This unit report outlines and details
the processes undertaken throughout
the development of the FMP and ISTD
projects during the third year of 2025
at UCA University for the Creative Arts.
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Market Research

Competitor Analysis
Industry Research Across Scales

Once the concept for the FMP had been
selected, anin-depthresearch process was
carried out info the plant shops currently
available on the market. Surprisingly, it was
found that the majority of these businesses
focus almost exclusively on the decorative
appeal of plants, or the fruits and flowers
they can produce, without genuinely ad-
dressing why natural plants are fruly impor-
tant for human wellbeing. None of them
seek to inform or raise awareness about
the environmental harm caused by plastic
plants, a sector that benefits large multina-
tional companies and generates significant
profits through their commercialisation.
Today, several brands aim to promote en-
vironmental awareness and encourage
more sustainable habits. However, ifremains
challenging to identify those that genuinely
honour these values. It is widely recognised
that being ‘environmentally conscious’ has

become a frend, one that many companies
have exploited through a practice common-
ly known as greenwashing. This involves bu-
sinesses making misleading claims about
the environmental merits of their products
or services. Brands such as H&M, IKEA, and
Primark frequently market themselves as
sustainable through various campaigns.
Nevertheless, independent investigations
have raised concerns about the frue sus-
tainability of their products, which often fall
short of these claims while continuing to
support environmentally harmful practices.

PATCH PLANTS COMPANY

Although artificial plants do not match the
sales volume of textiles, their production
remains one of the most polluting indus-
tries globally. Notably, the aforementioned
brands continue to participate in and profit
from their manufacture.

¥ PATCH Newin Indoorplants Outdoor plants Pots  Plantcare Businesses  Gifts  Inspiration QA

Decorate your
home with plants

Patch helps you discover the best plants for your space, delivers
them to your door and helps you look after them.

Plants will turn your lounge into a living room. Style a side table with
greenery, like a bushy Boston fern like Bertie or a leafy peace lily like
Pippa. Fidel the fiddle-leaf fig will handsomely frame your sofa,
while a trailing pothos like Lizzie, Rapunzel or David will bring your
shelves to life.

Differentiation

Unique Value Proposition

e s Science of The Total Environment
g elume 0,10 December 2023166083

Chemical characteristics of artificial plastic
plants and the presence of hazardous
elements from the recycling of electrical and
electronic waste

recent stand-out

examples

AKEPA ON JANUARY 23, 2025
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After gathering detailed information
about other brands and how they present
themselves within the market, it became
evident that a new, conscious approach
was needed to raise awareness about the
environmental impact of artificial plants.
These products, produced with chemicals,
dyes and pefroleum derivatives, contribute
to pollution. However, shiffing people’s
mindsetfrequired more than simply criticising
artificial plants — it called for highlighting
a valuable, often overlooked benefit.

Researchrevealed that one of the greatest
yet neglected functions of plants is their
ability to purify indoor air. Not all plants
perform this equally, but many help filter
harmful airborne substances. This led o the
essential question: do indoor air pollutants
actually existe  Understandably, many
might question this, as these pollutants
are invisible and undetectable through
human senses. Yet, numerous studies have
linked poor indoor air quality to a set of

Market Research
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Top 5 NASA-Recommended Air-Purifying Plants
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Snake Plant (Sansevieria Trifasciata)

NASA compiles list of best plants to clean indoor air

July 21,2024

| e

symptoms now recognised as ‘sick building
syndrome’, which can manifest as dizziness,
nausea or feelings of disorientation.

Due to ifs seriousness, NASA conducted
a study to determine how to naturally
improve indoor air quality. The findings
demonstrated that natural plants offer a
simple, safe and effective solution, unlike
mechanical purifiers, which can produce
harmfulby-products. Accordingtothestudy,
plants help eliminate common pollutants
such as benzene, xylene, ammonia,
frichloroethylene and  formaldehyde.

This insight clarified how the brand could
distinguish itself — by raising awareness
of the health risks posed by indoor air
pollution and offering a natural alternative.
Promoting the use of live plants not only
reducesthe environmentalharm caused by
artificial ones but also enhances individual
wellbeing through cleaner, healthier air.
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Prototype for User Testing
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Touching up photoshop effects
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Prototype for User Testing

Creating my first prototype picture

Market Research

Idea Dump

Initial prototypes were developed based
on the concept in order to gather feed-
back from peers, while also offering input
on their projects. Two initial poster ideas
were proposed: one delivering a more
ironic visual message, and the other pre-
senting a demonstration of nature using
plastic. Both concepts served as valuable
inspiration for shaping the final outcomes
of the poster designs. The combination
of working with ironic elements, natural
components, and applying Photoshop
effects such as threshold adjustments,
helped fo establish a solid and coherent
visual direction for the brand’s image.
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Audience Analysis

Persona Personality Traits
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Audience Analysis
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Participant Persona

Name: Carlos
Age Group: 23
Sex: Masculine

Location: Central London
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Pain Points: Carlos tends fo avoid to-
day’s problems and shows considerably
less concern for environmental issues. He
prefers to have things done for him and is
generally reluctant fo put in much effort.

Personal Description:

Carlos is a young man, 23 years of age,
whose greatest passion is playing the
guitar in a band with his friends. He still
lives with his parents, though he differs
greatly from them; while they strive for
perfection in everything they do, Carlos
actively distances himself from that
approach. His mother keeps the balcony
filled with plants, but he has never shown
any real inferest in them, having grown
up surrounded by greenery. However, to
decorate the space where he keeps his
instruments, he has chosen to buy several
artificial plants.

How will Carlos discover the brand?

Carlos often visits the city cenfre near
where he lives, and one day a poster
featuring an ironic message immediately
catches his attention. Af first, it makes him
laugh, but it soon sparks curiosity about
the meaning behind it. He searches for
the brand on Instagram and comes
across Vida, where he learns about the
message hidden behind the campaign.
The concept resonates with him, so he at-
tends the event to get a T-shirt featuring
the design, which complements his perso-
nal style. As a result, several of his friends
take notice and ask him for one too.
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Audience Analysis Audience Analysis

Exhibition User Testing

Exhibition User Testing

FAILED EXPERIMENTS

In this section, | showcase the initial work | developed while trying to
g visual pt with i These are failed attempts, as

their development helped me realise that this wasn't the direction

| wanted to take in my design—it didn't align with my message.

INTERACTIVE
SECTION

Creating the interactive game

% @ willf, yout wew
a  GETFO0D
FREEZER

Coke brightens
every bite

/MR
At first, | thought my approach would be more impactful if |
“criticised” plastic plant consumers. | chose this theme for the
posters because they depict various women looking incredibly happy
while promoting the product they're holding. However, as soon as |
started editing, it didn’t take me long to realise that the message
| wouldn't come across clearly at all.

To carry out my first “experiments;” | took several photos of
natural plants, playing around with different angles and a
plastic sheet. Afte taking muliple shots, I realised the plastic

- didn't work well, so | created the plastic effect in
Photoshop instead.

In the first design, | tried to mimic a plant being crushed under
plastic film, visually conveying the idea of natural plants
being replaced.

In the second poster, | highlighted different plant selections,
as | wanted to emphasise what is truly natural.
The concepts are well-developed, but | feel like | haven't quite
conveyed the message | want to communicate. Most likely,
these ideas will serve as inspiration to create something
entirely new and improved.

VIDA

The exhibition day proved highly beneficial
for the development of the project.
Taking advantage of having the entire
class gathered, an interactive game was
devised to demonstrate the construction
of the logo. At that stage, the symbol for
the brand had been created, although
it still required shaping into the form of a
letter V. As this was not immediately clear
in its visual reading, the simple addition of
two triangles successfully gave the symbol
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WORKSBEST v X 4 models below and replicate them!

