Daniella Thompson - My Portfolio

A conceptual designer who loves bold colours, playful imagery and copywriting’



Final year FMP//
Euphoria

Create your own brief that is inspired
by your dissertation findings.

My Approach

My dissertation studied what design
activism is and why brands may

use it. It researched a range of
brands such as Nestle, Rowntree,
The Quaker Oats Company, Nike

and The Body Shop. Specifically,

a feature of my dissertation that
interested me was when brands
built villages for their workers

such as Rowntree’s New Earswick

in York and Cadbury’s Bournville

in Birmingham. Utopian towns are
modelled to be perfect happy places,
where society is founded on reason
but also a prototype for communism.
In response to the brief, | chose to
research and design a Utopian town
known as Euphoria. Every feature

of Euphoria has been designed

to optimise happiness but similar

to many Utopian towns, there are
rules and regulations that govern
the residents, enforcing its Utopian
background. This is the front cover of
my guide for Euphoria.
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This is a map for Euphoria, shaped
like a hexagon in-line with the logo
for Euphoria whilst still reflecting the
flat surfaces and physical attributes.
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This is a A4 guide for Euphoria to
advertise the new town to potential
residents. The guide is illustration
based accompanied with a simple,
professional sans serif typeface.
The guide explores how Euphoria

is Utopian, from the self sufficient
housing, the sense of community,
sourced local employment, the vast
countryside and health conscious
transport: cycling and the tram
service. The guide also explores

the underlying communist ruling to
Euphoria, such as ignoring the rules
meaning that you may have to leave.
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Euphoria

Happiness is at home.

We're active in making
you feel happy

Euphoriais active in optimising the mood of
indivicuals, it encourages mindfulness, exercise
and creates a sense of community through

the variety of lefsure activities that run n the
Euphoria. Some of these leisure activities.
include yoga, rts and crafts and sports
classes. There is something for everyone.

“It's easy to stop noticing the world.
around us. It's also easy to lose
touch with the way our bodies are
feeling and to end up living ‘in our
‘heads’ - caught up in our thoughts
without stopping to notice how those
thoughts are driving our emotions
and behaviour'.

Becoming more aware of the present moment
‘can help us enjoy the world around us more.
and understand ourselves better, When we
become more aware of the present moment,
we begin to experience afresh things that we.
have been taking for granted. Mindfulness aiso
allows us to become more aware of the stream
of thoughts and feelings that we experience
and to see how we can become entangled in
that streamin ways that are not helpful.

Awareness of this kind aiso helps us notice
signs of stress or anxiety earlier and helps

Health and Care Excellence (EICE) as a way to
prevent depression in people who have had 3
‘or more bouts of depression inthe past.

It's time to move.

Move to a place where happiness is not a
vision but reality. Move to Euphoria. A town that
promises a happier way of life. A community of
like-minded people who wish to leave behind
their mundane jobs, unfulfilling lifestyle and
urban areas. After-all, happiness is at home.

Proven to increase

Euphoria il provide you vith alfestyle that.
has been designed to Improve your mood.

Asense of

A focus on you
Livingn Euphoria means guaranteed
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Self sufficient
Youlook afer you. Tho trong sense of
community n Euphoria means tha there are

the community. The abilty to be seff suffcient
means that the main source of employment
inEuphoriais employed through proximity.
Ashorter distance to travel to work means
that the majority of people in Euphoria either
choosa to cycle or walk. cars are nnecessary.
but theris aiways an available tram f needed.
Asociety that s green has aiso the power to
optimise happiness.

When yousstart to ive a green ife, you'l feel
 sense of purpose and meaning that you
might have felt was missing boforo. Gno study
that analysed 39 green behaviours found that
the majorky of them increased individuals'
it satisfaction.

