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Infroduction

The aim of the second project in second semester
wass to create design proposals for a visual identity
for a campaign for more bicycling.

The goal of the campaign is that more people
ride their bicycles to work, to study, efc., in order
fo improve young immigrants’s health but also
to make them integrate the society, and of
course, fo help creating a better environment in
Copenhagen, with less motorized traffic.

We decided to call our campaign *“CopenhaZEN”,
with as sender Kobenhavns Kommune and as
receiver young immigrants.
Some keywords to describe our campaign would
be: healthy, fast and relax.

Copenhazen is a mix of COPENHAgen, ZEN
(relaxed and healthy) and also citiZEN.

We were supposed to base our ideas on the
general analyze based on communication plan
and problem formulation.

Thus, in this report, you will find the whole
process of our work. In the first part you will find
our communication and project management
work and then how we answered o our problem
formulation with graphics and the campaign itself
-The problem formulation being :

* Why young immigrants use a motorized
accomodation and how can we make them
cycle instead ?
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e Problem formulation

Our Problems :

* Young immigrants mainly use a motorized
accomodation and it is not good for Copenhagen’s
environment.

¢ Find the way to talk to immigrants and tell them that
biking is the best way to keep themselves in a good
health and spirit in order to make them integrate to
the Danish society easily.

->S0, the direct message is to keep themselves in a
good health, and the hidden message is to make
them integrate better in the society.

Our Problem formulation is :
* Why young immigrants use a

motorized accomodation and
how can we make them cycle
instead ?
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* Project Plan - Gant Chart

PROJECT PLAN

The first thing we did was to prepare the
project plan. We followed it day after day,
through the whole process and it helped us
fo organize our fime schedule. We found out
that project plans are very useful, especially
when it comes to work in such a short

deadline.

MS-Project guide:

Project: So take your bikes . . . Pro
Date: Thu 12.03.15

Task
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Milestone
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Project Summary
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Start-only
Finish-only
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* Project Management Plan - Gant Chart

