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This book will show you an insight into the prelimiary research undertaken 
to fulfill the CONVERSATION brief. 

The main body of work done through this publicaton was undertaken 
within two weeks to ensure a fitting theme with continuous research 
being done throughout the five week long project. 

The theme:
SUSTAINABILITY. WEL 

COME



Refined Personal Brief

What is the most important conversation for today?
 - Local Impact + positive change 
What is the most important conversation for the future? 
- Sustainable Impact
Who will you speak to?
 - Public (18 - 40), Businesses. 
What is the message?
 - How you can make an impact on a local level to create global sustainable 
positive change 
Where is the most important place for this conversation to take place?
 - Social Media, Physical posters, leaflets. 
How will the conversation be heard? 
- Through appropriate media, physical product, events?
What are your aims? 
- To aid the education of the global issues and how people can make an impact
Who will benefit? 
- With long term impact, everyone. 

POSITIVE CHANGE

Ideas
Posters 
Leaflets 
Magazine + Digital Magazine
Social Media - Profiles, copy, campaigns, Online community hearing ideas for 
impact
Animation?
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JWT Executive 
Summary 2015

J.Walter Thompson, 
the world’s best-known 
marketing communications 
brand, has been inventing 
pioneering ideas since 
1864.With success being 
prominent and some of the 
worlds most prestigeous 
clients residing in thier 
portfolio when JWT released 
their ‘Future 100’ list of 
things that will develop, 
change and impact the 
world of advertising it’s best 
to listen and look closely. 

After reading through 
the changes that have 
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happened and will happen 
globally in their summary, 
this slide stood resonated 
with me.

Malnutrition and food 
poverty in the third world 
countries is a never ending 
batlle and a conversation 
that is happening right now. 

Understanding how food 
resources need to become 
SUSTAINABLE. 

Becoming a new eco-issue
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Ken Garland. First Things 
First. 
Manefesto. 

Pairing the creative industry with the 
community to create a movement 
of impact through design. 

Designers can use their skills 
for something other and more 
worthwhiole than catfood tins, 
“our education, our cultrue 
and our greater awareness of 
the world”

I love the idea of being able to 
impact the community through our 
skills and trade. Graphic design 
has the power to influence change 
socially, culturally and throughout 
the world. An international 
language. If graphics have the 
power to influence society and 

its citizens then designers have a 
responsibility to impact the world 
in a positive way.

If all graphic deisgners 
collaborated for a single 
cause, or multiple causes, 
to create a new campaign, 
produce a new conecpt we 
could inspire a new movement 
for the greater good. Creating 
that positive change. 

This idea became a basis for what 
I wanted to produce. It made me 
think further about how I would 
communicate with my audience, 
how they would interpret the 
work and being culturally and 
technologically aware. 



The Sustainable Development 
Goal’s (SDG) follow on from the 
Millenium Deveopment Goals 
(MDG). By 2030 the United 
Nations are aiming to complete 
these goals. The list of goals 
are ambitious to say the least. 
Following on from the First Things 
First Manifesto which talked about 
designers using their skills and the 
trade to improve “our awareness 
of the world” and to create positive 
change I started thinking about 
these newly released goals. 

My original idea was to create a 
series of work that shared each 
individual goal but reimagined to 
make them ahcieveable for the 
everyday man and woman. It then 
became evident that this would 
could possibly dilute the quality 
of work that would be able to be 
produced in the time scale given 
for the project. 

This also then got me thinking 
about the message I wanted to put 
across to my audience. Do I want 
to simply reimagine the goals? No. 
I chose to delve deeper into each 
goal to find out which goal would 
be my research starting point into 
which I can expand on. Through 
this research process it  allowed 
me to find out what issues are 
effetcing out world at the moment. 

I feel that through doing this work 
I have been able to do exactly 
what Ken Garland wanted graphic 
designers to do., I have improved 
my awarness of the world. 
Choosing to use my skill to make 
my impact. 

Existing Comunication Media
Finding Focus
Building CONVERSATION



Upon first research I wanted this project to share all 17 of the UN goals. After 
deliberation I wanted to create a new campaign with a central focus insterad of 
re-branding an already exisiting campaign. 