“The sustainabilty of your office building plays
& significant role in how productive you are.
Buikdings in Euphoria have better ventilation
systems and have fresher and cleaner ai. An
office with moro windows and natural light can
also help contribute to green environmert.
design of offices in Euphoria was
influenced by a study by the Rocky Mountain
Institute which found that employees were:
16 percent more productive when their
businesses adopted green iniiatves.

InEuphoria,you can vistlocal farmers markets

grocery store. Euphoria excelsin agricuture.
Some of the jobs i the sustainable Industry
include working in door-step high-yleld organic:
food production.vertical farming, aquaponics
and acroponics, woter menagement, and
Waste-to-resource systems.

diversity. With the expressive symbiosis of

isathome.




Cycling in Euphoria

Euphoria has more bicycles than people and
more than half the workforce commute on
bikes on a daily basis. Euphoria boasts 454km
of cycle lanes and pedestrians intending to
cross the road have to negotiate a blonde
stream of professionals, students and mums
‘towing babies in trendy buggies before they
get to the motorised vehicles. Intelligent traffic
lights designed to give priority to bikes and
buses are being installed and even the rubbish
bins are mounted at just the right angle for
lobbing litter in without having to dismount.

Why should | cycle?

Regular cycle commuters will happily tell you
how much time they save compared to other
modes of transport. Its even more) frustrating
tobe sat on the top of a slow-trundiing bus
when you're used to whizzing along on two
wheels. Euphoria has more bicycles than
people and more than half the workforce
mmute on bikes on a daily basis.

‘The feeling of setting off on an entirely new
trip, without having a fully coherent vision of
where you're going to end up, it one of the joys.
of cycle touring. This should already be evident
from the various reasons above, but the sheer
glee of our readers' submissions has to be
noted. They'd go door to door to convince you,
if they had to, like two-wheeled evangelists, and
probably get quite it in the process.

Cycling makes you feel happier. Evenif you're
miserable when you saddle up, cranking
through the miles will lft your spirits. Any
mild-to-moderate exercise releases natural
feel-good endorphins that help counter stress.
and make you happy. That's probably why four
times more GPs prescribe exercise therapy as
their most common treatment for depression
compared to three years ago, Just three
30-minute sessions a week can be enough to
give people the lft they need.

Explore the countryside

‘Cycling is so much
faster and so much
more convenient to
get around’

of recent studies have found a ink between
experiencing a sense of awe - that feeling you

the vast

g y

People who've recently had an awe-inspiring

say they feel

themand.

‘The impact of being green isn't just physical. Spending time
in nature helps with stress relief and mental illness. In one
study, people in the Netherlands who thought their local
green spaces were more accessible and usable felt greater
satisfaction with the whole neighbourhood”

When you cannot cycle,
travel by tram

If you cannot cycle, you can always travel by
the tram. Did you know that trams reduce
ccongestion in city centres by providing people
‘with a quick, reliable, high-quality alternative
to the car? Tram's are the better alternative

to buses and trains in city centres, they can
reduce road traffic by up to 14%. They can
help us tackle climate change. Travelling by car
produces over three times as much CO2 as
travelling by tram, according to Defra.

Trams make cities
nicer places to

be. They improve
local air quality
because they run
on electricity so
don't produce any
pollution at the point
of use.

Trams improve the image of a city and
contribute to economic regeneration. A new
tram is a visible, permanent way of showir

that an area is being invested in for the future.
Trams will benefit Euphoria, they attract
businesses and tourists, and helps people
access jobs and services. Trams are great for

the longer journeys in Euphoria, they are more
flexible and faster and more reliable.

Anti-Euphorian behaviour
Euphoria believes in law and order. In order
to actively keep everyone happy, there are
three main rules that Euphoria have set out to
‘optimise happiness.

Happiness is at home.

Dissconnect from social media.
Have no more fear of missing out.

Terms and conditions of use:

There is no tolerance for the use of social
media in Euphoria. Social media is found to
have a negative impact on your mental health.
If you are found to use social media, then you

will have your technology confiscated from you.