LOGO CONSTRUCTION
Figure out how, just by using a
- b, \ 4 couple of triangles, we create aV
ANXTHEONE ' g h B i in the symbol. Look closely at the
o ) s

VARIATIONS OF THE LOGO

% I DA DESCRIPTION: LIFE = VIDA (SPANISH)

connects with its most valuable

function: providing us with axygen through photosynthesis. This process takes place through the tiny veins

found in each leaf, which inspired me to shape my symbol and its graphic elements.
they dorit die and always look good”

see them, we don't worry about them?

Plants not only produce oxygen but also purify the air by absorbing harmul pollutants. In 1989, NASA

air quality i iseinil acondition known as *sick buildi 3
covin, is i ‘tsee or smell
it. Itis recommended to have at least one of these plants in every indoor space to eliminate this concern.

The study analysed different air pollutants, plant characteristics, and how easy they are to find on the
market. Yet, many people are still unaware of this issue and prefer 1o buy plastic plants—which harm the

environment due to the chemicals and petroleum used to produce them—rather than choosing a natural plant

I VI FTl 91 91 et ! i ; o torar y
proves their well-being, This is why Vida will use a strong visual campaign to raise awareness of this
DA DIN DA DA e casiorfor Kinprogress)

FALED DXPERIMENTS.

the desired V shape. It was particularly
rewarding to observe people engaging
with the puzzle concept. The exhibition
also served to clarify the final structural
direction for the logo design.

Reel LINK:

https://www.instagram.com/reel/
DIRWa71MYén/2utm_source=ig_
web_copy_link&igsh=MzRIODBINW-
FIZA==
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Audience Analysis

Vida Survey

How can Graphic Design encourage a
more Natural approach to Plant
Consumption?

Artificial Plants: a silent yet constant source of harmful waste.
[Una fuente silenciosa pero constante de residuos contaminantes.]

Plastic production is one of the most polluting industries on the planet—not only because
of its heavy use of fossil fuels, but also due to the significant damage it causes to the
environment. The production of artificial plants makes up a large part of the problem, as a
single fake plant is made up of over 95% plastic. According to market data, one artificial
plant is sold every three seconds worldwide.

Vida was created with the aim of promoting the natural over the artificial. Its purpose is to
raise awareness and show how easy it actually is to care for a real plant, replacing all
these plastic alternatives. How? Backed by a NASA study, Vida uses an app to help people
access five low-maintenance plants that also help purify the air by removing the
thousands of pollutants floating around in indoor spaces—things we can't see or smell,
but that seriously affect our health.

Audience Analysis

Vida Survey

Market Research

How old are you?

19 respuestas

Are you aware of how harmful plastic is for the environment?

19 respuestas

® 1625 @ Yes
@ 2640 @ No
41-55 Some
® 55+
84,2%

Do you have fake plants in your home, office, or shop? Did you know that plants can actually improve your quality of life?

19 respuestas 19 respuestas
® Yes ® Yo
@ No

artifici

@ | di
15,8%
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Organisation of the content to be presented in the survey

If we told you that every 3 seconds an artificial plant is bought, and that their
production is one of the biggest pollutants on the planet, would it make you
reconsider?

19 respuestas

@ | don't have fake plal
@ Absolutely
No

If you were offered the chance to install an app that makes caring for a real ||_:| c
plant simple and quick, would you go for it? (You can scan any artificial plant

you're interested in, and the app will suggest a natural alternative that's easy

to look after and great for your health.)

@ Fair enough
36,8% @ Maybe
No
@ Itwould be amazing!

19 respuestas

/ 4

_ﬂ\ Yore 1S Mo esn
- he Ru '_‘[__b o

Identifying user needs is essential to offering
effective solutions through a brand. To support
this, a survey was conducted before defining
the project’s objectives, measuring whether
the proposed ideas would address real issues.
The survey included an explanation of the
environmental harm caused by plastic
production and the solutions offered
by Vida, followed by a set of questions.
Responses were organised by age range
fo confirm alignment with the target

audience (18-25 years). Results revealed
that although most participants were
aware of the damage caused by plastics,
over half owned artfificial plants. Many
understood the general benefits of plants,
though none knew they purify the air.
After learning about the harmful impact of
artificial plants, all respondents reconsidered
their stance and expressed interest in using
the app fo replace plastic plants with natural
ones and fo receive guidance on plant care.
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Brand Guidelines

Infroduction

This Brand Identity Manual compiles and
presents the visual elements that make up
the identity of the Vida brand. It sets out
the guidelines followed during its creation,
including the use of typefaces and the
brand’s colour applications, specifying how
and when to use the logo appropriately.
The purpose of this manual is to serve as
a usage guide. In doing so, it ensures the
correct and consistent use of the brand’s
visual elements, helping to guarantee a
clear and coherent public presence.

Brand Presentation:

Plastic production is one of the most po-
lluting industries on the planet—not only
because of its heavy use of fossil fuels,
but also due to the significant damage it
causes to the environment. The produc-
tion of artificial plants makes up a large
part of the problem, as a single fake plant
is made up of over 95% plastic. According
to market data, one artificial plant is sold
every three seconds worldwide.

Vida was created with the aim of
promoting the natural over the artificial.

Its purpose is to raise awareness and
show how easy it actually is to care for
a real plant, replacing all these plastic
alternatives. How?2 Backed by a NASA
study, Vida uses an app to help people
access five low-maintenance plants that
also help purify the air by removing the
thousands of pollutants floating around
in indoor spaces—things we can’t see or
smell, but that seriously affect our health.
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Brand Guidelines

Logo Symbolism
Objectives and Values:

Vidais more thanjustanatural plantbrand.
As reflected in its logo, it fruly connects
with its most valuable role: providing us
with oxygen through photosynthesis. This
process happens through the tiny veins
foundin every leaf, whichinspired the sha-
pe of my symbol and its graphic elements.

The brand aims to encourage a more
natural way of living, targeting those
who buy artificial plants “simply because
they don't die and always look good.”

What would you think if | told you the-
re are thousands of pollutants floating
in the air, but because we can't see
them, we don't worry about them?

Plants don’t just produce oxygen — they
also purify the air by absorbing harmful
pollutants. Back in 1989, NASA conducted
a study identifying the five best plants for
removing toxic substances from indoor

environments, after poor air quality in
enclosed spaces led to a rise in illnes-
ses, a condition known as “sick building
syndrome.” Since COVID, these symp-
toms have worsened, as it's something
we fend to ignore because it can't be
seen or smelled. It's recommended to
keep at least one of these plantsin every
indoor space to ease these concerns.

The study considered various airborne
pollutants, the characteristics of each
plant, and how easily they could be sour-
ced. Yet many people are still unaware
of this issue, opting for plastic plants —
harmful to the environment due to the
chemicals and petroleum used in their
production — instead of choosing na-
tural ones that improve their wellbeing.
That's why Vida was created: to raise
awareness of this problem through bold
visuals and smart technologies, helping
people live better.