ID Task Task Name Duration Start Finish Predecessors Resource Names ['12 Mar 05 ['12 Mar 12 ['12 Mar 19
8 Mode M T w T F s s | wm T [ w T F s s ™ T w T
0 = So take your bikes... 10days  Tue 12.03.06 Mon 12.03.19 g )
Project
1 Problem formulation 2 days Tue 12.03.06 Wed 12.03.07 Anne-lise;Lucie;Ad¢ s 1
and communications
plan
5 W oA Visual identity 2 days Wed 12.03.07 Thu 12.03.08 Lucie[20%];Adam[Z
8 |y r Presentation of the 1day Thu 12.03.08 Thu 12.03.08 9 Anne-lise;Lucie;Adz Anne-lise;Lucie;Adam
ideas/visual identities
and communication
plan
9 v @ Work out the details 0 days Fri 12.03.09  Fri 12.03.09 [ cmm——903.09
10 W + SwWoT 1day Fri 12.03.09  Fri 12.03.09 Lucie Esmmsng Lucie
11 A Model of 1day Fri 12.03.09  Fri 12.03.09 Lucie Eemmmmn Lucie
communication
12 [ Communication Plan 1 day Fri12.03.09 Fri12.03.09 14 Lucie Lucie
13 v A Project plan 1day Fri12.03.09  Fri12.03.09 Adam Gy Adam
14 | @ Stakeholder analysis 0 days Fri 12.03.09  Fri 12.03.09 Lucie 03.09
17 | @ Gantchart 1 day Fri12.03.09  Fri 12.03.09 Lucie B Lucie
18 v A Sponsors 1day Fri12.03.09  Fri12.03.09 Lucie By Lucie
19 v A Budget 1day Fri12.03.09  Fri 12.03.09 Adam Gy Adam
20 & @  Taking pictures for the 1 day Sun 12.03.11 Sun 12.03.11 Anne-lise;Adam Ess===g Anne-lise;Adam
21 o Work out the details of 3 days Sun 12.03.11 Tue 12.03.13 Lucie[20%];Adam[ EEE—————
the visual
communication
2 v AW Poster 3 days Sun 12.03.11 Tue 12.03.13 Anne-lise EEmmmeeeeaaaay Anne-lise
23 v @ Banner 3 days Sun 12.03.11 Tue 12.03.13 Adam = [.CEl)
24 @ Landing page 3 days Sun 12.03.11 Tue 12.03.13 Adam g Adam
25 |y % Other channels 2 days Sun 12.03.11 Tue 12.03.13 Lucie[20%];Adam[Z Fr—
26 o S?‘ Bus decoration and 3 days Sun 12.03.11 Tue 12.03.13 Anne-lise;Adam Eamssssssaaaa Anne-lise;Adam
bus stop
installation
27 W Flyers in the 3 days Sun 12.03.11 Tue 12.03.13 Anne-lise (————————— UL
street— Poster
28 % Bike decoration 2 days Sun 12.03.11 Tue 12.03.13 Lucie;Anne-lise P——
2 v @ Stickers on bikes 3 days Sun12.03.11 Tue 12.03.13 Lucie e LUCTE
30 v A Cover on bikes 3 days Sun 12.03.11 Tue 12.03.13 Anne-lise (= [EULJ
31 " A T-shirt campaign 3 days Sun 12.03.11 Tue 12.03.13 Anne-lise EEsssmsaasaaaay Anne-lise
32 | @ QR code on those 3 days Sun 12.03.11 Tue 12.03.13 Anne-lise[33%];Luc EEmsemeeeaaaay Anne-lise[33%];Lucie[33%];Adam[33%]
offline mediums!
Liking to the
33 | @ Evaluation, decisions 1 day Tue 12.03.13 Tue 12.03.13 Anne-lise;Lucie;Adz Es====a Anne-lise;Lucie;Adam
34 @ Last corrections, report 1 day Wed 12.03.14 Wed 12.03.14 Anne-lise;Lucie;Ade Bz Anne-lise;Lucie;Adam
35 [ W Hand in the project 1day Thu 12.03.15 Thu 12.03.15 Anne-lise;Lucie;Ad: Eemmssa Anne-lise;Lucie;Adam
36 v A Portfolio update 1 day Thu 12.03.15 Thu 12.03.15 Anne-lise;Lucie;Adz E=====a Anne-lise;Lucie;Adam
37 [ W Practise presentation 2 days Fri12.03.16  Sun 12.03.18 Anne-lise;Lucie;Adz Esss===—ssuay Anne-lise;Lucie;Adam
38 E o Presentation 1day Mon 12.03.19 Mon 12.03.19 Anne-lise;Lucie;Ad: EEmmmg Anne-lise;Lucie;Adam
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- Feeling citiZen
e Communication Plan

Finding out who is the sender, receiver, the
message and its meaning was essential for
creating the visual identity.

The sender is Kobenhavn Kommune - the
municipality of Copenhagen city.They need
the visual identity for a campaign for more
cycling.In fact the municipality wants to get more
people ride their bicycles to work, to education
efc, and for at the same time imroving public
health and help fo create a better environment
in Copenhagen, with less motorized traffic.

The receiver (our farget group) are young
immigrants, students of workers who are not
used to the scandinavian culture. They usually
prefer motorized transportation like metro, train
and buses instead of cycling. Our target group
is identified as young immigrants who wants to
infegrate the society and concerned about their
citizenship and their health.

The message is : be a copenhaZEN and you will
feel like a citizen, in other words : cycling makes
you a better citizen.

It is a short message and the meaning is simple
to understand. The expected effect is fo make
them be a part of the scandinavian culture and
motivate them to cycle, and get a better and
healthier city.

The direct message is to keep themselves in
a good health, and the hidden message is
fo integrate them more helped by the direct
message.

Time Plan for the campaign

Which medias should we use and when
should we use them?
The campaign is for 3 months.

Offline medias :

Logo + QR code on :

1": Bus stop installation -> 4 first weeks

1st: T-shirt campaign -> 3 months

2nd: Stickers and bike decoration -> after the
first 2 weeks and until the end.

-> So people wonder what it is about

3: Flyers in the street- Posters -> after the 3
first weeks and until the end.

The QR code on those offline medias make
the link to the online medias so people get
more information about the campaign and
get answers to their questions.

