand 
aesthetics and the 
posts it makes

There is good 
consistency between 
the brand aesthetics 
and the social media 
account such as 
keeping the company 
colours and using the 
logo.

Their social media 
accounts are 
consistent with 
the message 
they are trying 
convey and the 
companies main 
aims.

Score 45% 91% 72%



The Trussel Trust St Mary’s Church Community First Your Local Pantry

The Trussel trust has 
both a facebook and 
twitter page, both 
have a wide reach.

St Mary's Church 
uses a Twitter , which 
could take more 
advantage of using 
additional platforms. 
Additionally the 
charity could match 
the Social media 
branding to its 
established website's 
branding and colour 
palette.

Community First 
has both a Twitter 
and Facebook page. 
Both social platforms 
share branding but it 
is limited to a main 
logo, with most posts 
being reposts or for 
one of Community 
First's children 
organisations. 

Your Local Pantry 
uses Twitter and 
Instagram platforms 
in it's marketing. 
Each of the individual 
Pantries under the 
group each have their 
own Facebook pages, 
which helps diversify 
and personally cater 
content to particular 
stores. However, 
despite its wider 
reach, it doesn’t 
appear to have much 
followers on either 
platform. 

The Trussel Trust 
main aim is to "Create 
a uk without the need 
for foodbanks" 

Clear message of "A 
hopeful community 
of people, of all 
faiths and none, and 
a place of Christian 
worship, mobilised 
to break cycles of 
poverty, injustice and 
isolation."

Clear messaging of 
"Provide services 
and support to 
#communities 
#charities #SME's. "

Clear message 
of  a "network of 
Community food 
stores", and it's 
goals of  "creating a 
sustainable and long-
term solution to food 
poverty"

Their social media 
accounts have a 
mixture of posts that 
tackle multiple social 
issues.

The website and 
Social media lack a 
consistent branding 
image between 
them. 

Consistent to a point, 
it fails to fully tie 
together all of its 
online presences to 
the one cohesive 
whole.

All branding across 
the social media and 
website are very 
consistent in their 
use of layout, colour 
palette and graphics.

54% 70% 52% 78%



Category Feature S Mart Food Print Company Shop 
Group

Aesthetics Brand No brand 
incorporation

The branding is 
consistent through all 
social media platforms

The branding 
is consistent 
through all social 
media platforms

Identifiable 
Target 
Audience

No identifiable 
target audience

No identifiable target 
audience

No identifiable 
target audience

Social Post Rate Multiple posts a 
week

Multiple posts a week Multiple posts a 
week

User Yes Yes Yes

Followers <20 likes and <5 
shares per post

Facebook: <30 likes <5 
shares Twitter: <20 likes 
<5 shares Instagram: 
<40 likes <5 comments

Twitter: <8 reposts 
>2, <10 likes 
Linkedin: < 65 
Likes >20 per post

Technical Link to 
Website

Yes Yes Yes

Contact 
Details

Yes Yes Yes

Score 57% 71% 57%

 Social Media



The Trussel Trust St Mary’s Church Community First Your Local Pantry

The branding is 
consistent through 
all social media 
platforms

No brand 
incorporation

The branding is 
consistent through 
all social media 
platforms

The branding is 
consistent through 
all social media 
platforms

No identifiable target 
audience

No identifiable target 
audience

Target Audience is 
identified in intro.

Target Audience is 
identified in intro.

Multiple posts a week Posts are uploaded 
with no set schedule 
and with long gaps 
between postings

Posts uploaded in 
bursts with large 
gaps between post 
times.

Multiple posts a week

Yes Yes Yes Yes

Twitter: <100 reposts 
>20 <100 likes >10    
Facebook: <100 likes 
>20  <80 shares > 0 
per post

Twitter: <8 reposts, 7 
likes

Twitter: 772 Followers  
Facebook:884 likes

Twitter: 828 Followers  
Facebook: 3359 
Followers  Instagram: 
117 Followers

Yes Yes Yes Yes

Twitter: No  
Facebook: Yes

No No No

57% 30% 60% 60%



Category Feature S Mart Food Print Company Shop 
Group

First Aesthetics Uses hero image 
of the social 
supermarket to 
show exactly what 
they do and provide.