Inspiration on the veins of leaves
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Sketches for the symbol creation
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Sketches prior to the choice of the brand name
Inspiration:

Vida means “Life” in English. It's a brand
that promotes what's alive, which is why
| needed to create a symbol that could
reflect this message. For its development,
| took inspiration from movements like
Extinction Rebellion, who use two sim-
ple rectangles to express the concept
of “running out of time”. In my case, it
had to be integrated within the logo, so
| started sketching different ideas, frying
fo connect the letter V from Vida with
the veins of a leaf, which represent the
brand’s essence. Originally, the brand
was going to be called “Naturalmente”,
which means “naturally” in English, but
it felt foo obvious and | was looking for
something with more depth. That's how
| arrived at Vida, using the V to suggest
both leaf veins and a lung shape, as my
plants help purify the air.
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Logo Symbolism

llustrator workbench on symbol creation
Initial Ideas before the Construction:

Looking for inspiration from various
photographs showing the veins of a leaf,
along with existing logos that incorporate
leaf elements and the structure of my
V', it was time to move my sketches into
lllustrator and start shaping them properly.
The initial designs were entirely inspired by
leaf veins, but | felt their structure didn’t
visually communicate the message
clearly enough. While developing them,
| was able to get feedback from one of
my futors, who pointed out that it read as
‘Love | D A’ rather than the word ‘Vida'.
It was quite a challenging process, but |
managed o create a design that's clear,
simple, concise and easy to read. Since my
goal was for this word to be recognised as
itis, | needed the logo fo be internationally
understandable, not for its meaning, but
through its form alone.
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Working table on the different colour and shape tests
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Symbol Construction
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K Logo Construction Through Geometry:
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' The logo has been constructed using 36
PEEEE circles or ovals and 4 lines. | followed this
<. structure to shape the letter V into a leaf
form, which gave it a wavy, adaptable
----- ‘ look that works well in any setting.
The straight lines helped me define the
inner space to create the sharp point
* inside the V. The grid in the background
allowed me to keep the proportions of
my symbol balanced. This way, | could
I map out a modular surface based on
the grid’s squares. Later, I'll show what
g the logo’s clear space would be, based
2 on that modular geometric area, which
o I've named X. It's definitely been a cha-
llenge to develop this logo, as any stray
vector point could spoil the silhouette
and lose the message of a leaf (veins)
Ny L and lung (breathing).
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Geometric construction with symbol grid
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Corporate Typefaces
Correct Use of Typography:

Once the structure and form of the symbol
had been established, it was necessary to
select atypeface that would visually com-
plement it and work as part of a cohesive
logotype. The chosen typeface needed
fo meet three essential criteria: it had fo
feature soft, flowing curves that echoed the
lines of the symbol, appear approachable wi-
thout being overly decorative or handwritten,
and, naturally, be free from serifs.

During this selection process, three type
families stood out: Broadway in its regular
style, Bonello Regular, and Century Gothic.
While all three met the requirements | was
seeking, Bonello Regular emerged as the
most suitable. By converting it to vector
format and applying a few adjustments,
| was able to create a visual harmony

Century Gothic

ABCDEFGHIJK
LMNNOPQRSTU
VWXY!Z
abcdefghijkl
mnnopagrstuyv
W XY Z
1234567890
*59-%% " @#

between the symbol and the typeface.
Broadway was eventfually ruled out as
its geometric, sans-serif style felt foo rigid
and proved difficult to adapt. Century
Gothic, however, was retained as a se-
condary corporate typeface, ideal for
documents and taglines due to its clarity,
seriousness, and consistent appearance.

Additionally, | chose not to completely
disregard handwritten fonts (such as Over
the Rainbow), not for the logo itself, but
for the tagline. These typefaces convey
a sense of warmth and informality, which
aligns with my intention of avoiding over-
ly formal, complicated styles in favour of
connecting with my audience on a more
genuine and approachable level.
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Bonello Regular

ABCDEFGHIJRKLMNNOPQ
RSTUVWXYZ
abedefghijkimninopqrs
GUVWXY Z

12345367890

“e?- %8 "@+?

Lroadway

ABCDEFOGHIJEKLMNN
OPQLRSTUVWXY7Z
abcdefehijikimnnop
arstuvwxyvz
1234067890
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Corporate Colours
Correct Use of Colours:

The choice of colour is one of the most
crucial decisions when creating a new
and innovative brand aimed at delivering
a message to people. Colour has the
power to communicate meaning in its
essence, without the need for words.
For this reason, it's essential to make a
thoughtful selection from the outset, rather
than simply opting for a shade because,
for instance, ‘blue is the colour of the sky’.

After conducting a thorough analysis of the
message | wanted to convey, it was clear
that | needed to find a palette capable of
expressing the essence of my brand at a
glance. The project is designed to inform
people through visual play — choosing not
to rely on leaflets filled with text, but instead
using form, colour and visual cues to allow
viewers to intuitively grasp the message.

The colour palette consists of pairings
designed to create strong confrast,
divided into two categories: primary and

vIDA FIDA
VIDA R4A
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secondary colours. The primary shades wil
be applied across all corporate stationery,
providng a clear, sftructured and
professional visual identity. The secondary
colours are infended for the brand’s
merchandising; given that part of the
target audience is younger, these shades
are bolder and more vivid, combined with
black and white to maintain visual balance.

Each combination features a contrast
between a more intense tone and a
softfer one. Within the primary palette,
shades of yellow are used to represent air
— but infentionally without evoking purity.
Instead, these tones symbolise polluted air,
aligning with the core message. In confrast,
greens and blues signify life and vitality.
This juxtaposition is central to the brand’s
narrative, as the vibrancy of nature is
designed fo visually outweigh the presence
of pollution, reflecting how

Vida's plants purify the environment.

Primary:

HEX: #1a7044

R:26 G:112 B:68

C:86% M:31% Y:84% K:20%
PANTONE: 7732 C

HEX: #274b%b

R:39 G:75 B:155

C:94% M:74% Y:0% K:0%
PANTONE: 2935 C

HEX: #82539d
R:130 G:83 B:157

C:59% M:75% Y:0% K:0%
PANTONE: 525 C

67

Brand Guidelines




Brand Guidelines

Tagline
Creating an Effective Tagline:

A tagdline is a shorf, memorable statement
infended to summarise a brand’s value
proposition, reinforcing the message of the
logo through a verbal context. It should
communicate the brand’s essence in a way
thatiseasy torecallandinstantlyrecognisable.

To effectively capture a brand’s essence,
several key criteria must be considered
when developing a tagline: it should be
inspiring, brief, striking, persuasive, concise,
creative, clear and emotionally engaging.
These qualities must be distiled intfo a single
phrase containing no more than five words.

essential to reflect on your brand’s mission,
vision and personality. After conducting
extensive research info how to develop
a successful tagline, | identified these
defining aspects for my own brand,
which in furn helped me consider how to
convey both an action and a powerful
message within a simple, impactful phrase.
In addition fo having a clear sense of
mission, vision and persondlity, it is equally
important to understand what your brand
offers its customers, who your target
audience is, and fo carry out a detailed
study of your competitors.

How to create a tagline
or slogan

OR S LOGAN 223,1K visualizaciones - 2 de se..

EZ  © YouTube > Rock Your Brand®

How to Create a Great Tagline for Your Brand - [4

JUSTDOIT.
HOW TO CREATE — Important Steps]
A GREAT TAGLI'f

S KEVISTERS “m 6,9K visualizaciones - 1 de may. de 2021

YouTube > Elements Brand Management

How to Create a Great Slogan or Tagline - 5 Key Steps

What do | offer to my clients?
Something natural that purifies the
air around you.

Target Audience:

Individuals who regularly purchase arti-
ficial plants. Many believe that looking
after something natural is complicated or
time-consuming. They need to be made
aware of the genuine benefits that come
with owning a low-maintenance natural
plant — benefits further supported by an
app designed to make care even easier.
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Preliminary sketches on ideas

Competitors:

Most natural plant brands focus solely on
the decorative appeal of their products.
As a result, consumer demand for plastic
plants continues to rise, since people re-
main unaware of how beneficial it can
be for their health fo have one of the five
recommended natural plants at home.
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Mind Map for tagline development

69



Brand Guidelines

Tagline
Creating an Effective Tagline:

Following all the guidelines | gathered
during my research, | needed to create
a phrase that would function as a call
to action (CTA), while also capturing
the core value of the brand. After
exploring several possibilities, | narrowed
it down to three options: For a better life,
Taking care of you, and Purify your life.

Initially, 1 chose For a better life, using
the Century Gothic typeface in Bold.
However, over fime | realised that the
message it conveyed felt overly generic,
lacking a clear connection to the brand’s
purpose. For this reason, | eventually
selected Purify your life, as the word purify
carries meaning across multiple contexts.

*IDA

Purify vpur life

WIDA

Purtfiyy vur life

The term purify refers to the act of
removing impurities from something,
whether tangible or abstract. In this case,
plants purify the air, making it cleaner and
healthier — but this simple action also
symbolises the replacement of something
harmful, namely artificial plants. It
essentiallyinvites people to purify theirlives.