Online medias:

1t : Landing Page -> the 3 months
2nd: Flash Banner (sending to the landing
page.) -> the 3 months

Effects :
By doing that, the message will be passed
through the city and consequently be
communicated to our target group, and be
efficient.

sender receiver

Kobenhavn Kommune Young immigrants

intention
Take your bike
Qe
message O
Be a Copenhazen
/better citizen
4@,
O g
offiine online
Logo Website
Posters & flyers Landing page
Installation bus stop Banners

Stickers
Bike decoration
T-shirt
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e SWOT Analysis
e Communication Model

We used the SWOT analysis to evaluate the Strengths,
Weaknesses/Limitations, Opportunities, and Threats involved
in our campaign. It enabled us to identify the internal and
external factors that were favorable and unfavorable to
achieve our objective.

So it gave us the opportunity to see if our objective for
communicating fo our farget-group was atteinable or not.

strenghts weaknesses

&5 motorized
transportation
rice .
P &5 communication

&5 parking price budget

o cyclist facility

SWOT
opportunities threats

&5 increased
immigration

, o cultural issue
o car tax & gas price

&% 50% of Copenhageners o price of a bike
commute to work
or study by bike

Preference

ple)VVil=Te[e[=)
Awareness

Communication Model

We chose this communication model for our campaign
because it suits the process we wanted to follow.

Awareness

If most of the young immigrants are unaware of the
object, our task was to build awaraness by name
recognition, simple messages repeating the name of
campaign : CopenhaZEN, feeling citiZEN.

Knowledge

The target might have product awareness but not know
much more about the campaign => bring them to
understand what it is about by the logo, posters etfc..

Liking
Making nice design for posters, landing page, efc..

Preference
More than make them like it we have to make them prefer
it to others by promoting quality, values of cycling.

Conviction
Build conviction among the targetf, make them feel
concern.

Purchase
Make them cycle and integrate the society.
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e Visual Presentation of the sender

Using the Kobenhavns : Sadan planizgge
. . . kampagnen
Kommune's icons and exhisting
visual identity, helped us in
the creative process to keep
in mind the sender’s graphic
style.We used this mood-board
for brainstorming and creating g
sketches so that we knew we z : | Find det p&
were on the right visual and kviKKen
g ra p h |c TrO C k . Fa overblik over apps fra Kebenhavns Kommune

5
Book en Bane n g T
] s P =T g =
e s ﬁ;‘,’;‘;g{“ LJ App Store ™ B

Er du/0gsd et vanedyr?

3

Y i

=) App Store

Giv et praj

DHL STAFET

s i WK cdcykelchip
| itk
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* Budget

Here is our Budget for our
Customer = Copenhagen’s
Commune.

We show in this graphic how
long it took us fo make the
media campaign.

+Grey boxes are the prices for
each design of each media
based on the time we spent
on each of them (the timeline
is based on day 1 untfilday 11)
and also on its importance/
impact and ifs size.

Some of the projects didn't achieve
because of the budget the
Commune had for this campaign
(fx: Magazines adds)

*The orange box represents
basically the week-end.

*The red boxes represent the
final price before and after
sponsors financial help.

Campaign:
Offline:

Visual identity
Logo

Verify

Installation

Bus deceration and bus stop installation

Merchandising
Bike decoration
Stickers for bikes
T-shirt campaign

Print agvertising
Flyers

Magazine

Poster

Online :

Web medias

Flash Banners
Landing Page

Price

Sponsors

Viva bikes

Danzke Cyklist Forbund

Joe and the juice

Final Price for the Kommune

_-

.
— -

28600 [xjaly

5000
3800
4000

15000 BUl3
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» Stakeholders
e Sponsors

Our Stakeholder analysis shows the
impact of the campaign and its
participants

Kobenhavn Kommune

Young immigrants

Bicycle
sellers

Sponsors involved in the campaign

Viva bikes

The famous danish brand of bikes wanted to
VI participate to this campaign because the company
fresminesEn - wanted to help the municipality of Copenhagen,

share its passion for biking and advertise itself.

Joe and the juice
s THE, Second sponsor, popular Danish chain that serves
§" 2. a variety of coffees and freshly made juices. Its
participation is totally coordinated with the target
group, indeed, the brand image is affracting for
young people who want to have a healthy drink
after biking.

