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Manchester, Know The Origin Store.
START-UP TO S T A R T E D

INITIAL THREADS

A PANEL OF ETHICAL BUSINESS OWNERS JOINED TO FORM THE
PANEL OF GUEST SPEAKERS, FROM BEAUTY BRAND OWNERS
TO MAGAZINE EDITORS.

To begin research a pre-booked event was valuable to begin the ideation process. The event
was held at Know The Origin store in Manchester City Center on the 2nd January 2020. This
was valuable to gain an insight into how sustainability is considered throughout different types
of businesses and how businesses connect with the conscious consumer. The founder of
Know The Origin and Marketing Director also spoke to the researcher regarding the current
study topic and ideation and gave good feedback and areas for improvement. Opportunities for
project collaborations were made and details were exchanged.

5

MANCHESTER ART GALLERY AND MUSEUM
NORDIC CRAFT AND DESIGN EXHIBITION

DESIGNERS, MAKERS AND ARTISTS. HIGHLIGHTING
THE HIGHEST QUALITY AND CREATIVE FURNITURE,
FASHION, LIGHTING, CERAMICS, GLASS, METALWORK AND
JEWELLERY FROM 1930 TO THE PRESENT DAY.
The Nordic Craft and Design exhibition was a temporary exhibition at the Manchester Art Gallery from
October 2019-May 2020. The researcher’s visit was on the 3rd January 2020. The exhibition was valuable
to attend for the researcher as it showcased an exploration into different sectors and interpretations of
past and present day design and showing how to change can have such an impact. This was also valuable
for evaluating cross-sector research and understanding how different businesses are reacting to the
current environmental situation.

INITIAL THREADS

INITIAL THREADS

PRINT RESOURCES
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THE PANEL AT KNOW THE ORIGIN REFERRED TO A
HANDFUL OF INTERESTING BOOKS THAT WOULD BE
RELEVANT TO RESEARCH AND TOPICS THAT WERE OF THE
RESEARCHERS INTEREST.
Fashion Revolution (2018). Fashion Environment Change. 3rd edition. London, UK. [17/02/20]
Ethical Consumer Magazine (2019) How To Slow Down Fast Fashion. 8th edition. London, UK. [03/02/20]
Following the researcher’s visit to the Know The Origin store, a range of printed resources were recommended by industry experts. The above are a range of books and magazines relatable to developing the
threads of the research which tapped into current views of sustainability. They tapped into the need for
re-branding sustainability and what the future means for reconnecting people with the planet.

7

BIRMINGHAM CITY UNIVERSITY
KATE FLETCHER GUEST TALK

KATE FLETCHER, CREDIBLE PROFESSOR, AUTHOR,
RESEARCHER AND ACTIVIST, DELIVERED A GUEST
TALK AT BIRMINGHAM CITY UNIVERSITY REGARDING
SUSTAINABILITY WITHIN SOCIETY.
Kate Fletcher visited Birmingham City University and delivered a guest talk on the 9th January
2020. Gathered research indicated a potential gap within sustainability, to research further into class
and sustainability. The researcher gained valuable information regarding the future of fashion and
sustainability. Kate Fletcher talked about the necessity to tap into those that are yet to confirm the
simplest sustainable practises and empathised the need for innovative marketing to re-connect with
this consumer. Another valuable event to build upon primary research and gain upon knowledge of
sustainability, particularly within the fashion sector.

INITIAL THREADS
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BIRMINGHAM MUSEUM AND ART GALLERY
POWER TO THE PEOPLE EXHIBITION

INITIAL THREADS

POWER TO THE PEOPLE PERMANENT EXHIBITION
PROVIDES AN INSIGHT INTO PROTEST AND ACTIVISM,
FOCUSED ON BIRMINGHAM AND THE CITIES REPUTATION
FOR MANY SIGNIFICANT CAMPAIGNS.

Now a permanent exhibition the Birmingham Museum and Art Gallery, this new exhibition was useful for
conducting local research, the Birmingham Museum and Art Gallery offered valuable exhibitions that provided
a broader insight into the background of activism and enabled the researcher to understand the past and
present thoughts on the environment and sustainability. The exhibition provided a ‘Thoughts Board’ whereby
visitors of the exhibition could leave thoughts, as seen above, these were interesting to research as they show
a real-time take on an individuals thoughts on the current state of climate change.
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INITIAL THREADS

BIRMINGHAM MUSEUM AND ART GALLERY
DRESSED TO THE NINES EXHIBITION

DRESSED TO THE NINES TEMPORARY EXHIBITION
PROVIDED AN INSIGHT INTO FASHION FROM 1850 TO
PRESENT DAY AND THE SHIFT IN HOW THE CONSUMER
VIEWS FASHION CONSUMPTION.

Exhibiting from July 2019 to September 2020, the researcher visited on the 4th March 2020.
The exhibition was focused on the fashion sector in particular, similar to Kate Fletcher’s studies, the exhibition
focused more on the deeper meaning of garments and the shift in how people connect with their garments,
given the current state of the environment. The exhibition empathised new materials and innovation regarding
sourcing organic cotton and many other new found materials.
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9

BIRMINGHAM
TYSELEY ENERGY INNOVATION EVENT

THE EVENT EDUCATED VISITORS ON ENERGY INNOVATION
ZONES, HOW BUSINESSES ARE ADAPTING BY DESIGNING
SYSTEMS THAT PROVIDE CLEAN ENERGY INNOVATION.
The event took place on multiple dates throughout March. The researcher attended on the 4th March 2020.
Attendance to this event was inspired by the Birmingham Museum and Art Gallery, who were advertising
this event for all sustainability researchers as it educated attendees about cross-sector sustainability
and taught the importance of understanding the threads that link all industries in a goal to reach a better
environment.