Additionally, as Vida translates to Life
in English, the tagline becomes both
direct and easy to grasp. For the final
proposal, | decided fo use the Over the
Rainbow typeface, as it conveys a more
reloxed and approachable feel, whereas
the previous typeface reminded me
foo much of food product branding.

"WIDA

For a better life

WIDA

Purify your life

Mission: To encourage a more natural lifestyle.

Vision: A world more mindful of the environment.

Personality: Vibrant and Cheerful.
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Scalability
Scaled Measurements:

The logo should not be displayed smaller
than 9mm x 2.7mm in print and 34px x
10.2px in digital formats. If it is necessary
to reduce the size beyond these limits,

vIDA

vIDA

vIDA
VIDA

“IDA
VIDA

Brand Guidelines

only the ‘V’ from the logo may be used.
It is essential to respect the designated
reduced versions to ensure optimal
legibility and consistency of the brand.

Vi

DA

hd

YIDA
4|
VIDA DA
Width: 9mm / 34 px
% Height: 2.7mm / 10.2 px %
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Logo Grid
Safe Area:

A protected area has been established
around the logotype. This space must
remain free from any graphic elements
that could interfere with the clarity and
legibility of the brand.

A safety zone equivalent to 2X has been

defined for both the primary logotype
and the coloured version.

I. Logotype

1. Coloured Version

vIDA

2X

72

I. Logo with Tagline

Brand Guidelines

vIDA

Purtfry vur lite

2X

Construction Measurements:

The brand'’s proportions are defined on a
modular surface based on the value of X.
In this way, we ensure the correct scaling

and balance of the brand across any

format and dimensions.

35X

A

11X

Purttry vur life

Y

19X
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Logo Grid Correct Versions
Safe Area: Primary and Secondary Versions:
2. Logotype O=x 2 Coloured version =X Whenever possible, the brand should technical or aesthetic reasons, the

Primary Versions

X be applied using its primary version. In  secondary version should be used.
2X cases where this is not feasible, either for
Purttry vpdwr life

VIDA ¥IDA

Purifry vpur lite

wi
A

2X 2X

Construction Measurements:

) 22X
A %

\

A Secondary Versions

A. DA

74 75
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23X
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Appropriate Applications
Correct Applications:

Maximum visibility, legibility, and contrast
must be ensured across all applications.

When the logo is applied over image
backgrounds (knockout versions), the

Dark Photographic Backgrounds

Ntural efn o
.slm@vtf, tm...

Don’t have an account?

appropriate colour tone should be
selected according to the brightness
of the background.

Light Backgrounds

22:57 il 4G )

VIDA

find the purteet
gt For

the easiest, low-maintenance natural
alternatives that benefit your health
by absorbing harmful air pollutants!
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Incorrect Applications:

The logo has specific measurements
and relative proportions, determined by
principles of composition, hierarchy and
functionality. Under no circumstances
should these sizes and proportions be
altered. All of these restrictions apply
equally to every version of the logo.

Distortion

Incorrect Colour Application

Purttry v life

Reverse Orientation

wogy QWS

Brand Guidelines

Inclination

Incorrect Proportions

Purttry e life

Secondary Colour in Primary Version

Purtfry vur life

77
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Brand Applications
Graphic Elements:

The graphic elements can be characte-
rised as having the same purpose as a
tagline, but conveyed visually. In other
words, the brand’s objectives and pro-
posals are communicated through
graphic resources.

During their development, | made use of
the core concepts behind my brand, re-
presenfing them through vectors so they
could be applied across both corporate
stationery and social media.

The main graphic element used within
the brand’'s corporate identity is the
representation of leaf veins, making a
direct reference to the logo and the
meaning it carries. Secondary elements
include vector representations of the
five plants the brand works with. This
approach allows us to create a wide
range of brand materials and, by com-
bining the appropriate colour palette
with these graphic elements, establish a
distinctive and innovative visual identity.

Rubber Plant

Ficus Elastica
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Brand Applications
Social Media:

Having a presence on social media is
essential for any brand, as it allows you
to communicate your message directly
to your audience. For Vida in particular,

Brand Guidelines

it's crucial to make good use of these
platforms and stay informed about new
frends, as the primary target audience
for its campaign is young people.

Vida - Purify your Life

brand account

Natural can be simply too | Let’s put an
end to artificial plants | Vida Brand
www.VidaPurify.com

Our Plants Aboutus Campaign

Call Email Address Directions

CORCIECEbE
222222441
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Brand Applications
Merchandise Moodboard

When | began developing my campaign
and had identified a target audience, |
needed to consider how | was going o
capture the attention of this young demo-
graphic. It wasn’'t enough to simply create
a mobile app offering them a quick solu-
tion to their problems; | had to find a way
to actively involve my audience whilst deli-
vering my message in a way that wouldn't
feel dull or repetitive. If | presented my
message in the same way it's offen done
nowadays — overloaded with informa-
tion about environmental issues — it was
unlikely to have any realimpact. So, it be-
came clear that | needed to find a diffe-
rent, more engaging way to connect with
them and stand out from the competition.
After carrying out thorough research

and observing my surroundings, | realised
that many of us use clothing as a form
of self-expression. Whether it's through
bold designs or thought-provoking state-
ments, we often identify with something
visually and choose to wear it, allowing
others to see it too. Before starting on the
T-shirt designs, | first conducted a study of
my target audience. I'm not addressing
those young people who are already
aware of environmental issues — instead,
my focus is on those interested in social
maftters, who tend to wear vintage stree-
twear styles. Taking all this into account,
| began developing designs in line with
current streetwear trends, incorporating
striking, double-meaning messages fo
capfture the attention of my audience.

112 (4 [ e-purchased yearbook distribution, May 8 - bookstore

News ~  Features ~  Entertainment ~  Opinions ~  Sports ~

Isabella Johnsen, Copy Editor ~ October 18, 2019

Orchestra concert, May 7, 7-9 p.m.
Past Issues ~

0 Z%SIN (O]

The new generation: How teens use fashion to express themselves

B Wednesday, May 7, 2025

Staff ~ More ~ eans

1 Comment

S
[+
O
©

Research on fashionable designs for young people

Why Are Teenagers So Obsessed
With The Past?

Vintage, Stranger Things, and “Vibes.”

y sadieBrandt 2minread - Aug 28,2022

Remember the 80's? I'm sure some of you were alive then, but alas I was not.
However, in today’s culture, the obsession with “vintage” and anything 80’s

makes me feel like I was.

Modern Teens

Jaden Rust
January 18,2023

Vinyls, film cameras, and 80s fashion.
Parents puzzle as their children ask
for new record players, while having
all the music they need right on their
phone. Why has this wave of
teenagers become encompassed with
old-school items, despite their
impracticality? What does this say
about the future of our cyclical
culture?
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Brand Applications

Merchandise Ideas

During the course, | had the opportunity
to take part in the silkscreen-printing
workshop, for which we had to prepare
an image following a specific set of
guidelines. Even before the workshop
began, | already had the idea in mind o
design a T-shirt, but it was the workshop
that truly inspired the visual style | wanted
to pursue. The learning process involved
in preparing my image allowed me to
discover several new techniques which,
when applied to my designs, helped
shape a clear streetwear aesthetic.
By using the colour selection tool and
adjusting the threshold to convert my
image into black tones, | managed to
create a vintage-style effect—exactly
the look | was aiming for.

84

Silkscreen printing workshop

Brand Guidelines

Video Link:
https://www.instagram.com/p/DIMCt-
QVNB3G/2utm_source=ig_web_copy_
link&igsh=MzRIODBINWFIZA==
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Brand Applications
1. Merchandise Applications

Before starting the design process, it was
essential to establish the core message
to be communicated. To support this,
several potential phrases were drafted
in a notebook, each offering different
creative possibilities. The aim was to
identify a bold, dual-meaning phrase that
would resonate with a streetwear-inspired
aesthetic. The final selection, ‘I want to
be alive’, was chosen for its layered in-
terpretation — referencing both artificial
plants and the popular colloguial expres-
sion used among younger audiences to
express the idea of living in the moment.