DCF

Devoted to promoting cycling as a means of
fransportation and recreation, the Danish Cyclists’
Federation that seems obvious to ask her fo be a
part of the CopenhaZEN campaign.

Visual Identity and Communication
Group project #2 - 2nd semester
Knord 2012 10
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|—> * Visual Identity - Proposals

Copenhlalk * Seoe
...Feel like a citizen C
€ ) openho
Copenha
o
k. Copenho &
5o o Copenha ) @‘L@
-)9 COp enl:nglUkeacitizen ’5%
(J
‘\f COPENHA
O @ Feel citizen
B '
PR COPENHA
Feel likea CITI
Copenha »
o
Copenha a8 .
000 “
 Xer ¢/ % —=N1
e dnZEN COPENHA COPENHA/Z =)

zen

Feel citizen

g 5

Here is our Logo research.
Since the start, we wanted tfo
keep as colors : black/orange
and grey.

Indeed, black is catchy and
easy to read. Orange is fresh,
and catchy color oo, and then
the grey concrete structure
makes the logo a bit more
«urban.

We emphasized the ZEN to
make people see the word
«en» and understand «citizen».
Indeed the campaign is about
being relaxed and citizen.

We used of course a bike icon
to show what the campaign is
about and the orange to show
that biking is healthy. Also we
made a parallel between the
shape of the orange, the clock
and the wheel of the bike
because they look alike.

Visual Identity and Communication
Group project #2 - 2nd semester
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COPENHA

* Visual Identity - Final

We chose this logo to be the final
one as long as elements are pretty
well balanced.

The 3 cyclers represent the 3 posters
we have made for the campaign.
They are cycling around the orange
because it is a symbol of health,
freshness and youth.

We chose those fonts because :

- Hero is a sans-serif round and
young font that is easy to read and
quite bold, which makes it catchy
and perfect for a logo.

« Avant-Garde is a very simple font
usually used for titles because of its
readability. We chosed the italic one
fo show movement and rapidity.

- Feeling citiZen

o5
%8
o
Logo :
COPENHA
Feeling citiZen
|
\_/g% o
COPENHAZEN COPENHAZEN

Feeling citiZen Feeling citiZen

%
«© COPENHA

9 Feeling citiZen

Copenhagen's Commune Identity :

#li

K@BENHAVNS KOMMUNE

Sign : QR code :
%
o)
Fonts - Typogaphy :
font used:
HERO COPENHA
Tc avant sarde cotnic  Feeling citiZen /

Medium condensed italic Feeling citi

Visual Identity and Communication
Group project #2 - 2nd semester
Knord 2012
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e Visual Identity - Offline Implementation

Promortional T-shirt

COPENHAZEN

1AM
Feeling citiZen
s

SEE WHY

.| oy E .
COPENHA [~ [\

Do you feel citiZen?

Sticker with @R on

Bus decoration

Sticker

Visual Identity and Communication
Group project #2 - 2nd semester
Knord 2012
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e Visual Identity - Offline Implementation

lam
COPENHA

«Waterfall» Posters campaign

»,  Iftheyare, youéan be £
. COPENHA

Ifthey are, you can be
COPENHA

Feel/ng citiZen

alliias,” eeo
i D)
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e Visual Identity - Offline Implementation

o
&
- COPENHA

Feeling citiZen

%

.

When you commute by bike, time normally
spent sitting in a car is used productively
as part of the training day. ’

Bus-stop special poster-
installation

Cyecling this sporting activity is that, you.

would find cycling a delightful experience I
without even realizing that it has done good ik i passien
to your body. S

3 AR &BTHE,{/
Arriving af work refreshed and blowing i

away job-related frustations on your ride
- home. N 5 : B

What about
Feeling7cifiZen

Bike decoration

AFA JCDecaix
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e Visual Identity - Online Implementation

Danish Bicycle Culture

Copenhagen i worll farmous for its biking culture and now offcally the

Homepage - Page3

Banner:

Flash Banner

Copenhageners love their bikes

| oy g e Young girls in stileties on their way 1o & party and businessmen in suls

going 1o work - £o matter the weather and no matter whers they ar=
- go by bike. Tt is no worder s

[ slected Bike City =x the first city sver. In Copenhagen 50% of sil

[n——— ltizens commule by Dike every day snd thers sre more Dikes than

Bzt inhabitants.