I began to think about which, if any, of the goals I am passionate about. I want this 
project to not simply be a piece of work to be graded but to become a channel 
of communciation sharing a global issue. Starting that vital CONVERSATION 
with the viewer inspiring them to make a personal change to make GLOBAL 
IMPACT

Using a variety of resources from the official United Nations websites I was able 
to discover how the UN starts it’s CONVERSATIONS. 

I chose SDG #14 Life Below Water. “Conserve and sustainably use the 
oceans,  seas and marine resources for sustainable developement”

The goal aims to: 

14.1
By 2025, prevent and significantly reduce marine pollution of all kinds, in 
particular from land-based activities, including marine debris and nutrient 
pollution 
14.2
By 2020, sustainably manage and protect marine and coastal ecosystems to 
avoid significant adverse impacts, including by strengthening their resilience, 
and take action for their restoration in order to achieve healthy and productive 
oceans 
14.3
Minimize and address the impacts of ocean acidification, including through 
enhanced scientific cooperation at all levels 
14.4
By 2020, effectively regulate harvesting and end overfishing, illegal, unreported 
and unregulated fishing and destructive fishing practices and implement 
science-based management plans, in order to restore fish stocks in the 
shortest time feasible, at least to levels that can produce maximum sustainable 
yield as determined by their biological characteristics 
14.5
By 2020, conserve at least 10 per cent of coastal and marine areas, consistent 
with national and international law and based on the best available scientific 
information

With more aims for the goal online. Through reading these I chose to look at 
sea and marine conservation in a slightly different way to how the UN have. I 
expanded my research into other organisations alongside the UN to see what 
issues they see are effecting our marine ecosystem. 

To the left is an example of how the United Nations start a conversation with their 
audience, in this example it is aimed at school children and the conversation is 
how they can make a change to impact the oceans. 

I then got thinking who my audience would be. How do they communciate? 
What technology do they use, if any? 



Pollution is one of the biggest 
killers, affecting more than 
100 million worldwide.

Approximately 46% of 
the lakes in America are 
extremely polluted and 
hence risky for swimming, 
fishing and aquatic life.

Every year around one 
trillion gallons of untreated 
sewage and industrial waste 
is dumped in the U.S water.

Plastic is the most common element 
that is found in the ocean. It is harmful 
for the environment as it does not 
get break down easily and is often 
considered as food by marine animals.

There is an island of garbage twice the 
size of Texas inside the Pacific Ocean: 
the North Pacific Gyre off the coast 
of California is the largest oceanic 
garbage site in the entire world. There, 
the number of floating plastic pieces 
outnumbers total marine life six to one 
in the immediate vicinity.

Oil is the fastest source 
of deterioration to 
the ocean, being far 
more harmful than 
trash and waste. Oil 
spills suffocate marine 
life to death, and leads 
to behavioral changes 
and a breakdown in 
thermal insulation to 
those that do survive. 
It essentially changes 

As 70% of the earth is 
covered with water, 
people actually assumed 
that all pollutants 
would be diluted and 
get disappeared. But in 
reality, they have not 
disappeared and their 
effects can be easily seen 
as they have entered the 
food chain.

 Small animals at the bottom of food chain 
absorb the chemicals as part of their 
food. These small animals are then eaten 
by larger animals that again increases the 
concentration of chemicals. Animals at 
the top of hierarchy of food chain have 
contamination levels millions times higher 
than the water in which they live.

The garbage like plastic 
bottles, aluminium cans, 
shoes, packaging material – 
if not disposed correctly, can 
reach the sea and the same 
garbage can again reach the 
sea shore where it pollutes 
beaches and affects local 
tourism industry.

