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Primary research of the Leicester, mainly the
cultural quarter.
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Leicester City Mayor, 2016) (Leicester City Mayor, 2016) ‘Leicester City Mayor, 2016) (Leicester City Mayor, 2016)
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(Leicester City Mayor, 2016)

Secondary research of the
Cultural Quarter

There's 2 cinemas, 2 ninja parkour courses, and quite a few high rated restaurants in the area. Alongside that there is also a wedding
and party venue with a bar and led lights. (Cultural Quarter Residents Association, n.d.)

Summary of St George's Cultural Quarter Action Plan
(2016-2020) generated by Al with the prompt “please
summarize this pdf”. The plan aims to develop Leicester’s
St George's Cultural Quarter into a premier arts and
creative hub, enhancing public spaces and promoting
economic growth.

Key Achievements

- Successful projects like Curve and Phoenix.

- Creation of creative workspaces (e.g., Makers Yard, Two
Queens).

- Increased residential developments.

- Formation of the Cultural Quarter Association.

Goals for 2025

- Establish the area as a leading arts and creativity hub.

- Develop 20,000 sq ft of new creative workspace.

- Enhance public spaces, particularly St George’s
Churchyard.

- Foster new homes, cafes, bars, and restaurants.

- Support key arts venues and local talent.

V' Leicester

yV & Galleries

Action Plan Themes

1. Creative and Business Growth
- Support and expand creative businesses and workspaces.
- Encourage high-quality residential and commercial development.
2. Public Realm Improvements
- Enhance public spaces and connectivity.
- Focus on key projects like St George’s Churchyard transformation.
3. Promotion and Reputation
- Boost the Cultural Quarter’s profile to attract visitors and investors.
4. Arts and Culture Thriving
- Support local arts venues and cultural events.
- Encourage community engagement in the arts.
Strategic Partnerships
Collaboration with stakeholders (Cultural Quarter Association, arts venues,
property owners) is crucial for the area’s growth and success.
Conclusion
The plan sets a vision for transforming Leicester's Cultural Quarter through
strategic investments, aiming to create a vibrant, well-connected, and

renowned cultural hub. (Leicester City Mayor, 2016)
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Exploring the | ACA145 BRANDING AND STRATEGY Persona Task S ioishieroush

Who is your audience and how well do you know them?

target market and
creating a persona

The persona task given to us
was very useful to develop a
very in-depth persona which
helped create my brand
ideas. The feedback | got on
this was good and to start
developing brands and
things this person would
enjoy doing. So, when
creating the mood boards, |
focused on finding images
that would attract university
students. | included images
such as movies, drinking at
clubs and bars, traditional
clothes and fashion and
more.
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Building brand
identity

Mapping out all the different aspects and effects helped narrow
down the type of brand | wanted to create. It also helped my
ideation process because | had a concrete idea of what the tone
of the brand would be, this made it easier to see which aspects of

it to bring forward where and how.

ACA145 BRANDING AND STRATEGY Brand Personality

Where does your chosen neighbourhood’s personality sit on this spectrum?
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ACA145 BRANDING AND STRATEGY Tone of Voice B M Loughborough

Where does your chosen neighbourhood’s tone sit on this spectrum?

List of Tone Words
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Deciding on brand values and an archetype

| decided on a combination of the jester and the everyman characteristics. As these
will be most noticeable and form good connections with the target market due to
their lively personalities and interest in fun and jokes. Alongside that it is also
inclusive and brings people together. From this basis | chose my values as inclusive,
fun and out of the box. | think this compasses my brand quite well.
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Mood board 1: a deep
vibrant culture.

| wanted to create a feeling of inclusivity,
uniqueness and the umph of culture. |
wanted it to filled to the brim with feeling
and extravagance. To both have sparkle
and depth. | think and the feedback | got
indicated that | had achieved this goal
well.

Mood board 2:
Peace and unity

| used the colour of blue as a reference to
bring a feeling of peace and unity. | wanted
to represent a community which brings
people together and creates a place where
we can all live in harmony. Here if | were to
go forward with this, | would also include
traditional craft like stone carving and print
making which there are lots of placed in the
Cultural Quarter where these make an
appearance.

