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RSA Moving Pictures - End Ageism
CE—— Animation, I1lustration

Brief

To create an animation to accompany
Ashton Applewhite’s speech ‘End
Ageism’. The animation had to

help reveal, illuminate and increase
accessibility to the content.

| created a rotoscoped animation
designed to break down the ageist
stereotypes of how the elderly are
seen as obsolete and stuck in the
past. This animation explores an old
person’s life through their music
collection, and highlights how the
elderly have embraced change
throughout their lives through the
timeless love of music.




This humanises the old, reminding
the rest of us that someone we
write off as ‘senile’ would have

loved, sung along and danced to
this music, something we an alll
relate to.

The album art used is designed
to emphasise the points being
made speech. When Applewhite
discusses and Age Pride, modern
albums by elderly musicians like
Willie Nelson are used.

PHILIPS

The idea was inspired by my
father. | made use of my dad’s
music collection in the making of
this animation, and the fun we had
confirmed the emotional power of
this idea.




Branding, Product Design

3

l Starting a dialogue

The parent uses the product to steer conversation
Hiding Touchpoints to more .dlffICUH topics, with the help of the hidden
touchpoints.

Symptoms of mental health issues are grouped

An estimated 1 in 5 of all into touchpoints, which are then linked to design
adolescents experience elements and hidden in the products, giving parents
mental health problems in a subtle way of broaching difficult topics

any given year, and half of all
mental health problems are
established by the age of 14.
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Infiltrating the house

Brief

Find a way to help parents
understand and identify
early signs of mental illness
in children, so that it can be
treated before it is too late.

Appearing to be any other children’s product, the
parent gives it to the child and allows them to enjoy it.

My solution is to use innocent
topics of conversation to start
a dialogue about difficult
subjects, by giving the parent
something to help guide the
direction.

| therefore created a range of
children’s products that make
use of ‘touchpoints’.




The brand is called Nipper
Natter, a fun and catchy
alliteration that perfectly
summarises the exact
purpose of the brand: children
and conversation.

The logo features a simple
type treatment, utilising

a punctuation mark to
represent that represents the
brand’s purpose to facilitate
communication.

The visual identity uses a
punctuation mark formed

out of children’s blocks,
representing the emphasis on
discussion and the building of
a dialogue.




The Nipper Natter products are designed to for use with common daily interaction
opportunities like dinnertime, playtime, cooking, and bedtime. Bedtime, for example, is
a beloved tradition and a perfect opportunity to start a dialogue about their child’s day
and any issues they may have experienced.

The product designs tell the story of a child’s day. This is identifiable as it includes
all the situations a child may typically experience. By weaving touchpoints through a
narrative they are better hidden and more relatable.




The products would arrive folded,
held together by a recyclable
cardboard band featuring the
Nipper Natter identity.

Nipper
Natter

The products that help you
connect with your child and

An estimated 1/5 of all
children experience
mental health problems
in any given year. It can
be very hard for a parent

to discuss difficult topics
like mental health with
their child, and most
don't recognise the
symptoms

talk about difficult subjects!

This product range aims to
help parents understand
and address early signs of
mental illness in children by -
facilitating communication

and creating a connection.

These products help
parents out through the use
of ‘Touchpoints’: innocent
parts of the design that
serve as jumping-off points
to more difficult subjects

Simply place this product
in the child’s environment
like any other children’s
product. The parent can
then use the hidden
touchpoints to steer the
conversation




| designed a booklet that
would come with a Nipper
Natter product. It would
explain what each touchpoint
represents in detail, and

also help parents to match
their results with mental
illness symptoms. It would
also give useful information
such as the various uses of
Nipper Natter products, and
numbers parents can call if
they are worried or confused
by their results.

ADHD
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| also designed the website the products can be purchased from.

The punctuation block visual identity is utilised throughout the
pages, with type sitting in abstract shapes that allow for a variety of
interesting compositions.

Nipper Natter makes use of
Touchpoints’: difficult subjects
linked to innocent

design elements.
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We place these elements in
our range of products, giving
you something that helps
facilitate a dialogue and form
a connection, and giving your
child a seemingly innocent
product to enjoy.