Causes:
Sewage
Toxic Chemicals From Indus-
tries 
Land Runoff:
Large Scale Oil Spills 
Ocean Mining 
Littering

Effects of ocean 
polution
Effect of Toxic Wastes on Marine Animals
Disruption to the Cycle of Coral Reefs
Depletes Oxygen Content in Water
Failure in the Reproductive System of Sea Animals
Effect on Food Chain
Affects Human Health

approximately 

706 million gallons 
of waste oil enter the ocean 
every year

Ocean Pollution 
Facts

-
50% + - From land drainage 
and waste disposal

20% - Ship maintenence

13% Offshore chemicals

8% - Leaks from ships, tankers, rigs

 8% - Natural oil seepage

The biggest source of pollution in the ocean is directly 
from land based sources, such as oil, dirt, septic 
tanks, farms, ranches, motor vehicles, among larger 
sources. Thousands of tons of waste and trash are 
dumped into the ocean on a daily basis.



SUSTAINABLE
GRAPHIC DESIGN
Organisations are being 
pressured more and more to 
become envirometally friendly 
these days. Climate change, 
soil erosion, water pollution are 
amongst some of the factors 
building this pressure not 
to mention the public voice. 
Each corporation, organisation 
and human being leaves an 
enviromental footprint. This is 
ever more true for the publication 
industry somehwat more than 
others. Companies that rely 
on forest products to be able 
to produce their magazines, 
books, catalouges and so on 
are feeling the pressure to find 
enviromental ways to produce 
their goods, be profitable and 
at the upmost important ensure 
the public sees their supposedly 
‘large’ efforts to become eco 
friendly. 

Graphic designers are choosing 
to use their skills and the trade for 
good. “The highest and best use 
of a designer’s special talents is 
creativity and skill in addressing 
a client’s communication needs 
while balancing the economic, 
social and environmental 
consequences of his or her 
design recommendations.” 
- AIGA: Print Design and 
Environmental Responsibility
 

The public expects 
organizations to go beyond 
their direct operations to their 
supply chains, which includes 

supply chains for advertising, 
publishing, packaging and 
printing. Large companies 
release two annual reports. The 
Aberdeen Group’s research 
showed that one showed the 
financial information from the 
past year of the company 
whilst the other shared the 
enviromental footprint that the 
company has. 

Innovative graphic designers 
are working with companies 
to help them create and 
produce printed media that is 
enviromentally friendly. With the 
awarness of this issue becoming 
more and more widespread 
throughout various industries 
it’s no doubt that this trend will 
become more popular. This 
relates back to what was said in 
the First Things First Manifesto 
by Ken Garland. The manifesto 
talked about graphic designers 
having a voice, a power and a 
repsonsibilty to make an impact 
in our communties and the 
world. This is the trade standing 
up, taking on the challenge and 
making an impact. 

Consumers are also getting 
behind this trend. Consumers 
are looking closer at what 
companies are actually ‘green’. 
This is shown with the Shell 
“Let’s Go” campaign. This 
campaign was in an attempt 
to drill for oil in the Arctic. 
Through three years millions 
of activists fought against the 

oil company to “Save The 
Arctic”. The campaign started 
in December 2011. Over the 
three years the activists have 
gone to great lengths to ensure 
that the Earth is protected. This 
included scaling one of Shells 
oil drilling rigs, getting arrested, 
protests, giant polar bears 
taken to the HQ doors, millions 
of signatures, secret banners 
at the Grand Prix, the London 
Shard Climb and so on. These 
acts resonated with the public 
and in June 2012 74 Shell petrol 
stations were shut down. 

It was then discorvered in July 
2012 that Shell would “not 
recover 90% of any of the oil  
spills in the Arctic ocean”. In 
2014 Shell revealed they had 
seen a 71% drop in profits along 
with facing a court challenge 
regarding the drilling project 
and its nature. In July 2014 a 
spoof video was created by 
the activists of the Lego movie 
theme song called “Everything is 
Not Awesome” which reseulted 
in Lego pulling their partnership 
with Shell. 

With unbeliavlble steps being 
taken and results coming in, in 
August 2015 Shell gets the go 
ahead from the US Government. 
seven million people signed 
“no” and 17 even dangled 
themselves off of a bridge 
stopping the ship being able to 
pass. The ship ended up having 
to turn around and return. 

It was then decided on the 28th 
September 2015 that Shell will 
be dropping the “Let’s Go” 
campaign and will not be drilling 
for oil in the Arctic. 