African
Traditional




Mood board 3: Equality
in colour

| wanted to represent the vibrance of
culture. Create a brand where colour all
works together to create a uniform and
equal feeling. The colours themselves
would also feel fun and happy and bright
just like the youth tend to be.

Mood board 4:
Warriors

| wanted to represent the pain each of our
ancestors have gone through to fight for our
culture. Looking at a warrior mentality |
wanted to create a brand which pushes for
better human rights in the world, works
closely with charities, and raises money for
those in need.
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| wanted to tap into the history of cinema and culture. Looking at different traditions,

M OOd bOa rd 5 Old clothes, and classical movies. The feedback | got was that it did not connect enough
with the whole of the Cultural Quarter itself, so | adapted it to include a lot more about

mOVieS a nd hiStO ry the city's architecture, as the walls see all our movies unfold for centuries. | remained
the brand in black and white to create this connection to cinema still.
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Finding
potential
touchpoints

This task helped a lot with
deciding on what type of
content to create for my
brand and where to place
it. | decided on making
content about the activities
that the persona would go
there to do such as
clubbing, dining and
walking through the park
and cemetery.

We use personas as a tool to understand who  Complete this task to understand your

your audience is and to test to see if your audience in more detail and recognise potential
designs are appropriate and working for your  touchpoint opportunities.

intended audience.

ACA145 BRANDING AND STRATEGY
A Day in the Life Task
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|deating and planning
brand logo and assets
for the first mood board
which | chose to
continue with



gl 9 - > . Adobe After Effects
workshops

These were very useful in putting
_ together my animations as | have
never animated before. It was cool

to see that you did not have to draw
the same image again frame and
KEYFRAMES KEYFRAMES KEYFRAMES KEYFRAMES frame again, but a software could
do it foryou. | learnt about masking,
keyframes, layers and simply how
to animate. It was also fun playing

around with the preset animations
00:02.33 such as the rose petals above. | also

learnt how to make things move in a
nonlinear line, this will come in use
one day. | used the smoothening of
the animation path in my own
AFTER EFFECTS animation with the fans. The change

AFTER EFFECTS AFTER EFFECTS of speed makes it look a lot more
realistic.

LAYERS LAYERS LAYERS

00:02.01




Some of the final assets | made
for the first brand option

| like this design idea, but I think lots of the brand assets
incorporate too dark of a background. Next time when making
it I would like to figure out a method of having the same sort of
depth but with a brighter more eye-catching outcome. The
feedback | got on it was that it would be hard to print but the
illustrations work well. The two types of scripts also provide a
more connective tone to the audience.
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Ideating and planning brand
logo and assets for the fifth
mood board which | chose to
continue with

\

f{i‘:bi :ur‘é t




TUDAEPELL ORPOSAM FUGIATUR?

TUDAEPELL ORPOSAM FUGIATUR?

"SNAP TO GRID

The Illustrator and
InDesign workshops

These workshops helped me remind myself of
all the possibilities that Adobe software
provides. It allowed me to expand and cement
all the things | could do with these two

mu ‘%mat kg applications. We learned about different effect,

combining shapes, creating shapes via circles,
snapping to grid and creating templates.
% Uth % Alongside that we learned how to use masks
' withing InDesign to create cool layouts.
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Some of the final assets | made for the second brand option

| liked the effect of the black and white, especially with such colourful surroundings, it really makes it pop out. The feedback | got was that the posters
could have been more uniform and like each other to make a more cohesive brand. If | were to do this again | would try to be more creative with them.
People did like the website photo idea and the sculptures.
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ACA145 BRANDING AND STRATEGY
Five Reflections (Rs) Framework

Reflecting on
feedback, the
module and the
process.

The process was interesting
although in my opinion too
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was intriguing, | liked the
worksheets each week
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although | wish there was more
practical work. The lectures
were less insightful than | had
hoped, other than the guest
lecture, he was great. Hope
this is somewhat helpful with
making the module next year
and overall, it was an enjoyable
module albeit a little relaxed
until the end.
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