Grtmns cmebder

__”‘__" In Copenhagen thers ar= mor= bikes than inhabitans, thers ar= simost

g 400 kilometers of biking lanes amang which you find the worlds busiest

= Biking lare with up o 40.000 cyclist passing daily.

Sty

Kinderganten etc. In Tact 25 percent of ol Tamilies with two Kids in
Coperhagen have

Even top poliicans = Weir bike cvery day (o pariament. A majorty
(63 pero=rt) of the members of the Danish
Christisnsborg Castie in the middle of anun-ym.mwm

Cydling and carbon neutral
s & first time visitor in Copsnhagen the amount of bicyces on the
streets can Be overwhelming. Bul you will scon realize, that fife in
Coperhagen is bassd on bigydes =3 = very importart means of
transportation.

With 350 Kiloemeters of biking lan=s and traffic lights especislly for bikes,
the city's infrastructure is build on the fact that s bicycle is not only the
chespest, hesiihisst ard fastest way o get around D oily, it is slss =

very impertant factor in reducing carbon emission. Thersfors Bicyce:
uﬁns.uﬁp{dhqm.ﬂhhm—n—
firet carbon neutrsl capital in the world by 2025.

Facts on bikes in Copenhagen

# 50 % of all Copenhageners commuts To werk or study by bike.
# 35 % of all who work in Copenhagen — indufing people who fve
in the suburbs and neighbouring towns but work in Copsnhagen -

‘commute to work by Dike.
® 355 of all famies with tws kids in Copsnhagen have = csrgo
ike they use o ransport the Kids Tz Kindergarten and for grocery
irg etc.

shopping
* In totsl Bike 1.2 million Klometers o year, which

Landing page on kk.dk

Visual Identity and Communication
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COPENHA

e Project’s Conclusion
e Aims of learning

- Feeling citiZen

Project’s Conclusion

Young immigrants use mainly motorized
accomodation.They are not used to cycling
because of a cultural gap. Indeed cycling
is very usual for Danes and can be a bit
surprising for foreigners.

Thus to bring young immigrant to cycle, we
communicate with a simple message like
repeatfing the name of the campaign for
instance. Bring them fo understand what
the campaign is about by all the medias we
made.

Promoting the values and benefits of cycling
for their heath and their life, in order to make
them prefer cycling instead of using motorized
fransportation and to motivate them to take
their bicycles.

Finally, making young immigrants understand
that taking care of the city is a way to be a
good citizen and fo integrate better in the
danish society.

Our campaign is attractive, young (based on
new medias and fashion) and catchy so it makes
young people curious and feel concerned.

Aims of learning
Anne-Lise

I learnt a bit more about communication theory
and also how to manage a team and also to try
not fo take too much power. However, because
of my previous personal experience, it is always
a bit hard for me to control myself because | am
very demanding regarding the quality of what
we produce.

| learnt a lot about our target group and how
fo focus on it even if | didn't expect to learn that
much about this part.

| need to learn more about the project
management and communication part as long
as | don't have an problem regarding creative
softwares.

| will try to let the others work a lot more on the
creative part and | will focus a bit more on the
theoretical part of the project.

Adam

| learnt how to work fast for a short deadline.
The knowledge | had has improved as | got
really deep in some areas like <how to reach a
target group», and | learnt a lot about working
in a group.

Although | learnt a lot, | expected to learn more
from this project, but the time was too short for
this, so | will improve myself later on.

For example | want to practise more to make
a report, learn more about SWOT and practise
working in lllustrator and Indesign.

So, from now on | will fry to work on tasks | couldn’t
work on because of a lack of experience -
Indeed, the other members of the group know
some things that | don't. So in the future | will fry

Lucie

The aim of this project was fo teach us how
to create a visual identity and manage a
communication campaign.

Indeed, thanks to this project, | am able now
tfo determinate a communication plan, and
evaluate it with a communication model, and
fo planour fasks in order to reach our goals.
Regarding the visual identity, | learnt that it is

divided in 2 parts : online medias and offline ones.

| aways knew that a communication campaign
asks a lot of fime but | realized that one of the
difficult point is to mix all our ideas and make
them consistent.

Visual Identity and Communication
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