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Praject Overview B Staning Point

This progect il driven by am inlerest in
clirmabi changs and how produsct Riespan
contributes 1o erndrenmental irpact, | am
particularty interested in how graphic
cesign can influence how products ane
peroened and walued over time, arsd how
design can encourage longer use rather
than ponstant replacemient, The project
takes the Farm of & speculatime campaign
tar The Harth Face, Focusing on durability,
lorgevity, and reuss. The beand was chosen
i T3 5 SLFSNE Mdtaciation with
performance and endurance, making it a
crediéhbe plasform for a values:led climate
campalpn.

Ky Bsue & Narrative Focus

Thie kiy issue addressed is replatemsent
oulngng, whare puUTdor products are oRen
g arded becagee of appearance mather
than function. Even high-guality gear is
trequently replaced ance it shows signs of
wear, contributing 1o unnecessary waste.
The campalgn challenges this mindoet by
focuiing on & product’s life beyond
parchade, | presents weds, ape, 0d repiér
a3 Indicilors of enpeience and valies,
pbitieain g leapadty a5 & meaningful
FEiEEnsE 1S Efmdrenmenial omieing.

Audience & Design imenention

Thiy primary awdsoy s oULdoar onsuEmers
aged 040 wio breest in guality gear and
wvalue performance. Whike this audience
may be envircnmentally awane, long-term
use and repair are not always considered
part of the product exgperiEnoe, The
CAMESEN BC1E B8 B poditive intervenicn by
using graphic design to redrame durability
and ageing as aspirateonal, TRrough posters,
digital mterinces, and motion design,
longevity ard reuse ane made wisible and
desirabile, encouraging extended produsct
usE.

Research Apprasch

The project will be informed by a
combination of primany and secandary
retearch, Primary research will mclude
analysing worn outdoor gear, speaking 1o
usiers abowt their atbitudes towards repair
and replacement, and reviewing existing
Morth Face commurication. Secondary
revesrch will fotus on brend-led
sustainability initlathees and writing aroiusnd
cordurmgticn habits and product lifespan,
supporting the concept and visual diection,

PPD Alignment & Futwre Ambitions

‘While my PPD project focuses on
rebranding a music café, this major project
imberficinaly explores a different anea of
Erapsi design. Together, the two projects
demanstrate s broader ramge of skills airoas
branding, campaign detgn, UL, and
wisiaad pystems My @mbition i 1o work in
brand design while producing work across
both print and digital platforms. This project
suppaorts that aim by exploring values-led
commusnkcation within a realistic brand
foriext

BRIEF

= This project looks at sustainability and how design can
influence behaviour.

= |t focuses on encouraging people to repair clothing rather
than replacing it.



RESEARCH

Research focused on
existing outdoor campaigns,
particularly Patagonia’s Worn
Wear and The North Face’s
visual style. These highlight
repair culture, minimal
design, and strong imagery
to communicate clear
messages.
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3. CAMPAIGN FLoM / IDEA

2. VIGUAL |\DEA BKETCHES
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CONCEPT

Initial ideas explored literal repair processes
such as stitching and patching. This
developed into a more conceptual approach,
focusing on the idea that garments are “worth

repairing”.
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EVERY EVERY PATCH
PATCH TELLS A

TELLS A ~ STORY.
STORY. ‘ -

EVERY PATCH
TELLS A STORY.

EXPERIMENTATION

« Different visual approaches were tested, including layering, contour lines, and layout changes.
« This helped explore how to add character while keeping the message clear.




PROCESS

« Original photography was used as a starting point and developed using Al tools to create full campaign visuals. A
mood board was also created to communicate the intended direction for a video advert.



PROCESS
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House Exit Forest Transition Patch Reveal
The advert begins with a wide shot of the The scene shifts to a forest envirenament, The nest scene reveals the first repalr patch
subject leaving thew house and stepping snto showing the subject walking along a trail. an the jacket. This marks the transition from
the street. The jacket is clean and This introduces the outdoor setting and damage to repair, introducing the core idea
undamaged, establishing the starting point

suggests the irvning of the jour where of the campaign.
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Rugged Terrain Multiple Patches Final Summit Shot
A, riessy SoEne STans with the subject walking T surbject reaches the top of the mawntaan The advert ends with a wide cinematic shot
throusgh rugged termain, were eventually the and looks out over the edge revealing of ther suibject standing at a mountain
St sorapes tha coat along 8 nock miitple patc |'rE"51||'l|-':II'|EI to the campakgn EumMMIL Tha patched jacked r5fu"].' wirnible,
continuwing the damage prooess 0o the coat ‘wvery patch tells a stony” and the final message reinforces the idea

that every patch represents a stony,



USER TESTING

WORN DOES  WORN DOES

NOT MEAN  NOT MEAN NOT NOT
FINISHED.  FINISHED EVERYTHING 2T z:\attll[e

IT MEANS  IT MEANS NEEDS NEEDS
\EPLACING REPLACING.

Before & After Before & After

ITS BEEN ITS BEEI
PLACES. JES

= Feedback highlighted issues with simplicity and readability. In response, interaction was added to the
web page, along with colour changes to key words to improve hierarchy and engagement.
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FINAL OUTCOMES

 The final outcomes include a

series of posters, a billboard, a R IS
web page, and a social media SWIPE TO REPAIR DONT REPLACE IT.
campaign. These work together IOIOOIISIIIIISD REPAIR IT. B

as a cohesive visual campaign.

BUILT TO LAST
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Social Media Mockup



BUILT TO LAST

FINAL e W NOT

EVERYTHING

OUTCOMES S \EEDS ekl

WORN DOES
NOT MEAN

BUILT TO LAST
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Figma Web Page Screenshots



FINAL OUTCOMES

MORNING

WORTH REPAIRING.

UV BILLBOARD CONCEPT

MID DAY

WORTH REPAIRING.

EVENING

WORTH REPAIRING.

This billboard uses UV-reactive ink to reveal repair patches over time as it is exposed to sunlight.
The gradual change from damaged to repaired visually represents the idea of extending a
product’s life, using natural light as part of the concept.




IMPACT

Encourages — Extends = Reduces

Repair Product Life Waste

* The campaign encourages users to value worn clothing and consider repair as an alternative
to replacement, promoting more sustainable behaviour.



REFLECTION

Strengths Improvements Skills Developed

BUILT TO LAST

» Clear and consistent « Expand into fully « Conceptual thinking
campaign concept produced video
* Visual communication
« Strong visual * Further real-world
communication application * Design iteration
« Cohesive multi- * More user testing and « Digital & Al tools

platform outputs feedback
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