‘Toxic behaviouris not tolerated. Disconnect
from social media. Have no fear of missing out.

Ignore the rules, prepare to leave.

Terms and conditions of use:
If you are found to violate the rules for the
following reasons (ie. not participating in
leisure activities, spreading negativity, no work
contribution or being involved in reckless
behaviour) then you may be given warnings.

If you get several warnings then you may be.
asked to leave. Happiness is at home. Ignore
the rules, prepare to leave.




‘Stop looking. Happiness is at home.
Euphoria’is a poster advertisement
for Euphoria, created using the
stacked Euphorian logo and

colour variations. This aim of this
advertisement was to show visual
distortion. The advertisements for
Euphoria will be in urban areas so
that people may make the change of
moving somewhere rural.
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Euphoria
www.euphoria.co.uk
01406 893521




D&AD// giffgaff
The Power of 5G

Harness the power of the people and
explore what 5G could enable in the
hands of its member.

My Approach

People in rural areas may have poor
connection, struggle to work and

may feel isolated. Apart from speed,
5G may benefit rural communities as
the low latency will mean smoother
downloads and no buffering - ‘No
more mobile traffic!’. The research
that | conducted included Margaret
Calvert and John Kinneir’s sign-
age.The advertisements utilise the
language of The Highway Code and
the visual imagery is humorous;

the advertisements will be placed

in rural areas. The launch of 5G
proposes a 5G ZONE with desks in
unusual places - unlimited 5G will be
provided to encourage people to work
and network.

Yay! No more mobile traffic!




The poster advertisements utilise

the language of The Highway Code
and the visual imagery adapts road
signage; the advertisements will be
placed in rural areas in places such

as bus stops, shop windows and
information signs.

5G! No more mobile traffic! 1

Less buffering Yay

Network Anywhere
Hurrah Blimey

‘ Which way will you choose?




Come visit our 5G Zone and network.
Nice one!




‘No more mobile traffic’ is translated
across social media through a
snapchat advertisement and an
instagram GIF.

The snapchat advertisement ‘The 5G
Code’ was inspired by The Highway
Code, used giffgaff colours and
proposals 5G is essential for better
connection and ability to work.

The ‘Load 5G’ instagram GIF shows
the possibilities of what you can do
with 5G as when it plays, it visually
represents the word network loading.

THE
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ESSENTIAL FOR ALL

YAY! NO MORE MOBILE TRAFFIC %

/\ PLUS MANY WAYS 5G WILL
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V AND ALLOW YOU TO CONNECT

Learn More
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Stories Watch All
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@ giffgaffmobile

giffgaff
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10,550 likes
giffgaffmobile Yay! No more mobille traffic!

Show us where you like to work. Get down to business.

#5Ganywhere
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ISTD// The
Significance of
Numbers

This brief required you to design a
typographic piece on the significance
of numbers.

My Approach

My final outcome was a Constantine
book ‘Onety-two’ about the number
twelve ‘a sublime number’. Twelve is
considered a sublime number as it is
found in many measurements, time,
religion and quantities. To share the
importance of twelve, | created a 12
page book where every measurement
(i.e.. point size, page size,gsm, line
length etc) was divisible by 12 and
the content shares 12 facts about 12.
The visual appearance was inspired
by the bible due to 12’s religious
links and the cover was printed on a
risograph to give the gold vibrance.




Onety - Two

We love 12




aumbers1and 21 unifiedwhole.In thig
,ot, nuraber 12 is about reconciling
apposing rendencies and harmonizing
apparenty conflicting ideas. The number
{ependence and optimism

respe

1isall aboutma
1nd leadership. Number 2, o1l the other
hand, is about trust and cooperation. Ina
way, these two numbers contrast sharply

with one anothet.