How can Nipper
Natter help?

q

The amount of people aged 15-16 with
depression nearly doubled from the
1980s to the 2000s

Bedtime
Dinnertime
Kitchen
Game
Book

Suicide is the single biggest killer of

men aged under 45 in the UK, with
An estimated 1/5 of 76% of all suicides in 2014 being men
all adolescents

experience mental
health problems in
any given year.

Bedtime

Tucking your child into bead is an
essential and beloved part of raising

a child. Itis also a good opportunity

to reminisce over the past day, with

our Duvet Covers providing you with
the means to start a dialogue about
any issues they may have experienced.




War of the Words
Editorial Design

Brief

To produce a publication to be distributed at
the War of the Words — Design Talks event.

The publication discusses Modernism

and Postmodernism, so | designed

my publication to emulate the Swiss
International Style, due to the profound
influence it had on graphic design as a part
of the modernist movement..

design
sociely
culture

Edited by: Rick P« ¥ TR

sourpes: it was imporant that | mixed in
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b | liad Wotlgang Wengar!'s
typegraphy, Overall | wanted a tpaface
that was simiar to Cooper Black,

compared 1o ather naw fypefaces on the
ket Eventually even the blg bovs in the
corporate word were nd lenger put off by
rry typograptic antics, and Kisedy Sans
made its way inho the mansiesm word of
corporate commercalism by 1997

endrimady boid with a strong idosyneratic Eighl years Ister, i is no longer
porsonality. | think i is a very " o considened an Bogible,
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News it's pust ancther
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attitude that  corbadchions are only what
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*gieirative” youth culture, which put every
kid from Toledo to Tokyo in the same baggy
parits and t-shirt, 10 beldve that relevant
feamns of mgpreion can even exst outside
of pop culture. Today's young desigrors
don't woury about seflng oul, or having fo
waik for *fe man,” & conceit aimost na
one can afford arymone. Mow everyone
wants fo be "the man.” What & left of an
avanl-garde in graphe design
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strategy.”  90s. Orly now theee is it
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‘What | had hoped would ba an
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commencial sigrifier for gverything iat is
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“Graphic designers love new things, and new things
lave graphic designers - like fire loves wood.”




New Leaf

— Branding, Experience Design

New Leaf solves this problem in a revolutionary way that turns

Brief the traditional property searching method on it's head.

To slow the flow of urbanisation and urban Instead of having the user search for a property, the user tells
sprawl by creating an organisation that New Leaf what they like and dislike and New Leaf finds the
promotes counter-urbanisation and the perfect result for them.

advantages of the countryside.

| designed an environmental property selling

service, and created a brand called ‘New P ™, ‘ -~ "
Leaf, inspired by the phrase ‘turning over a { ® ‘ { ® ‘
new leaf, referencing users starting a new P— PR —

adventure in the country. | :
The target audience are adults aged 30-40 Cancel Return | Return e

living in urban areas who are interested in ' TR e T
I don'twant to be close to:

moving out to the country but do not due to
a lack of knowledge.

Newlea




. |

Newleaf \

Wew Leaf, New Life. |

A msw i ermvonTal property service devoted w
iy wiea he porfoct et e n the oouniry

Acetate Poster Campaign

Wistg oy bl or downoad ot 4g7p!
A poster campaign utilising a
page fold printed on acetate.
The poster will be used in
urban areas, with the acetate
making it look like the wall

is turned open like a page,
giving a glimpse of an idyllic
view beyond.




Commute Billboard Campaign

A billboard campaign aimed at
members of the target audience
that commute by car.

The billboard shows an idyllic .y What does vourcommute look like?
view and aims to highlight
how much nicer it would be to
commute in the country.

A new environmental property service devoted
finding vou the perfect new life in the country.

Visit our website or download our app!




London Underground
Escalator Poster Campaign

A poster campaign aimed at
commuters taking the escalator
in or out of the London
Underground.