Following the phrase selection, meao-
surements were taken from a T-shirt to
determine the appropriate dimensions
for the design. Given the brevity of the
message, a B3 format was selected to
occupy a large section of the back.
The layout was then structured using
guides within the digital canvas, ensu-
ring a clear and coherent composition.

Measurements of the T-shirt

—_—, —

Lw\ L" — ”S>N~”""\
e

]\NI’M ‘{'Q Be AQM 1)

High-quality images of plants were
sourced to complement the chosen
message. Special attention was given
to the Spathiphyllum, a plant often con-
sidered exofic despite its ease of care,
which frequently leads to people opting
for artificial versions. This choice created
a meaningful visual and conceptual link
between the image and the message.

The design itself was developed using Pho-
toshop. The selected image of a Spathi-
phyllumin alarge vase was processed by
adjusting the image threshold, creating a
distinctive vintage-style effect. To ensure the
message stood out within the composition,
the text was duplicated and given a wave
distortion to enhance its visual appeal.

Threshold preparation to adjust the design

Brand Guidelines

As a final detail, the brand identity was
incorporated info the back of the T-shirt
through two lines framing the brand
name, accompanied by an additional
statement: ‘Because plastic harms us
all’. This secondary message reinforces
the concept and offers further context to
those who take a closer look atf the piece.
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Brand Applications

2. Merchandise Applications

methods established for the first piece.
However, this particular design s
distinguished by its use of a bitmap
format, further enhancing its vintage
aesthetic. The chosen typeface, ‘Candy
Pop! FFP’,is notably distinctive and required
custom adjustments to complement the
composition. To achieve this, the text was
rasterised andmanually shapedtointegrate
seamlessly with the figure holding the plant.

For the second design, the aim was to
deliver a playful, accessible message while
maintaining the same streetwear-vintage
aesthetic. After experimenting with various
wordplays, the chosen phrase was “My
real plants take better care of me than
you do”. This, once again, carries a double
meaning — highlighting both the health
benefits provided by these five plants and
humorously poinfingtowardsananonymous
individual, implying that plants often ‘look
after’ us better than certain people do.

Finally, a short brand description was
added to the composition to ensure clear
brand recognition and coherence within
the visual identity.

To visually support the message, the
Pothos plant was selected, as it is the most
effective at absorbing pollutants among
the five featured plants. In addition, vintfage  pre-design sketches
advertising imagery — often characterised

by exaggerated, obsessive facial e
expressions towards a product — served A
as inspiration to create a connection
betweenthe plantandthe humanfigure.
The design process followed the same

Vida was created with the aim of promoting the natural over the artificial.Its purpose is to raise awareness and show how easy
itactually is to care for a real plant, replacing all these plastic aternatives. How? Backed by a NASA study, Vida uses an app to
help people access five low-maintenance plants that also help purify the air by removing the thousands of pollutants floating
around in indoor spaces—things we can't see or smel, but that seriously affect our health.

VIDA

Real image chosen for the design Bitmap-formed design
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Brand Applications
Graphic Advertising

Effective advertising is essential for any
brand, particularly when its primary aim is
to influence public perception. Vida has
successfullycommunicateditscommitment
to change through a distinctive, innovative,
and  visually engaging  approach,
perfectly tailored to its youthful audience.
The brand’s merchandise designs will
be utilised to extend its presence onto
the streets, displaying its message boldly
through the use of secondary brand
colours, specifically chosen to capture

Brand Guidelines

attention and evoke a sense of rebellion.
This strategy not only amplifies the brand’s = A'EWE
message but also contributes to raising _ ‘L"'Q
global awareness in a dynamic and *
memorable way. In addition, the posters
will be strategically placed in specific
locations near establishments that sell
artificial plants, such as Primark, IKEA, and
similar retailers. In doing so, the message
will be directly shared with those individuals
who might be inclined to purchase one of
these imitation plants.

Real Posters Designs

0 BE AHIVE
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VIDA I WANT TO BE ALIVE

Stickers on the Designs Made
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MOBILE
APP
DESIGN

VIDA

Furifry ur life
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Mobile App Design

Infroduction
Concept and Purpose

At the outset of developing this brand, it
was essential not only to raise awareness
of the need to tfransition towards more
conscious consumption regarding artifi-
cial plants, but also to propose atangible,
practical solution capable of supporting
this change. This consideration led to
the concept of creating an app, whose
primary purpose would be to enhance
the user’s experience with natural plants,
and to assistindividuals in moving from ar-
tificial plants to natural alternatives. One
of the app’s key features would allow
users to scan artificial plants and receive
suggestions for the most visually similar
natural plant from the Vida collection.

The development of an app requires
a solid foundation of organised con-
cepts, alongside consistent and careful
planning. As both user experience (UX)

and user interface (Ul) are central to
the design process, it is crucial fo balan-
ce functionality with aesthetic appeal.

This proposal was formulated following a
thorough study of the intended audience.
It was established that individuals opting
for artificial plants often do so due to the
perceived high maintenance required
to care for natural ones. Based on this in-
sight, the app was designed to present a
simple, concise, and professional visual
identity, tailored to meet the expecta-
tions and needs of this specific user group.

Once the project’s objectives had been
clearly defined, it became possible to
shape the concept further, ensuring it
was informed by a comprehensive study
of existing competitors within the market.
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Study of the needs of each of Vida plants

Competitor Analysis

Observing and analysing competitors is
a fundamental step when beginning the
design of a mobile application. Through
this process, it becomes possible to
personally identify and detect potential
user experience issues by interacting
directly with existing apps within the
same sector. For this reason, several
plant-related mobile applications were
installed and explored in order to assess
their functionalities and approach.

A notfable observation across all of
these applicatfions is the assumption
that users are inherently enthusiastic
about caring for their plants. While this
assumption may appear logical, given
the nature of such apps, it reveals a
significant oversight: none of them
address whether a particular plant is
genuinely suitable for the individual user.
There is a distinct lack of personalisation
and no real effort to connect with users
on a more individual level, offering
failored advice based on their personal

WORLD FEORAS A
Species of the World flora :

14,058 2L 777,194 = ‘

USEFUL PLANT

Cultivated and ornamental

2,941 AL 382,272 ' i

WEEDS

\AJ, Ao in aaviegltiiral Finl s edf

Dowload real existing Apps and see what they offer

Mobile App Design

circumstances and everyday challenges.
The Vida app is specifically designed for
individuals who often resort to artificial
plants to avoid potential complications.
As such, the application must develop
a clear understanding of its users’
needs in order to deliver a meaningful
and positive  experience, ultimately
encouragingthemtoconsiderrealplants.

Furthermore, the majority of existing
applications place a strong emphasis on
aesthetics, providing guidance on plant
health or appearance-related concerns
— for instance, addressing dryness or
disease to restore visual appeal. This
approach neglects the essential reason
for incorporating plants into interior spaces:
their ability to purify the air and provide
oxygen in environments increasingly
safurated with toxic pollutants. None
of the reviewed applications highlight
this crucial benefit, which should be a
key consideration in the design and
communication strategy of Vida.

T What Does it Look Like?