Like 13, Angel number 12 is a
message of love from your angels that
by trusting your spirit guides you can
reach higher energetic levels that will
help you reach your fullest potential
and find your higher purpose in life.

t wag your last thought and
impression initially before seeing 122
The angels have now responded and
they want to let you know about 12.

wor't happe

\ his date srructur® L}
care, i which the samé

l o digt nomber gets

repeated theee times and

n agan ontl niat CEntury,
steonormizal Socieny of
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12 A
oV} Aiso,
e the day month and
ear (the Last voo digits, at least) will
erur until Jan. 1, 1101 (0/ar/on) ~ quite
auhile auy
Thete i rio question that doom 't
tions (While most
believers in the Magan apocalypse think
the end of the worid will come on Dee. 21,

gosa, apparently

end of
l:.fgndu differently, pinpointin
12, gang, as the day of reckoning. (Th
{s no evidence to suggest the Mayans
predicted the end of theit calendar 10
mean the end of the world)

Turming doomsday on its head, the
8D has eoined the 12/12/12 a8 "Anti-
Doomeday” Do you belizve the Mayar
calendar predicted the apocalypse?
If 4o, are you ‘prepared’ for the worlds
end? Whateveryour beliefs are, there are
nodoubts that superstitions imply that it
could all end with 12,

12/12/32




Elmwood//
The future Today

Brand a futuristic product that
enables you to see up to 10 minutes
into the future.

My Approach

Blush is a brand that sells holographic
contact lenses that enable you to
watch events up to 10 minutes into
the future. Blush creates a solution
for awkwardness, shyness and social
anxiety as you can watch peoples
responses to your actions and avoid
situations where you may embarrass
yourself. Anxiety effects 1/4 adults

so the contact lenses may have a

high demand as they could be used
as medical alternatives and would

be a short-time solution for social
anxiety. The contact lenses dissolve
after 10 minutes so there is no plastic
waste, there would also be a high
demand as they are a one time use
product. Situations that they may help
with include public speaking, spatial
awareness, meeting new people

and dating.

The branding relies on a friendly
attitude and playful imagery.

My packaging design follows the
simplistic principles of Blush and has
a minimalistic style and a semicircle
dye cut to add interest to the
rectangular box.




Blush’s logo is a blushing face with
circular cheeks and a widened ‘U’ that
represents a smile. The identity is
responsive when condensed, it forms
a face and two dots for cheeks. Blush
uses a simple colour palette of black,
white, orange and pale yellow as part
of its identity. Orange was selected as
it is a gender-neutral colour and it is
associated with fear.

The typography in Blush’s identity is
an unique non capitalised rounded
sans serif font that is adapted from

Alpaca Scarlett Demo. The roundness
was inspired by the motion of circular
cheeks and the body-copy is Mrs
Eaves OT Roman in point size 12; a

serif font that complements Alpaca
Scarlett Demo.

Blush’s tag-line ‘Don’t be afraid to
blush’ reassures you that you should
have no fear of embarrassment when
you use Blush.

bl she

Don’t be afraid to blush




A pictogram that | designed depicts
what situations that Blush can help
you with like meeting new people,
speaking in front of people, falling
over and dating.

\1/

||
Don’t be afraid to blush

(avoid awkwardness)




The flyer ‘Engage in conversation’
advertises a brand launch for

Blush where you are encouraged

to trial the contact lenses whilst
meeting new people from your local
area. The visual of a telephone

is a transformation of Blush’s
signature smile.

The language used for Blush is playful,
friendly and witty. This is shown in
advertisements for Blush with the
involvement of typically awkward
phrases such as ‘erm)‘aah’ and ‘erm’ on
its billboards.
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Don't be afraid to blush



The layout and design of the brand
launch - a dome with comfortable
chairs, refreshments and games

to encourage people to engage in
conversation. These domes will be
positioned in town ‘hot spots.
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Heart Music Art//
Album Artwork

| was asked to create an album sleeve
and sticker for this brief with artwork
that was inspired by songs lyrics. The
song that | chose was Electric Feel

by MGMT.