The posters are designed to
look like windows, so as the
commuter rides the escalator
they are treated to an image
that changes as if it were a real
set of windows.

This campaign brings the
beautiful countryside views

to a dull commute, reminding
travellers that they don't have to
live and commute in large cities.

. NewLeaf

. MewlLeaf



‘Environments’ Campaign

Targeting commuters by train
and tube, the ‘Environments’
campaign takes over a
location and covers the floor
with fake grass and pastes
idyllic views on the walls.

The result is a very striking
location that would definitely
cause commuters to pause
and take notice.




Retum

Interactive Bus Shelters

A campaign aimed at people
who commute by bus, the
New Leaf interactive bus
shelter allows commuters to
try out New Leaf’s search
function while they wait.

When not in use the bus
shelter will display one of
several ‘screensavers’: idyllic
images designed to look like
the view through a window.




Smart Windows

Samsung has a prototype
technology called a ‘Smart
Window’, which turns glass
into a touch screen. | have
utilised this technology to
allow commuters by train

to choose what view they
would like to see outside their
window, selected from a list
of options.

The Smart Windows also
allow commuters to try out
New Leaf's search function,
catching members of the
target market while they are
bored on their commute.

SEARCH
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Amnesty International: Match
D Branding. Experience Design

LTt 421 PM

Brief

Create a campaign to raise

awareness of what Amnesty

International does, and to

inspire young adults to take

injustice personally. I

My solution was to create

an app that matches users
with human rights violation
victims they will be able to
relate to, and feeds them a
stream of information on that
person’s daily life dealing with
injustice. This allows users to
experience the victim’s life
and take injustice personally.




When the user registers a new account, the app requires them to provide
information about themselves, and uses factors like age, gender, religious and
political views to ‘Match’ the user with a victim.

The user will then receive regular notifications updating them on things that
are happening in the victim’s life, intruding on the user’s life and breaking down
the barrier between their life and the victim’s.

Lights are terned off snd prisorers must g

ALI AL-NIMR B B

21, SAUDI ARABLA

The prsoners ans being woken up. Duo to
overcrowding, Al had no bed 1o steep in

VIOLATED:
il RS

FUL ASSEMBLY

A is hetng heaten by some of the other
prisanars. The guards don't intervena

The prisomers are being fad thelr daily maal

Ali bs bedng taken for Lorlure again

BACK | LAGHTACANDLE




A'TOYEAR OLD BOY IN SYRIA A 10 YEAR BOY IN ENGLAND I l

A poster campaign designed
to accompany the release of
‘Match’ that uses matching

images to highlight the Ty WA Tttt . _
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This brief was inspired by the
holiday | took to Naples with
my family. We saw burned
out cars, piles of rubbish,
soldiers in military vehicles,
castles rubbing shoulders
with ugly industrial estates,
and 1000-year-old churches
coated with a layer of graffiti.

Brief

Aimed at Graphic Designers,
my goal is to tell To tell a story
about the contrasts of Naples
through its varied typography,
using Editorial Design as a
catalyst to allow designers to
learn about and enjoy the city.

My solution was to create a
designjournal called Naples:
A Typographic Journey

Naples: A Typographic Journey
Editorial Design

A ¥¥AR
EAAAHIE
JAUANEY




The journal features a strong
focus on direct comparisons
between contrasting
typography, exploring the
variety of unique letterforms.







The journal also employs articles in order to
explore the context surrounding these contrasts.

Through the content | weave a narrative that takes
the reader through Naples’ past glory, it's moral
decay and conversion into drug-filled slums, and

finally ends on a high note by focusing on how
Naples is rough but still human, chaotic but alive.

The journal also features fold-out pages,
allowing the reader to see their favourite piece of
typography in all its glory.




The cover design is inspired by the a housing project
called Vele di Scampia, one of Naples’ biggest slums
and the focus of several featured articles.

The type is drawn from a piece of Neapolitan
signage featured in the journal, which | expanded
into a bold, brutalist typeface.




Thanks for reading!

Park, Calum

calumpark@nhotmail.com
07411 732300