Use of video on main 
screen, very eye 
catching and intriguing, 
colours in the video 
compliment colour 
scheme

Uses a huge image 
of the world, 
bisected with a 
plate of food and 
mentions their 
idea of surplus 
redistribution.

Identifiable 
Target 
Audience

On home page On home page On home page

Identifiable 
Main Aim

On home page On home page On home page

Look and 
Feel

Responsive Yes Yes Yes

Content 
Positioning

Centred with white 
spacing on each 
side. The website is 
consistent with no 
errors.

Centred on a white 
background, consistent 
with no errors

Centred with white 
spacing each side. 
One image on 
the homepage is 
bleeding into the 
white space.

Body Text 
Font

Sans serif Sans serif Sans serif

Logo 
Placement

Top left Top Left Top Left

Image Not HD HD HD

Technical Yes N/A Yes

Analytic 
Tools

Google Analytics Google Analytics No

Donation 
Payment

Yes No No

Main Menu Click Through and 
rollover

Click through and scroll Click and rollover

Sitemap Yes in footer Yes in footer Yes in footer

Website



The Trussel Trust St Mary’s Church Community First Your Local Pantry

Hero image in landing 
page and good 
balance of Colour 
palette and clean 
space to make it 
open and inviting.

Hero image in landing 
page and good 
balance of Colour 
palette and clean 
space to make it 
open and inviting.

Image Slider 
to represent 
“Community” and 
Landscapes

Image Slider of the 
local communities 
and support work.

No On home page On home page On home page

On home page On home page On home page On home page

Yes Yes Yes Yes

Centred with white 
spacing each side. 
Consistent layout no 
errors.

Main Image with text. 
Spaced out

Main Image with 
Text. Some body 
content is squashed 
together and at times 
hard to ready.

Main image with text. 
All content is well 
spaced out

Sans serif Sans serif Sans serif Sans serif

Top Left No Logo Top Left Top Left

HD HD HD HD

Yes No No Yes

No Google Analytics Google Analytics Google Analytics

Yes No Yes Yes

Present at the top 
of the page. Click 
through and scroll.

Sticky Navbar with 
dropdown menus 
when needed.

Fully Exposed Click 
Though

Rollover Dropdown 
menu

Yes in footer No No Yes in footer

No No No Yes



Category Feature S Mart Food Print Company Shop 
Group

Contact Us 
Availability

Exposed in the 
header

Exposed in the 
header

Exposed in the 
header and Navbar

Content On Home Page On Home Page On Home Page

Evidence 
of 
Outdated 
Content

None None None

Social 
Media 

Links in header and 
footer

Links in header and 
footer

Links in header and 
footer

FAQ 
Section

In main menu In main menu None

Privacy 
Policy

None None Link in Footer

Load Time 0.92 2.3 1.76

Email None None None

No No No

No. of 
Languages 
other than 
English 

None None None

Font 
Readability

Yes Yes Yes

Accurate 
Headings

Yes Yes Yes

Distinct 
Links

Yes Yes Yes

Alt Tags No No No



The Trussell Trust St Mary’s Church Community First Your Local Pantry

Exposed in header 
and footer

Exposed in Sticky 
Navbar and Footer

Exposed in Navbar 
and Footer

No

On Home Page On Home Page One Click away On Home Page

None None Broken image in 
footer

None

Links in header and 
footer

Links in footer Links in header and 
footer

Links in footer

None None None In main menu

Link in Footer Link in Footer None Link in Footer

2.37 1.27 1.47 1.14

Yes Yes None None

No No No Yes

None None None 28

Yes Yes Yes Yes, text size 
controllable

Yes Yes No, some sections 
are unclearly labeled. 

Yes

Yes Yes Yes Yes

No No Yes Yes

No No No Yes, option for 
contrasting colour for 
colour blind users.
 



Benchmarking 
summarised
We examined seven similar organisations and 
we benchmarked them looking at the following 
different categories, visual identity, social media 
and their website, this has resulted in the following 
findings.