My Approach
A4 )
/ 2

The visual hybridity of my design was ( EleCtl'iC :

inspired by the lyrics ‘Put your circuits

in the sea’ - by putting electricity into Feel

the sea, you are essentially killing il

sea life; an extreme interpretation e a G 5 o MGMT

of this could be that humans are \\/

causing extinction. This is what the

world is for, making electricity’ - in

Western Society, arguably people

need and rely on consumerism

goods such as technology. In order

to link consumerism and extinction,

| decided to create an ironic cover

by accompanying a dinosaur with

a special offer price tag. The visual

language on the price tags, the colour

scheme and the typography pairings

are all appropriate of consumerism.

To add interest to the back cover, |

decided to place the lyrics on a price

tag and feature other extinct and

endangered animal price tags.




The inner sleeve was designed to
work in unison with the outer sleeve
so that when you extracted the vinyl, !
you see ‘they’re gone’ paired with a - — EleCtilc
dinosaur. When designing the vinyl — N Effr /A they’re gone.
sticker, | decided to photograph an N

evacuate the dinosaur game that |

purchased at Tiger. The alternate

sides feature the dinosaur fossil being LAST CHANCE

discovered on Side A and the absence TO BUY ‘

of the fossil on Side B, implying the BUY NOW
Bees Sea turtle |

disappearance of dinosaurs as an
extinct species.

Was

SIDE A

Time To Pretend
Weekend Wars
The Youth
Electric Feel
Kids

SIDEB

4th Dimensional Transition

Pieces of What

Of Moons, Birds & Monsters ;
The Handshake 5
Future Reflections PR

&

Columbia Records 2008
Produced by Dave Fridmann

Limited Edition ) . { Sale

on Rhinos
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CV-Daniella Thompson

Work Experience

Graphic Design, Little Agency, Leeds
(August 2019)

Whilst on placement, | designed business
cards, instagram advertisements and
adverts for a variety of clients that they
work with.

Education

The University of Lincoln
(September 2017 - 2020)
BA (Hons) Graphic Design

Pontefract New College
(September 2015 - June 2017)
A-levels-

Graphic Communication - B
Media Studies - B

Psychology - C

AS Level in Mathematics

The Snaith School

(September 2010 - June 2015)

11 GCSE’s, grades A-B, including Maths
and English.

Employment
Casual Events Staff/Waitress, CGC,

Pontefract Racecourse and similar venues.

(July 2018 - Current)

Customer Service, dealing with clients,
team work, time management and
working independently.

Kitchen Staff, Tower Bar Kitchen, Lincoln
(September 2019 - November 2019)
Team work, meeting deadlines and food
preparation.

Temporary Waitress, The Cocktail People,
York Race Course, York

(July 2018 - September 2018)

Personal service to customers and
handling cash.

Christmas temporary sales assistant,
Debenhams’s, Lincoln

(November 2017 - January 2018)
Monitoring fitting rooms, replenished
stock and customer service.

Part-time Visual Merchandiser, Nutmeg,
Morrison’s, Selby

(March 2016 - March 2017)

Working independently, training a

new colleague, display merchandising,
customer service, replenishing stock.

Admin Assistant, The Junction, Goole
(September 2014) Two-week duration
Office based tasks such as data
analysis, selling cinema tickets to
customers, marketing, advertising and
assisting an interactive performance
theatre group.

Key Skills

- Enjoys copy-writing, concept
development and has good working
knowledge of Adobe Software such as
ILllustrator, Photoshop, InDesign, After
Effects, Premiere Pro and XD.

- Loves working as part of a team, good
problem solver and can easily adapt to
new situations.

Contact details

Address -

17 Holme Meadow, Selby, North Yorkshire,
YO8 3AE

Email -
daniellathompson.1999@gmail.com
Mobile -

07511355252

Instagram -
@daniellathompsondesign

Website -
http://daniellathompson.portfolio.com