A plant struggling ailment triggered with the aid
of the pathogen Alternaria will showcase
wonderful signs on its leaves. The ailment first
starts offevolved affecting the leaves that are

nearer to the crown of the plant. The leaves can

Show More v
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Intfroduction
Differentiation

Vida distinguishes itself by prioritising the
simplification of everyday routines for ifs
users. Through a clean, approachable, and
direct design — rather than overwhelming
audienceswithexcessive,offenunintelligible
data — Vida infroduces its new concept
across digital platforms, aimed at engaging
even those least interested in plant care.
Incorporating innovative technology, the
application enables users to scan artificial
plants of their choice, subsequently
identifying one of the five closest natural

e

alternatives offered by Vida. In doing so,
users not only discover which plant best
suits them, but also benefit from a species
capable of actively contributing to their
wellbeing. Importantly, the health-related
claims made by Vida are substantiated by
scientific research conducted by NASA,
ensuring both credibility and reliability in
the information provided.
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UX/Ul Research

Application of MVP

Mobile App Design
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Development of ideas for the App

The first step is to clearly understand the
meanings of UX and Ul as applied to
an MVP (Minimum Viable Product). The
aim is to design something simple and
functional before focusing on presenting
large amounts of information. It may
seem straightforward, but it isn't, as you
needtosimplify youractions withoutlosing
the app’s effectiveness and functionality.

As part of my UX/Ul learning process, |
researched the design of various apps
on Mobbin.com — a website where
you can explore the UX/Ul of the most
downloaded apps af the moment.
Thanks to this resource, | was able to gain
a clear initial idea of what my user flow
and wireframe design might look like.

Ui Design Study of real Apps
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UX/Ul Research

User Journey Flow

Clearly defining the UX of an app is the most
crucial step, as it allows you to design the
path and actions a user will fake while using
the Vida app. To create my user flow dia-
gram, | used an online platform called Miro
— a digital collaboration fool designed to
help designers map out user flows, wirefra-
mes, and various diagrams. Thanks to this
framewaork, | was able to begin developing
the UX while also starting o visualise the Ul.

| used yellow rectangles to indicate the
start and end points of the user experien-
ce. Orange diamonds represent decision
points or questions that influence the user'’s
journey — meaning the app must offer a
response to both possible outcomes (Yes/
No) depending on the user’s choice. Green

rectangles denote the action the user
would take according to their decision.
At this stage, | had already established
that users would need to register. Upon
successful registration, they would be
able to scan an arfificial plant, which
would then reveal its natural counter-
part. Once selected, it would be auto-
matically saved. If further assistance was
required, users could contact experts or
view a map showing other people with
the same plant, offering the opportunity
to connect via chat. If a user wished to
earn discounts atf Vida, they would need
to help others requesting assistance
through the map, or, if not, simply return
to their home screen. This completes the
user’s journey through the app.

User Journey Flow Made in Miro

Diagrama de flujo ~ Mapa mental
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After developing the user flow diagram,
several initial sketches were created to
visualise the app’s wireframe. A study
of the characteristics of five selected
plants informed how fo represent their
specific care needs, including details
such as required attention, space, and
pet-friendliness — information valuable to
those less familiar with plants. Secondary
screen actions were also considered,
including marking travel dates on a map
with an icon, arranging plant care in
exchange for discounts, and a bold water
drop to signal watering times. Rectangles
and crosses outlined the placement
of images and icons within the mobile
inferface. This layout ensures a clear,
intuitive experience for users.
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UX Wireframe Ul Design

Digital Design Figma
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Once the wireframe sketching process ) -
was completed, it was transferred to a
digital format. This allowed the template | . . = - -

fo be prepared in advance, enabling | . _F - e
more fime to focus on Ul design. As | ——
shown in the images, the MVP principle e = = -
was followed throughout, ensuring -
that the final UX remained clear and
straightforward. This approach was not
only in line with best practice but also
essential, as the target audience requires
a clean, minimal interface, avoiding the
overwhelming information often found in
existing market apps. To ensure the design ‘ z e =
would resonate with users, the app was —_— = = =, aat
structured around a simple menu offering et e R -
just three core actions — home, scanner,
and community — always prioritising the b@d :
user's comfort and intuitive inferaction

with the platform. Figma Wireframe m

3 100% o
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App Icon for all platforms

G iy ey T 7 C = S w
Log In Scan Artificial Plant Found Real Plant Your Garden Join Community ®- ' U| design fOCUSGS on a C|eOr Clnd in‘ruiﬂve
Saved pl > W Ao . .
:] Saved pf"ﬁ > & &N T selection of colours, icons, typography and
aved plan = = = i . o . .
St et 5 N ME N B images. To maintain consistency with the
Plant name i .
[: Saved plant > Vida brand, its core colours have been
_—" - | applied both in solid and gradient forms.
can = B <O . . . .
a® The selected images depict leaf veins, ac-
N J N J . J J o\ L § ting as a visual identifier for Vida. Regarding
O ! -
—— e — — ~ \O£xy typography, the brand's corporofg typefa
Join Community Cormmuniy o ces have been used: Over the Rainbow, to
— highlight direct user messages in a hand-
Enter email to join New Post Lm - R i
**** - ) ; | written style that conveys warmth and
[:] Your post text Talkto anexpert > : " [— (i 0 - . .. .
T - = ! "\ ! approachability, and Nunito in its various
COrTRled i ; ; weights to ensure optimal screen legibility.
moa o | | A . . .
= =i I | Partficular attention has also been paid to
— T stort i ,
& =1l | the consistent display of the brand’s logo
N N | ;
~ A / throughout the interface.
Digital Wireframe Development Creation of the individual Components
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Ul Design
Figma

Once dll elements have been arranged
and positioned, the next step is fo begin
prototyping. It was essential fo achieve
a professional, market-ready finish; the-
refore, the prototype needed to remain
consistent with the previously developed
user flow diagram, ensuring that every
user interaction was clearly mapped out.

One of the most challenging aspects
involved creating the individual com-
ponents for each screen — such as the

circular menu bufton animation, the
water droplet movement within the ‘My
Plants’ section, the rotating location in-
dicator on the map, and the dynamic
bar displaying points earned within the
Vida platform. Each of these elements
required an initial individual prototype,
which was later integrated into their co-
rmresponding screens. Particular attention
was also paid to effects, including screen
transitions and the movement of sidebars
within the scanning section.
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Screen Breakdown

Splash Screen & App Inifro

Mobile App Design

The splash screen is the first interface
displayed upon opening the app. At
the bottom of the screen, a hand icon
prompts the user to swipe upwards,
smoothly transitioning to the next screen,
where the app’s key functionalities are

infroduced. Including an infroductory
section is essential, as it ensures that
users are fully aware of how to navigate
and inferact with the application from
the outset.
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Screen Breakdown

Welcome & Log In

Once the ‘Next’ button is pressed, the
screen leads to the Welcome Screen,
where users can either register or log
in if they already have an account. This
screen displays the message “Natural can
be simple too...” designed to capture the

user's attention and highlight the solution
the app offers. Proceeding to the next
screen, users are prompted to complete
their personal details in order to create
an account.
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Screen Breakdown

Home & Our Plants

Mobile App Design

Once an account has been created, users
can access the app, where the Home
section displays their plants. As indicated
on-screen, it is necessary to scan a plastic
plant first in order to register the chosen
natural plant. Within the same section,
users can also navigate to ‘Our Plants’,
which presents the rated characteristics

of each of the five Vida plants. These
attributes have been strategically selected
fo help users easily identify which plant
best suits their lifestyle. The characteristics
considered are: time required for care,
space, pet-friendliness, and susceptibility
to pests.
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Screen Breakdown

Camera & Scanner

Within the menu bar, users can navigate
to the scanning section, where the app
uses the device's camera to identify the
plastic plant being captured. If lighting
condifions are insufficient, the forch icon
can be activated to improve visibility.

Once the app detects the plant, it will
display one of the five closest visual mat-
ches on screen. The user can confirm the
selection, which will then be automatically
saved within the “My Plants” section in the
Home area.
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Screen Breakdown

My Plants & Map

Users will immediately be able to view
the plants they have scanned and saved
within the Home section. Each plant will
be recorded within the app, displaying
essential care guidelines such as watering
needs and preferred light conditions.
There is no need for users to remember
when to water their plants, as the app will
notify them with a water drop icon.