The Food Print website and branding is modern, 
consistent and elevated, it fulfils the expectation 
from a company/ charity of this size. The brand 
aesthetics are very strong rating at 91%, they are 
cutting edge with how effectively they utilise their 
colour scheme to be harmonious and appealing
to the user. Despite how strong this company ranks 
visually there are some factors that let it down, one 
being the functionality of the website. It would be 
improved significantly by adding in accessibility 
features, this is very important as it would be 
making an effort to include members of the local 
community they are trying to help. This could be 
as simple as adding in Alt tags, or changing colours 
when links are clicked. They could also improve on 
their social media outreach, they do use multiple 
platforms which is great however it might be 
beneficial to move onto apps such as tik tok as 
this is new and very popular with young people. 
Food Print is a great example of a successful 
social supermarket with fantastic brand aesthetics 
however there is room for improvements. There 
are several aspects of this brand that we would 
like to incorporate into our own work, we will seek 
inspiration from where they succeeded, majorly 
on the visual aesthetics side of things and we take 
note of their downsides such as lack of accessibility 
so that we don’t make the same mistakes.

www.foodprint.io   74%



The Company Shop Group displayed many 
contemporary features that we would expect to see 
on a website with a large organisation. The layout is 
well constructed and the sticky nav bar at the top 
ensures easy navigation for any user that visits the 
site. The sliding gallery that can also extend is a nice 
modern feature. The main issue that is present on the 
homepage is the image bleed in the surplus solutions 
box. I feel like while the logo is concise, the overall 
colour scheme is quite cold and doesn’t reflect the 
warmth
or feel of a community driven business. They have 
decent reach on Twitter but are hampering their 
online growth by using the likes of LinkedIn instead 
of Facebook. They would also benefit from checking 
the quality of footage uploaded and adding more 
accessibility to their site such as a text editor or make
it available in other languages. One of the main 
aspects of this brand that we like and would want to 
incorporate is the modern, contemporary feel and its 
ease of navigation. We seek to improve upon what 
they have already created.

www.companyshopgroup.co.uk   63%
The Organisation Your Local Pantry has a very strong 
branding behind it which it makes full use of in both its 
website and social media platforms. This is especially 
important as it really has multiple children’s socials 
for each Pantry under its control and the branding 
continues throughout as to link them all together. 
While the colours are a bit simplistic and partially cold, 
it is used elegantly to get a large amount of mileage 
out of the colour use. One of the most important 
sections of the YLP web presence is its inclusion of 
Accessibility tools to help match several problems a 
user could have, including colour change for colour-
blind people and a host of different translation options 
that work throughout the website. It particularly helps 
to connect and communicate to its wider audience 
that may not be as fortunate to know a single language 
or may have difficulty using technology. Social media 
in addition is regularly active and features one social 
presence for the main parent company (Twitter and 
Instagram), in addition to the individual social media 
owned by separate children pantry within the group 
(Facebook). This model helps provide information 
both on a national level as well as crafting individual 
streams for a particular Pantry service. This was our top 
performing website and it definitely shines in terms of 
accessibility, there are so many different features to 
help people use this website and that is something we 
definitely want to include in our own work.

www.yourlocalpantry.co.uk  82%



The S-Mart Social supermarket website and branding 
is functional and does convey the correct information 
across. However the aesthetics and features could be 
elevated significantly. S-Mart performed best when 
being assessed on the website, it suffers however 
when you take into consideration the company’s social 
media. The company would be able to encourage 
more user engagement if they had accounts on various 
social media platforms, by having one they are closing 
themselves off to a huge audience. Another area S 
Mart could improve upon is their visual aesthetic as 
a whole, they scored a disappointing 45%, the logo 
and associated colour scheme is okay but could 
be improved, the idea is good but the execution as 
whole could be better. To improve the execution of 
the visual aesthetic S Mart need to modernise their 
website by including more interactive features and 
some accessibility features such as adding translation 
options, they also need to make sure all their graphics 
are HD ready, they could also try to include their 
branding in their social media posts to get it more 
consistent.

https://www.s-martscot.com/  59%
The Trussel Trust has a very strong brand and logo 
behind them, their webpage is consistant throughout. 
The addition of more colour to the website breaks the 
cohesive feel between the brand and the site. Unlike 
some of the sites analysed there doesnt seem to be 
any obvious bugs with the site itself. However, The 
website itself whilst trying to be as informative as 
possible has a massive amount of information within 
it. this maybe overwhelming or confusing for any 
users visiting the site. They could benefit from a more 
minimal colour palette and perhaps condesing some 
of the information. They have a great social media 
presence that spans across facebook and twitter with 
thosands of followers. However I feel like their core 
aim of ending food banks would be better descibed 
as combating poverty as they seem to track multiple 
social issues that fall under that catagory with a focus 
on food poverty. They could also implement more 
accesibility features such as, being able to change 
languages, a colour blind feature or some alt tags for 
text to speech.