Its clear to see that this company 
suffered for their inability to 
become enviromentally friendly.   
This will be happening to others   
if they are not prepared to 
innovate and change. 

Consumers are also willing to 
pay more for the enviromentally 
friendly label. “a new study 
co-sponsored by  , Co-
op America and Green Press 
Initiative indicates that
80 percent of consumers 
who had purchased a book 
or magazine in the past six 
months or who currently have 
a magazine subscription said 
that they would be willing to pay 
more for a book or magazine 
print- ed on recycled paper.” - 
Sexton Printing Trends. 

42% of consumers were even 
willing to pay $1 more per 
book for it to be enviromentally 
friendly. 

23% would be willing to pay 
75¢ more per magazine. 

However all this is well and good 
it is important to note that soy-
based inks and recycled paper, 
although will help the industries 
become more enviromentally 
friendly, will do little to cause 
a revolution amongst the tree 
cutting and focusing will only 
simplify the issue. 

To be able to cause a revolution 
we as graphic designers 
must think about new and 
innovative ways of printing 
various publications. We must 
think about the paper used, the 

quality, the inks, the machinery 
used, transport factors and 
much much more to ensure that 
every step of publication design 
and production becomes 
sustainable. 





Advertising & 
the end of the 
world

As part of the research 
process I watched a 40+ 
minute documentary about 
the advertising industry and 
the effect on the enviroment. 

The documetary shows various 
common advertisements for 
well known products such as 
Budwiser, Pepsi, BMW and so 
on. Advertising is embedded 
into the everyday experience 
of our culture. No other 
society in history has ever 
been able to match the amount 
of production we have in our 
comsumerist culture. Objects 
are everywhere in our daily 
lives. More consumption 
requires more production. 
The earth simply cannot 
withstand the increasing 
amount of production thats 
is required to sustain our 
way of  life. To the right is a 
table showing the amount of 

resources avialbe and how 
much we need to continue 
our production levels. You 
can clearly see where the lines 
meet. This will be the end 
of production as we know 
it. This will be the point to 
where we have exhausted the 
Earth for all of its resources 
such as fossil fuels amongst 
others. As our consumption 
of products rises so does our 
amount of waste. This wastes 
fills our landfills, is flown 
into space and is flushed into 
the oceans. This system is 
not sustainable. The ocean is 
dying from this system. The 
land filld will become full. 

To ensure that we are able to 
continue our way of life we 
need to make chnages now. 
It is up to our generation to 
make that positive change to 
create the impact needed.
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Delving into the United Nations 
media further I was somewhat 
surprised when I came acoss their 
‘offical’ graphic design wesbite. 
Behance. 

Animations, graphics, documents 
and much more. A team of 
10 creatives  “maintain a high 
level of expertise in the areas of 
strategic branding and integrated 
communication design”. 

The style differs ever so slightly 
through the portfolio however each 
‘project’ was very contemporary, 
modern and clean. With it being 
global the designs were shown in 
various languages. 

This to me showed that the 
organisation continuously striives 
to be modern and at the fore 
front of sharing design work with 
new audiences. I didn’t expect an 
organisation like the United Nations 
to have their work on Behance. 
When I started my search for the 
designers / studios that create the 
work for the United Nations this 
was the only site that was relevant. 
No offical site showing their 

partners etc. No corporate image. 
Simply another profile showing 
how many ‘appriations’ their work 
has recieved, how many followers 
they have and how many people 
or companies they are following. 

This did however make them feel 
more approachable. More like 
a team of people instead of a 
corporate identity. Although not a 
large amount of work is available 
to view on their profile each project 
is filled with photo’s from events 
where we can see how they used 
the designs to begin conversations 
with attendees along with the 
orignal artwork and video’s (if any). 

This then influenced my social 
media plan. Although I want to 
create a ‘movement’ in essance 
I have to be aware that a large 
proportion of the globe have 
access and frquently use social 
media and tehcnology. What 
channels would I use to share my 
campaign? 



KESSELSKRAMER
Hans Brinker Budget Hotel
Established in 1995 the 
KesselsKramer is an independent, 
multidiciplinary communciations 
agency in Amsterdam, London 
and Los Angeles with abiut 50 
people rqanging in 10 different 
nationalities. 