Mobile App Design

Additionally, the ‘mood’ of each plant
will be reflected through emoijis displayed
alongside them — when content, these
plants will send encouraging messages
to the user. Within the map section, users
can also see others nearby who own
the same plant, offering the option to
connect via chat, either with fellow users
or with our expert team.
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Screen Breakdown

Expert Help & Chat with People

As previously mentioned, for those con-
cerned about the condition of their plant,
it is possible to contact the Vida experts,
who will be pleased to assist. Users may
send photographs of their plant or a voice
message explaining the issue. Understan-
ding the lifestyle of our audience — indivi-
duals who are often away from home and
might typically avoid owning plants for this

Of
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¢
N haye 5 o
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reason — Vida offers a practical solution.
Within the map section, users can activate
the aeroplane icon to signal nearby users
that assistance is needed. At any point, a
conversation can be initiated, and if ano-
ther user agrees to care for the plant for
a set period, they will accumulate points
towards exclusive discounts with Vida.
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User Testing

Every prototype should always be tested
by a real user fo ensure that everything
functions correctly before being released
to the market. Prior to offering the app for
user testing, it is essential to confirm that
each screen and individual component
operates smoothly and as intended.

Additionally, a promotional video has
been produced, explaining each section
of the app. This would be shared through
advertisements on social media, ensuring
the app reaches a wide audience and that
users are fully confident in how fo navigate it.

el i e
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Video Advertising Editing
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Understanding the Brief

Document Analysis

Selected Briefing

Not Just Fluerons

‘The many great gardens of the world, of literature
and peetry, of painting and music, of religion and
architecture, all make the point as clear as possible:
the soul cannot thrive in the absence of a garden.
If you don’t want paradise, you are not human;
and if you are not human, you don’t have a soul.’
Thomas Moore

Some see gardening as a metaphor for life.

Whether it is a plant or two on a window sill in

an urban apartment, a vegetable plot i ina

suburban garden, the yard of an n

the ornate gardens of the Chateau de Versallles
/ the botanical gardens of Kew or the Zen-inspired

g;rggns_of_ﬁm the constant in all gardens is

€ presence of plants.

- = Brief
> oD We want you to consider plants in the broadest
possible ways - their farm colour, size, texture,
smell, taste, feel, i per lities, uses

N
IR

student
assessment
scheme

19

Strategy and Research
You need to define a context, identify a target
audience and build a strategy that rationally

underpins the davelopment of appropriate £

see nrange oﬂ itlal I i I
Your sketchbook content should reflect the
our strategic and interpreti

Target Audience/Deliverables

Your project outcomes should be determined
by their suitability and potential to influence your
chosen target audience - as expressed in

your strategy.

teel : Ty 0

reputations, botanical names - and develop an’

eye-catching and informative outcome that

interprets and celebrates plants and the concept '
- of the garden and its role in our lives.

Use print, screen, combined media - the choice is
yours - as long as it has a solid idea,'informs and”
shows your typographic skills. Remember that
words and language are our collateral and that
your pubmlssnon should be essenually typographic.)

£ P DFCM\QI‘M)

! “
Your submission should include sufficient
appropriate material to show that you have
addressed the brief comprehensively and clearly
expressed your design and typographic skills.
It must include:

« Strategy

+ Research

+ Design development

« Specifications/Grid(s)

« Final outcomes :—

Your Strategy and Specifications should be
submitted in a single document that will be
assessed not only for its design but will incorporate
the required minimum 500 words that should
reflect your ability to handle text matter and
information hierarchy.

* SUetchbeold (resasschn) e

2 56 e L o
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Document Analysis
Selected Briefing

For the final selection, the brief chosen
was Not Just Fleurons. Particular interest
was drawn to the short passage written
by Thomas Moore to infroduce the brief:
“The many great gardens of the world,
of literature and poefry, of painting and
music, of religion and architecture, all
make the pointasclearaspossible: the soul
cannot thrive in the absence of a garden.
If you don’t want paradise, you are not
human; and if you are not a human, you
don’t have a soul.” This excerpt beautifully
captures the profound influence that
plants and flowers have had on human
development throughout history. The
waly this brief was to be approached was

Previous ISTD work

Understanding the Brief

especially appealing, requiring careful
considerafion of the forms, colours,
reputations, and associations of different
plants. As someone who has always
considered herself a plant enthusiast,
this brief felt perfectly suited to me. With
this in mind, research was conducted
info previous projects connected to this
brief in order to gather inspiration on how
best to visually represent the requested
qualities. By chance, | also came across
a poster linking fairies with flowers — a
concept that immediately captivated
me and sparked an idea to explore the
natural forms of flowers traditionally
associated with fairies.
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Research & Concepts

Brief Understanding

Understanding
competition briefs

what ying

¥

Step 01 Grab a highlighter or coloured marker. Read through the brief you want to tackle.

Read all the information it has to offer. Think about what the really essential points are, what
specific words communicate and the key pieces of info that jump out. Highlight them.

There's there, of words flyi
break down the creative brief into just 16 words.

s il
These({Bwords should cmmunicata what the brief is @sking you to dd)Imagine you're aiving

this to Someone instead of the full creative brief. How can your get them to understand what
the task is? Switch up the sentences you've highlighted, pull in your key words and phrases, or
just write a new 16-word brief from scratch.

d. So now you're going to

Write your 16 word summary here:

Step 04, What next? You guessed it. Halve it again. Just 2 words. Go.
And there you have it. Your whole brief squished into just 2 words.

This exercise will help you understand the creative brief. Now, itd be silly to actually go by 2 words
when there's a whole wealth of info sitting there in the full brief. But, al those other words will
seem like a luxury now. ing your ideas, tostay true to

ing back to them, are you getting those two things across?

Can you get it down to just 2 words? Add them here:

“Ifl ha?d ‘an hour to solve a
problem I'd spend 55 minutes
thinking about the problem
and 5 minutes thinking about
solutions.”

Albert Einstein

Step 02 Now you have your 16 words, really think again about what the crucial points are.

How many ief is asking
you get rid of 8 words? Ok. Do it. The brief in 8 words. Rearrange the ones you have, or use 8

new words or mix it up.

Add your 8 word summary here:

<
odhan | wo
Step03 You've got it down to the bare bones now, right? Those eight words are all gold and all
pletely vital. But which could it 7 i 4 words?
Try and get it down to just 4 words. R i i the
information from the full creative brief as possible. Say a lot, in a lttle.
‘Add your 4 word summary here:
Pland u O phic  oacdens Wau
RN O o)

The Writer’s Garden

How gardens inspired the world’s great authors

In order fo fully understand what was being
asked in the brief, | carried out an exercise
to identify the core problem that needed
resolving. This involved summarising the
brief intfo several keywords and gradually
narrowing them down to just two, the most
significantwithinthetext.Themostprominent
words that emerged were: Gardens, Plants,
Typographic, and Persondlities, eventually
selecting Plants and Typographic as
the central focus. It became clear that
the outcome would need to be both
engaging and informative, interpreting
and celebrating plants and their role in
our lives through a medium that would
also showcase strong typographic skills.

Before beginning to develop an ideq,
| took time to research the meaning of
fleurons, ensuring a clear understanding
of the concept to support a thorough

the printer John Watts, Caslon was given the task of cutting type punches for

SITSILISENISY Graphig
a [ o Pl pl piigg
ot §3 Reblog B} Subscribe @ privac

used in a psalter and a New Testament. Two years later he cut excellent roman,

italic, and Hebrew typefaces for the printer William Bowyer; the roman 98 o

investigation. During this research, | came
across fitles such as The Gardens of
Writing, Typographic Fleurons, and the
work of Wiliam Caslon — one of the first
typefounders, who modemised book
design by infroducing decorative floral
details such as fleurons within his typefaces.

' A dec&ov“»e e_Qemef\’l‘ uged in 43903&‘#’")
Flower /,(903 /ﬁ,,'es a} pevieds or comnns -
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Brief Understanding

Visual Research

Ja phillyreoides
pr o)

Spres

i
i ogacching branches. Zones 69
FORESTIERA

Agaofsome 15 species from
o

10RGm) 11266,
Forsythia giraldiana
O % —12RGsm [12RGSW.