https://www.trusselltrust.org/   58%



St Mary’s Church has a strong mix of very good 
design in the design of it’s website, while also 
facing heavy weaknesses though a lack of overall 
branding and scoial media pressence. The website 
makes good use of a colour palette to set up  the 
beginnings of a brand for the organisation, with the 
colours helping to contrast and draw in tthe viewer. 
In addition , the use of illustrations help immensely 
with communicating clearly with the viewer about 
the website’s content.However, despite the colour 
palette, the organisation lacks any clear and distinct 
branding with the lack of a logo or set layouts. 
This is seen immensly more with the Social media 
which lacks and true connection to the website or 
organisation in it’s appearance. Additionally, the lack 
of posts on social media damages the ability of it to 
grow and reach out to the commuity it is trying to 
help.

59%
Community First tries to tread the line between 
a coporate style website as well as a Community 
outreach website. It uses a strong links to a central 
logo that continues thoughout all of its platforms. 
However, the use of colour and branding outside of 
the logo remains vaguely inconsistant. With changing 
layouts and cluttered content used in the website, 
the Community First provides a unprofessional feel 
to their online pressence.

48%



The Brief
We began writing the brief for the community 
partner in class, we each took on different sections 
of it as to make the most use out of the time we 
had. I took on the following sections, Community 
Partner, Target Audience, One of the Similar Projects 
(FoodPrint), Time Frame and Meet the Team. I also 
carried out the design of the Brief document and any 
graphic work associated. The images below are the 
final, revised version of the brief we sent to Ashton.





The first version of our brief needed work, 
after applying Adrian’s corrections from 
Basecamp and from class we were able to 
get the document approved and ready for 
send off to the community partner. (It only 
took six versions)

I sent off the document and we received 
feedback from Joanne very quickly letting 
us know everything was good.







Initial Design 
Work

This design was one I made right at the 
beginning of the process not long after we 
had our initial meeting with the community 
partner. 

This design doesn’t work, the font choices 
don’t go together and it is an unwritten rule 
of design to not have white text on a yellow 
background. At this point I was struggling 
to actually develop ideas and create them. I 
was taking the community partner’s ideas to 
literally, just because the shop will be selling 
food doesn’t mean I need to include food in 
the logo. 

“It is very important to embrace 
failure and to do a lot of stuff — 
as much stuff as possible — with as 
little fear as possible. It’s much, 
much better to wind up with a lot of 
crap having tried it than to overthink 
in the beginning and not do it”

Sagmeister



I actually quite like this 
design, even though I am 
aware it doesn’t fit the 
brief.  I like the typeface 
that I picked for this but 
it doesn’t suit the idea 
of a supermarket. I also 
think that the yellow paint 
splodge background doesn’t 
fit either, it makes it seem 
like People’s Pantry is 
something to do with art 
or a play group rather than 
a community foodbank. I 
think that this was a good 
start but I clearly needed to 
develop my ideas further.



This idea never got fully 
developed. I got it to a 
point and then I didn’t know 
how to take it any further. 
I think that it potentially 
could have looked quite 
nice I just don’t think I had 
the skill to take it to the 
next level. I like that it was 
out of my comfort zone and 
I think the idea itself had 
potential. 

I also think it’s good to 
know where to stop, if you 
aren’t making any progress 
it is better to move on and 
try something else.



This was definitely the most 
polished idea I had before I made 
my top three designs. You can 
clearly see the progress I made 
from the beginning of the design 
process to the logo that I took to the 
community partner for the pitch.

I like that this logo is simple, it 
represents Ashton holding up the 
community. I think it is simple and 
effective and the main typeface 
and colour scheme is nice. The 
only problem is “The” doesn’t realy 
match in with the rest of the design. 
Some feedback from Adrian as well 
was that designs can sometimes 
be more effective if the text can be 
within it rather than beside it.

“designers actually can 
change the world for 
the better by making the 
complicated simple and 
finding beauty in truth.”

Beirut 2007



Design Work
At this point in the process we began 
working on our designs to meet the brief. 
I knew from the get go that I wanted to 
completely change up the name to take 
it away from Ashton. I wanted to give the 
supermarket a completely unique brand 
whilst still being associated with Ashton as 
a whole.