The design work for the Hans 
Brinker Budget Hotel is differnt 
to campaigns I have come across 
before. With the adveritsements 
being photo based, often having 
two for each concept, a before 
and after. 

Humour features heavily in the 
work. Take a look at the images 
on the right. The two larger 
images showing ‘eco friendly’ 
hotel features I feel are strong and 
compelling to look at even though 
the concept is quite simplistic. This 
will be an idea that I would like to 
try with my work as I have never 

tried this type of concept before. 

The commedy element compells 
the audeince to share the campign, 
compells people to stop, look 
and push forward. The issue of 
ocean pollution is a serious issue 
however if I pair the seriousness of 
the issue with the comedic value 
of this type of design would the 
campaign inherit a sort of ‘viral’ 
nature? 

The work for the hotel doesnt 
simply stop at poster work. 
The campaigns follow on into 
animation and live action work. 
Shairng the idea of the Budget 
Hotel even further. Videos are one 
of the msot sharable media types 
on social media. Is this somthing I 
want to incoporate into my project 
work?



When I considered how the 
conversation is to be started I 
needed to think about a global 
audience to be able to maximise 
the impact created. It can be 
simple create a campign that is 
in your own native language but 
what about making a campaign 
that transends through cultures 
and languages? 

With the United Nations being 
a global organisation they have 
a large amount of experince 
in creating campains that are 
universally understood. There has 
to be a certain amount of sensitivity 
when dealing with campaigns like 
this. Words or symbols that we 
think mean one thing can actually 

mean another. This could cause 
controversy and the campaign and 
design work would be dismissed 
entirely. 

This design is created in multiple 
languages. The campaign is easily 
shared through the nations and 
ensures that CONVERSATIONs 
happen on a global scale. 

Mass IMPACT
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40,914 likes
1, 846, 298 likes

27.7K followers
5.02M followers

Social media plays a key role in 
sharing information, sharing best 
practise and building a community. 
The social media phenomenon will 
continue to grow over the next 5 
years as shown by various reports 
conducted throughout the world. 
Social media platforms Facebook 
and Twitter both experience millions 
of users daily. As of the second 
quarter of 2015, Facebook had 
1.49 billion monthly active users. 
Twitter see’s 100 million users daily 
(Digital Marketing Stats, Jul 2015)

The United Nations hold both 
Facebook and Twitter accounts.
The main organisation is seperated 
from the Global Goals. I was 

unsure whether this was the best 
move as I thought it would have 
ended up in having lower popularity 
compared to the main UN pages/
profiles. This was proven the page 
likes for Facbook were compared. 
A substantially large difference in 
popularity. 

The goals are global which means 
that the amount of people who 
see the content on social media 
is vital to ensure the conversations 
are started. Only time will tell if the 
organisation will have to move the 
content from the Global Goals 
Facbook page and instead use the 
main page as a means of sharing 
their ambitious ideals. 

The popularity difference 
when comapred from 
channel to channel then 
differs substancially. With the 
1M+ likes on Facebook this 
changes to over five million 
followers on Twitter. It then 
becomes obvious which 
channel is their most popular. 
The same trend continues 
with the amount of following 
for the Global Goals pofile in 
comparison to the main profile 
for the oragnisation. 

Each social media channel 
offers different opportunties 
and challenges. For Facebook 

the challenges change 
frequently making it harder for 
companies and organisations 
to share their posts with new 
techniques recently being put in 
place. Twitter has the challenge 
of the visibilty of the posts. 
The average ‘tweet’ only lasts 
43 seconds before it become 
relatively invisible due to the high 
number of tweets happening 
aorund the world at any given 
time. 



20.1K followers

On further research I found the official United Nations Pinterest page. This 
to me was a slight surprise. Piinterest is relatively new when compared 
to social media such such as Facebook and Twitter being launched in 
March 2010. 