Research & Concepts

G R

To gather some visual inspiration,
several books were selected from the
liorary featuring book design, fashion,
magazine covers, floral compositions
and a variety of projects centred around
the concept of highlighting plants and
flowers. Particular aftention was given
fo book cover designs, especially those
showcasing striking ornamental detailing.
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Research & Concepts

Brief Understanding

Idea Highlight

After closely observing the various designs
featured within the books, and noticing
the shadows cast by my orchid against
the wall of my room, a new idea emer-
ged. The shapes created by the petals
on the surface resembled symbols, and
at times, even letters. This inspired the
concept of celebrating flowers not only
through their colour and form but also by
creating letters based on their shapes.
To develop this, | captured a series of
photographs of different types of flowers
from a variety of angles, allowing these
forms to be translated into letterforms.

However, once a few sketches had been
produced, it became clear that some-
thing was missing. While the concept itself
was visually striking, it lacked a deeper
rationale — why letters made of flowers?
It felt necessary to find something more
meaningful, something truly distinctive
that would resonate with my everyday
experience. And through another sim-
ple, familiar habit in my daily routine, the
answer revealed itself: fea
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Inspirational photos

Selected Idea Research

Research & Concepts

Plants and flowers have long played a
significant role in our lives. Their forms, co-
lours, sizes, textures and reputations have
provided inspiration throughout history,
and for that, we owe them much. Thanks
to these living organisms, we enjoy exqui-
site perfumes, essential medicinal deve-
lopments, and vibrant natural pigments.
In many ways, a large part of human
progress — across countless fields — can
be aftributed to the existence of plants.

What continues to fascinate me most is
their remarkable ability not only fo inspire
but also to improve our wellbeing. Often,
we remain unaware of how accessible
these natural benefits truly are — one clear
example being tea. In particular, chamo-
mile: a herbaceous plant that produces
medicinal flowers known for an impressi-
ve range of health properties. What better
way to celebrate the beauty of flowers than
through one that also enhances our health?

This simple bloom offers countless bene-
fits: preventing stomach ulcers, acting
as an anti-inflammatory, soothing aller-
gic reactions, reducing muscle spasms,
calming scalp irritations, flushing foxins
from the body, lowering fevers, and
more. Alongside the research gathered
for my FMP on the medicinal properties
of plants, this led to the idea of placing
chamomile at the heart of the project.
The next step was to consider how best
to bring together this extraordinary flower
with the design of the typography.
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Research & Concepts Design Proposal

Selected Idea Research Typography Development

Benchmarking Custom Lettering

e&:x@;@@%
@%Q
Bl
Forest Berries

BLACK TEA - ORGANIC

established 1973 1,59 x 20 bags [

P00

KNIGHTSBRIDGE

GREEN TEA
LEMON

GREEN TEA WITH In order to unify the ornamental design of

THE REFRESHING

TSTE SELENON the flowers with the typography, a bespoke
LIGHT & ZESTY . . .

lettering piece was developed using

various floral ornaments fo form the word

CAMOMILE. The concept aimed to merge

If the focus is placed on the solution
created by this particular type of flower, it is
essential fo consider how it is CommerCiO”y Packaging market products

presented — through fea. The proposed
solution involves designing a tea box that
highlights the essence of chamomile
through typography. Most tea boxes tend
to be decorated with floral ornaments

the distinctive shape of the chamomile
flower with the letters that compose its
name. The process began with the design
of the lefter C, experimenting with the
individual shape of the petals. When this

used as decorative motifs. For this reason, \\"%‘ﬁ%f approach didn't produce the desired
inspiration was drawn from a range of %\G\‘ ‘ result, the next step was to construct the
existing tea packaging in order to inform o ‘ \'ﬁ*ﬁ letter C using the full arrangement of petals

the starting point of the design process. that form the flower itself.
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Design Proposal

Typography Development

Custom Lettering

Digital sketches on camomile lettering

Typography Development
Letter Pattern Design

After noticing that the flower-formed let-
ter shapes didn’'t achieve a professional
finish, the decision was made to work
with the typeface Frutiger95-UltraBlack.
Its bold weight made it ideal for embe-
dding multiple flowers within each letter.
Still, the result wasn't fully convincing.

A quick test using chamomile flowers sha-
ped into slightly psychedelic letterforms,
reflecting the calming nature of the plant,
was also explored —though this too fell short
of expectations. After several frials, the final
decision was to design a bespoke chamomi-
le flower pattern, focusing on finding the best
way to integrate it within the type.

Design Proposal

Frutiger95-UltraBlack

ABCDEFGHI
JKLMNNOPQ
RSTUVWXYZ
abcdefghijk
Imnhopgqrst
UVWXY 2

1234567890
*?2-%S;i"@#

First pattern creations
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Typography Development

Letter Pattern Design
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Once the pattern had been created, the
colour palette was adapted to reflect the
distinctive shades of the chamomile flower:
yellow and white. To seamlessly infegrate
the pattern within the typeface, outlines
were generated for each letter, and the
pattern was manually applied, carefully
adjusting it fo every edge of the vector.
The final outcome successfully achieved
the intended result — letters formed from
multiple chamomile flowers, delivering a
refined and professional finish.

Creation of the final pattern fot the letters
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Packaging Design

Technical Die-line

Real tea box measurements First prototype

Design Proposal

Initial structure of the technical die-cut for the box
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The process began by taking precise
measurements from an actual tea
box, which were then adjusted to suit
the design, creating a square structure
capable of holding two letters on each
side, gradually spelling out the word
CAMOMILE. To give the packaging a
distinctive and unconventional touch,

9,46 cm

9,57 cm

a series of curved cuts were intfroduced,
allowing the box to be assembled
manually with a smooth, overlapping
finish. In order to test the accuracy of
these measurements, aninitial prototype
was produced at A4 scale. A red bleed
was added to the layout to correctly
position the design later on.
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Packaging Design

Final Die-line

Broad overview of the illustrator workpaces

Colour selection based on the created pattern
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Packaging Design

Final Die-line
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For the design, two shades of green were se-
lected to create contrast against the white
and yellow pattern of the leftering. Positioning
the letters proved somewhat challenging, as
it was necessary fo visualise how each sec-
tion of the box would fold and ensure that
the word CAMOMILE appeared correctly
aligned in a single direction. To manage
this, four colours were applied to the inifial
3D layout, providing a clear guide for place-
ment. The letters were then aranged on the

Design Proposal
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artboard, with the spacing of each side mea-
sured manually using green rectangles.

Once the A3 structure was assembled, a
second prototype was produced to check
that every measurement and letter appea-
red precisely as infended. Following this,
the final design was completed by adding
a label for the tea’s identification, accom-
panied by a series of hand-drawn digitall
illustrations of camomile flowers.

Structure for placing the letters
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Booklet Design Design Execution

Ie. The history of
chamomile dates back to ncient

5
Medicinal
properties of
chamomile:

{swould prepre it for us whenever we-

of aller

G.F Smith Papers
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The box, aside from featuring a creative A e () o ;:?:i%'\%;»
and original design, also includes a small : ¥'§>¢§‘g§}-“(§ﬁ‘l
booklet shaped like a chamomile flower, i TESeNg N mméi‘;ﬁﬁ%&f!ﬁ& Lo
digitally hand-drawn. This booklet offers

information about the history of chamo-
mile and its health benefits, allowing the
customer to discover the multiple proper-
ties of this flower. As stated on the label,
it is “not just a fleur”, directly addressing

the core message outlined in the brief.

To create the cover, as with the material
chosen for the box itself, a prior study was 3 : -
conducted fo determine suitable mate- SIS “f% i
rials. The final decision was to use Accent ; =

Antique NATURAL 100% PCW, providing a

I ! ] : natural, eco-friendly feel that aligns with
E ' ' the values of the product.

oS

Division of each page within the booklet Packaging construction using appropriate tools
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Final Outcome
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