I knew I wanted something short, 
something punchy that would capture 
people’s attention. So to start with I went 
to an online thesaurus and started putting 
in key words the community partner had 
emphasized during our meeting. Such as 
community, local, supermarket, groceries, 
dignity. I then went through the list of 
words to try and find something that fit.

Originally I liked the idea of “District 
Pantry”, I thought that it tied in well with 
the local community and with the pantry it 
was clear what it is. However after thinking 
on it with feedback from friends I surmised 
that the word district wasn’t quite right, 
it didn’t quite fit. So I went back to the 
drawing board and decided that simple 
was best. From here the name “People’s 
Pantry” was born.

I made three finished designs all under 
“People’s Pantry”.

I used a mixture of Photoshop and 
Illustrator to create these designs, I 
personally prefer photoshop as that is 
the programme that we were taught in 
MED109 in first year so it comes the most 
naturally to me.



1.

2.

3.



For this design I was inspired by retro, vintage 
shop signs, I thought recreating something like 
that would give the shop a real homely, wel-
coming feel. The colours I used were to keep 
it consistent with Ashton branding, the colour 
version on the right includes a teal and a yellow 
which are the main brand colours for Ashton. 
The version on the left (the one I preferred) 
used colours from their food colour coding 
scheme, with the dark blue and the gold, with 
this scheme the colour popped more and led to 
a more interesting looking graphic.

At the time when I made this design it was my 
favourite, I felt that it was perfect for the so-
cial supermarket and I was very pleased with 
it. However looking back upon it the feedback 
I received makes sense. After showing it to 
Adrian he felt that it was too difficult to read, 
that the typeface wasn’t right and that I should 
go in a different direction.  When I look at the 
logo now I agree that the typeface isn’t clear 
and readable, and in my mock-ups you can’t 
even make out the name of the supermarket 
in some. I am fond of this design but I can see 
that is flawed and it did not fit the brief for the 
community partner

Reflections

1.



Difficult to read



Difficult to read



2.

Reflections
For this design I wanted quite a cool, youthful 
vibe, I wanted to take the branding away from 
anything that looked too corporate. I think 
that if you keep design informal it becomes 
friendly and welcoming, I think that is what 
Ashton wanted when they were discussing 
the social supermarket so that’s what I have 
tried to incorporate. For the colour scheme I 
have kept this design much simpler than the 
previous one, only three colours per version, 
with yellow and black being the main ones. I 
used a version with the teal again to stay true 
to Ashton’s original branding colours, it is also 
my favourite version of this logo. I used the 
yellow rectangles to create a bit of perspective, 
it also added to the design in that it resembled 
shelving, which connotes the supermarket.

The feedback on this design was more positive, 
Adrian liked the typeface I had used and 
believed this design had the most potential 
but he had some ideas on how I could make it 
better. For one he didn’t like the rectangles at 
the back and thought overall it could use some 
brighter colour. Overall I was happy with the 
critiques, I was just pleased that I was getting 
close to meeting the brief.



too dark



needs to be brighter



3.

Reflections
This was my least favourite design that I created, I do 
like that it is simple, modern, clean. This logo ended 
up being too corporate looking, I don’t think the local 
community would have identified with this design and 
I don’t think it would have stood out. It also just didn’t 
stand out compared to the other two. Similar to the 
previous I used a three colour, colour scheme, focusing 
on yellow, blue and white. This is similar to the Ashton 
colours with a slight separation. I wanted to create 
different options in terms of colour. The concept for 
the design was a person holding up the community 
and supporting them, in this analogy the person was 
Ashton. Ashton supporting the local community.

I think that this was a good effort from me but it 
just didn’t work, I don’t think it really conveys social 
supermarket and I do not particularly like it either.

“It’s through mistakes that you 
actually can grow. You have to 
get bad in order to get good” 

scher 2009







Preparing 
for the Pitch

Out of all of my designs the most preferred one 
was concept no.2, however it wasn’t quite there 
yet. So I took on all feedback that Claire and Adrian 
gave me on that and made a revised version of the 
design, keeping on the good typeface, removing the 
perspective, adding more colour and adding in a link 
to Ashton.

Here is what I came up with.