This social media site is 100% visual content. Pinterest takes more effort 
to keep active, up to date and  to gain a following. Facebook offers a 
tools where you can schedule posts to publish when you wish which 
can be done directly on the site. Twitter offers this capapbility when using 
third party sites such as Buffer or Hootsuite. Allowing marketing teams to 
keep the accounts they are repsonsible for constantly active and visible 
to their audience. This isn’t availble yet for Pinterest. Each post must be 
created live. 

Thanks to the site design each post must have a visual element to it. 
This can limit the amount of content that is availble to publish unlike other 
channels where text and image posts can be shared. When this is taken 
into account it becomes easy to see why the pofile is no where near the 
popularity of the other channels.

The UN Linked In page allows more business focused people to connect 
with the global organisation. It also allows its employees to keep up to 
date, post new content and more. Much like Pinterest this platfrom has 
no use for hashtags. In fact these are seen as unproffesional with its 
users. 

From looking at how the United Nations shares their information and 
starts their conversaitons its obvious to see that the organisation strives 
to reach all personality types using the main major social media channels. 
Reaching the various personality types becomes vital in their attempt to 
share the SDGs’ to their continuosly growing audience. 

This research made me think about what channels I will use to share 
my work and start the conversation. Which suits my audience? What 
hashtags shall I use? How often should I post? 

482,393 followers



NOUN
a talk, especially an informal one, between two or more people, 
in which news and ideas are exchanged:

In the first quadrant, that of Talking Nice, people listen from within 
their own story, but without any self-reflection. They only hear 
that which confirms our own story and therefore there is only 
reproduced what is already known. It is about being polite and 
people not saying what they think.

When moving to the second quadrant, that of Talking Tough 
or Debating, people start listening to each other and to ideas 
(including our own ideas) objectively, from the outside. But people 
say what they think and focus on the differences, which often 
results in a conflict or a clash.

Arriving in the third quadrant, that of Reflexive Dialogue, people 
listen to themselves reflexively and listen to others empathetically-
listening from the inside, subjectively. They start surfacing their 
own paradigms and assumptions and focus on unity. 

When finally moving to the fourth quadrant, that of Generative 
Dialogue, people listen not only from within themselves or from 
within others, but from the whole system.

CONVERSATION
In todays’ world face to face 
communciation is simply 
not enough. Thanks to 
every growing technological 
advancements are are 
constantly advancing how 
we communciate with each 
other. It began simply with 
the hand written letter which 
turned into a phone call. The 
phone call led the way for text 
messages. The text message 
becoming an email. The email 
then seeing the arrival of 
social media. 

We have never been able 
to communciate with each 
other like we do today. Smart 
phones, smart watches, 
smart TV’s and smart glasses 
have allowed us to constantly 
be connected to the cyber 
world. As a designer I can 
communciate with agencies, 
clients and potencial clients 
in Dubai, Japan or New York 
with just a click of a mouse. 

From one of the business 

lectures with Peter Norris 
we had an insight into 
Shannon & Weaver Model of 
Communication we realized 
there was an issue with the 
system. Between Encode and 
Decode there could possibly 
be an interference. When we 
look at the system in more 
detail we can see how we can 
see how we react when we 
finally receive a new message. 
This cycle never ends with 
messages being sent back 
and forth. The cycle then 
develops further becoming 
more detailed. It is intersting 
to get an insight into the cycle 
how how we communicate. 
Subconsciously we go 
through each of these steps 
with every phone call, every 
text, every email and face to 
face talk with clients. 

This cycle becomes 
paramount when we think 
about how we put designs 
across to clients. You can 
see below just how indepth 

the cylce goes. Whether the 
conversation is happening 
online or face to face we 
all must subconciously go 
through this cycle in order for 
the conversation to progress. 

When we recieve a new 
message and decide to accpet 
it we then must go through the 
various sub-sections such as 
behaviour mdoels and affect 
culture. Once this is complete 
we then put our reply across. 

It is important to think about 
this cycle when I create 
my designs to start my 
conversation. I must also think 
about how external elements 
will effect the design. Where 
and how our designs are 
intended to be used. Whether 
the design will be used in 
winter or summer, under 
intense lighting, little lighting 
or outside or indoors has a 
large effect on the colours we 
should be using for them to 
be seen properly. 



POSITIVE 
IMPACT