This was the design I ended up going with, it was the 
preferred colour combination from Adrian and the 
group and it had all the suggested corrections applied 
to it.  I really love how it turned out and I have been 
very proud of how I created this and I do think that 
it met the brief that the client wanted.  Claire had 
asked us to make some more mock-ups to show the 
community partner, such as posters for bus shelters 
and billboards, she also suggested we actually put our 
designs on a shop front so that Ashton can get a real 
idea of what everything would look like.

Next on the agenda was making the pitch deck for 
the group, Reece gridded out the document and I got 
everything assembled and ensured that the design 
was unified, I also organised the order in which we 
were pitching to the community partner.

Now after the design work had been completed it 
was time to get the pitch organised. Claire arranged 
it through Microsoft Teams and it was time for us 
to prepare. I organised two pitch practice sessions 
with Reece and Mark, we would join a teams session 
and put the pitch document on the screen. Each of 
us would take a turn doing our pitch, by doing this 
practice it meant that any problems that arisen would 
be sorted out before the actual pitch.



Pitch Deck- 
My section

One of the things Adrian suggested was using a 
wordpress theme as the base for our web mock-
ups and this made them much more sleek and 
professional



Much clearer and 
more readable 



Use of the brighter colours 
makes it much more eye 
catching and attractive



The Pitch
The pitch went smoothly, 
Reece went first, then 
Mark and ending with 
me. I felt that we all did 
it professionally and that 
overall it was a great job 
and our design work was 
well received.

The community partner 
picked Mark’s design 
overall, however instead of 
“Our Wee Shop” they quite 
liked “The Pantry”. So from 
now on we will be working 
with that name and Mark’s 
overall aesthetic. Claire 
took them through all the 
different mock-ups we 
had compiled to see if 
there was any aspects of 

other work they liked as 
well. They ended up liking 
mostly Mark’s mock-ups 
however they liked my 
poster mock-ups better 
and my shop front better.

Christine also had a few 
suggestions of things she 
would like to see in our 
revised pitch deck such as 
appointment cards, social 
media templates and 
aprons.

Finally to get this 
part of the project 
completed we had 
to compile a revised 
pitch deck including 
any changes the 
community partner 
wanted. I decided 
to take on the 
appointment card 
and the leaflet. 
Mark took on 
creating the revised 
deck to send off.



I found this leaflet mock-up through 
graphic burger, I then filled in the 
content using a mixture of photoshop 
and illustrator

I also found this mock-up template 
through graphic burger, I edited the 
contents using photoshop, I thought 
having a small accessible appointment 
card would work best however Claire 
thought a larger, foldable one would 
make more sense so I adapted it to that 
size.



Revised Appointment 
Cards

I created two different 
versions for the two 
different stages of the 
membership so that 
staff at The Pantry can 
easily differentiate.





The Branding
I tasked Mark with being in 
charge of the branding, he has 
good experience working with 
graphics and since it was his 
design that the community 
partner had chosen it made 
sense for him to work on 
that side of things. He did an 
excellent job getting all of the 
different versions of logos and 
print work ready for Ashton. He 
also made a brand guideline 
document for the client with 
instructions on how to correctly 
use the logo, fonts and colour 
scheme. 

Whenever I was able I helped 
Mark with the odd thing such 
as doing the social media 
templates or helping out with 
the design element of the 
Website guide.



The 
Animation
Originally the plan according to our pitch 
was to record a short video to explain The 
Pantry’s membership process.  However 
Claire and Adrian had some concerns 
about safety due to Covid- 19 so I listened 
to their worries and sent an email to the 
community partner to leave the ball in 
their park. I gave them three different 
options to suit their needs and while 
waiting for their response I made myself 
a list of tasks to ensure my portion of the 
work would be completed on time. I also 
requested some photographs of North 
Belfast from Leo. I knew that no matter 
which option the community partner went 
with a voiceover would be involved so I 
immediately began working on that.



With a little extra prompting from 
Claire they responded with this:

Now that I had a clear idea of where 
they wanted to go with the video I was 
able to start properly planning out my 
next steps, I knew writing the voiceover 
was the important. So I was working on 
this hard trying to get it signed off so I 
could start animation.



The Voice Over
 
Welcome to The Pantry, a social supermarket created 
by Ashton to support the North Belfast area. It is 
a new community initiative based in the Ashton 
Centre.   
 
In the Pantry there will be support from trained 
volunteer mentors to help members of the 
pantry develop skills including budgeting, debt 
management, cooking, nutrition and help with 
advice.  
 
The pantry operates on a membership basis.  Once 
you join the pantry, you pay a weekly membership 
fee of £5. This five pounds enables you to avail of a 
weekly shop of approximately £40 for a period of 12 
weeks. Both food and hygiene products are available 
through the pantry. Members purchase items based 
on their own preference. Items will be colour coded 
according to their value. 
 
Red items are valued between £2.50 and £5, 
members can have up to 3 of these. 
Blue items are valued between £1.50 and £2.50, 
members can have up to 5 of these. 
Green items are valued between 50p and £1.50, 
members can have up to 7 items 
Members can have up to 9 Yellow items 
And unlimited Gold items 
 
Once members have completed the initial 12 week 
programme they can extend their membership to 
become a support volunteer. Support volunteers can 
still be members of The Pantry but their membership 
will increase to £10 a week for £40 of groceries. 
 
Support volunteers will be encouraged to play an 
active role within the Pantry helping families help 
themselves through community support. 
 
Find out more at ashtonpantry.org 
#SupportingNorthBelfast



After getting the voiceover script signed off 
Leo kindly sent me a recording of one of the 
staff reading from the voiceover. So I took it 
into premier to try and get the sound quality 
improved. Once I had achieved that to the best of 
my abilities I began working on animating.

The first thing I have done 
for the animation is animate 
the logo, I wanted to use the 
logo to open up the video and 
to close it. I decided to go 
with something simple and 
thankfully with the experience 
from both my placement and 
my motion graphics module I 
was able to do this effectively. 
The different parts of the 
logo animate in and then fade 
away as the voiceover says 
“Welcome to The Pantry”. 
Once I had this done I sent it 
to Reece and Mark to see what 
they thought.



As we get into the voice over I have the text 
fade onto the screen by character in time 
with the audio. I decided to use the same 
font Permanent Marker that is used in all of 
the branding for this project. The coloured 
rectangles follow the text in, I did this to 
add some perspective and to make it more 
interesting to look at. Since I wasn’t able to 
use video I animated the photographs in the 
background. I changed it up each time so that 
it would remain interesting to the viewer, 
some images zoom in/ out slightly, whilst 
other move to the left/ right. This is done 
consistently throughout the whole animation.

For this section I had the sticker mock-ups 
appear in the animation to help explain the 
colour coding system. The sticker appears in 
through increasing the scale and then rotates 
using 3D animation. This is something that we 
covered in Motion Graphics.



Leo responded with this feedback which was great, 
I was super pleased that he was happy with it and 
it was just a small change that was required. I went 
back into After Effects to get that sorted and gave 
everything a final look over to make sure that it was 
to a good standard. I exported two versions, a higher 
quality and a lower quality one, I also exported the 
logo animation by itself so that they would also have 
access to that.

Leo’s changes 
applied



the website
The website is mainly Reece’s job 
however Mark and I helped get the 
hosting and domain name sorted, 
we got them linked together 
and ensured that everything was 
working. We had also contacted 
the community partner regarding 
log in details.

Reece then took on the rest of the 
design and creation of the website 
through wordpress. He made sure 
to keep the design consistent 
to what we had pitched to the 
community partner and was open 
to any feedback. Reece also wrote 
most of the content for the web 
documentation. I wrote a small 
section of it regarding how the 
community partner should use an 
app to super impose images into 
templates.





Project 
Management

The main project management tool we have used 
is Basecamp. This website is an excellent way for 
groups to share ideas and documents and get 
feedback quickly. We were able to organise our 
work into different folders that everyone could 
access easily, we were able to get feedback from 
Adrian and Claire. One of the features that I found 
particularly useful was the scheduling feature, 
as we got further into the semester we decided 
to have a weekly catch up meeting outside of 
classes, just to run down how each of us were 
getting on and if there was anyone who needed 
help with anything. I made sure to always make 
a follow up post on our message board just to 
confirm what was covered at the meeting in case 
anyone needed updated on our progress. Myself 
and Mark thought of using the To Do lists early 
on, we gave each member of the group their own 
list so that everyone could see what each other 
were working on, this really helped with getting 
motivated to finish work.



Another key feature of Basecamp is 
the campfire chat. This is an informal 
messaging page that we were all 
able to access and chat into. It was 
really handy when you needed to 
communicate with someone else in 
the group about work

Another way we 
managed this project 
is through Facebook 
Messenger. This is a 
handy way to keep in 
touch as the interface is 
friendlier than Basecamp 
for just casual messaging. 
It meant we were always 
able to keep in touch 
with each other. This was 
especially handy when 
I was having a panic in 
work about the handover 
documents and Reece 
and Mark were able to 
reassure me over text.



Another method of project 
management has been Toggl, this 
website has been immensely helpful 
in tracking our progress, we have 
been able to keep tabs on how much 
work we are doing. As a group we 
have also found Toggl to be quite 
motivating in terms of getting things 
done. It has felt good seeing the 
numbers rack up and it genuinely has 
inspired me to work harder.

Finally, the last method 
of project management 
we have used is Discord. 
Usually we would use it 
for our weekly meetings 
as it is the handiest for the 
three of us. We also use it 
for sharing documents and 
useful websites that would 
be good for each other. This 
is one of our most commonly 
used ones as alot of the time 
when we were just working 
sitting at home we would 
start a call just so we could 
all be working together.



Project 
Timescales

Research: 20

Benchmark: 14

Brief: 30

Design: 120 hours

Pitch: 30 hours

Website: 33 hours

Guidelines: 8 hours

Branding: 35 hours

Animation: 44 hours

Client Management: 30

Production Log: 60 hours

424 hours





Evaluation
Working as a Team

Applying Knowledge and skills

knowledge of social enterprise

Approaching our final year the three of us knew we 
wanted to be in a group for this module. We have 
been in the same class since the beginning and two 
of us had just returned from a placement year. I had 
also worked with Reece before on the Designing with 
Data module. 

Before this project we were already all good friends 
and we knew that we would work well together. I 
do feel that throughout this process we have got 
to know how each person works and been able to 
communicate more effectively because of it. There 
has been challenges and I personally always feel that 
with group work, but if you are working with good 
people who put in their full effort you can’t ask for 
much more.

Throughout this process I have been able to apply 
knowledge and skills that I have acumulated 
throughout my stay at University. I have been able 
to develop my skills in graphic design, by working 
through the creative process and trying to think 
up answers to community partner’s brief this has 
pushed me more than I expected. I was expecting 
to find this project much easier given the work 
experience that I have but every step of the way has 
been challenging and it’s extremely rewarding now 
that it has been completed. I feel that my skills in 
motion graphics, coding, using adobe suite products 
have all increased and been pushed further.

Our modules in Placement and Professional 
Contexts and Preparing for Placement and 
Work Based Learning have truly aided in this 
experience. We were taught different things such 
as project management, time management and 
communication in a work environment. These are 
all skills that I have used frequently throughout 
this process.



Working with a client

final thoughts

I have plenty of experience of working with clients, 
through my placement with the PSNI I was working with 
multiple clients a week on different projects. Because 
I had that experience I have a greater appreciation 
of how hard it can be sometimes. With Ashton it was 
mostly a good experience, the only negative point being 
they weren’t the best at replying to emails in a timely 
manner. I feel with this project being a group work using 
Basecamp really helped us remain organised and up to 
date with everything that was happening. This ensured 
that the community partner was always getting up to 
date, correct information.

Overall I am very pleased with how this has turned out. 
It has been tough at times given that we all have lots 
going on such as part time jobs and other modules, 
but we have all put in a serious amount of work to get 
this completed and to a high standard. I am continually 
impressed with Mark’s work ethic with the branding 
and documentation,  with how Reece was able to get 
the website up and running so quickly and to a high 
standard. I am greatful that I was lucky enough to be 
landed with a great team to support me through this. 
I have tried to be as supportive as possible, always 
helping out when they need a hand, keeping the group 
motivated when we have been stressed and anxious. It 
has all paid off.

We have worked extremely hard on this project (364 
hours) and I feel we have created some great content 
for the community partner. They now have a whole new 
brand for their social supermarket, a great website, 
great graphics and a great animation.

I think we have delivered above and beyond what was 
expected and I’m super proud of my team and so glad 
that we have positive feedback from Ashton.



“Thank you to all 
of you, all the 

marketing materials 
look really well 

and you all put in so 
much work”

Leo Morgan
IT and Communications Manager
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