INITIAL THREADS
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INITIAL THREADS

CHATSWORTH HOUSE, PEAK DISTRICT
HOUSE STYLE EXCLUSIVE EVENT

10 CENTURIES OF FASHION IN AN UNCONVENTIONAL
SPACE, OFFERING PAST FASHION TRENDS TO PRESENT
AND ENVIRONMENTAL THREADS.

House Style is a permanent exhibition that takes place each year with new items added into the collection.
The researcher visited in March 2020. The exhibition demonstrated the power of fashion and brings to life
the captivating individuals from the Cavendish family. This exhibition was useful to the researcher to view
centuries of change in the fashion industry and how sustainability has had an impact over recent years.
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IDEADEVELOPMENT.

IDEA DEVELOPMENT

CROSS-SECTOR RESEARCH ANALYSIS
13

Cross-sector analysis is vital
for the idea development
stage as analysing issues
across sectors encourages
the researcher to asses the
topic from the perspective of
another field which develops
a wider understanding.

1

IDEA DEVELOPMENT

CONDUCTING PRIMARY RESEARCH
14
Online Survey (Pound 2020)
Do you feel connected to sustainability messages and environmental awareness campaigns?

ONLINE SURVEY
Idea development indicated that the next step of research was to develop in the chosen topic
area. An online survey was conducted between January and March 2020 and was aimed
at those aged 20-40 in particular, as research leans towards investigating working-class
families. Key results indicate interesting findings. The online survey also indicated that
public transport was the best place to target the working-class consumer.

Yes, fully
26%

SOCIAL MEDIA POLL
A social media poll is critical to research development as it provides completely different
results as opposed to an online survey, as it reaches a younger audience directly. This
medium gathers raw and organic findings. The social media poll was published on
Instagram and was live for 24 hours on the 1st February 2020. One of the questions stated
within the poll was: “What organisations do you consider aim to target the working class?”
answers included Birmingham City Council and Client Earth which sparked interest to
research further.

INDUSTRY INTERVIEW
Mostly, but I
would like to do
more
52%
No, not at all
22%

Using the researcher’s network, it is beneficial to interview industry experts on a subject
matter or sector as they can give key insights into what matters should be tapped into and
how. An interview with Molly James, Marketing and Communications Director at Know The
Origin provided support throughout.

INTERVIEWS WITH SELECTED INDIVIDUALS
Yes, fully
No, not at all
Mostly, but I would like to do more

Interviews with individuals ageing from 10-50 was critical to developing research and
understanding of the target audience as this develops links between generations and the
influence they have on each-other and the subject matter.

IDEA DEVELOPMENT

KEY DATABASES FOR DESK RESEARCH
15

Key databases are unique to the research topic. The
researcher aims for a career within marketing and
has a strong interest in researching sustainable
practices. Following the public survey, key databases
were investigated for further research within this
field:
• L:SN Global
• Mintel
• WGSN
• Business Insider
• Financial Times
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TED TALKS
TEDxYOUTH, SIERRA ROBINSON, TEDxVAIL, RYAN LUPBERGER

Ted Talks are a key factor in the researchers journey from
threads to the final idea as they make any subject area
factual and provide statistics that are digestible and rich
in credibility. These two Ted Talks in particular by Sierra
Robinson, seventeen-year-old environmental activist,
and Ryan Lupberger, CEO of Cleancult and academic in
environmental studies, had the element of bringing their
own personal stories into their views on sustainability
and what the future means. They presented very different
views, however, both agreed that the word ‘sustainability’
does not hold the same meaning as it once did, rather now
it has been saturated and lost trust through brands using it
to make green-wash claims. They suggested sustainability
needed a re-brand.

IDEA DEVELOPMENT
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IDEA DEVELOPMENT

KEY PRINTED LITERATURE FOR DESK RESEARCH
17

Literature and printed sources were easier to source when
the research topic became more defined. Four books in
particular highlighted the planet’s biggest struggles and
how each sector and industry is impacting this:
• Bravo, L. (2020) How to Break Up with Fast Fashion.
1st edn. London. Headline Publishing Group. [Accessed
16/02/20]
• Bell, K. (2020) Working-class Environmentalism: An
Agenda for a Just and Fair Transition to Sustainability.
1st edition. Bristol, UK. Springer Nature, Switzerland.
[Accessed 18/02/20]
• French, J. (2019) Strategic Social Marketing. 2nd
edition. Los Angeles: SAGE 2019. [Accessed 20/02/20]
• Fashion Revolution (2018). Fashion Environment
Change. 3rd edition. London, UK. [Accessed 17/02/20]
• Ethical Consumer Magazine (2019) How To Slow Down
Fast Fashion. 8th edition. London, UK. [Accessed
03/02/20]
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IDEA DEVELOPMENT

MAGAZINE RESEARCH EXERCISE
18

To pull together all development and
progress, Adam Guy introducted the
researcher to a magazine activity that
pulls together the topic, aims and
end result. This was beneficial, as it
highlighted gaps in research and the
topic that needed to be refined. The
activity helped the researcher move to
the next stage.
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IDEAREFINEMENT.

IDEA REFINEMENT

CAMPAIGN AND BRANDING

Size Does Matter.

20

Following views expressed in Ted Talks, the name of the
campaign shifted away from ‘sustainability’ as it is deemed
as over-saturated and assosiated with green washing.
A second logo was created to promote the collaboration
between Client Earth and Birmingham City Council. Using
elements and colours of both organisations.

Campaign.
Following extensive field and desk research and the
researcher’s career aspirations, a marketing campaign will be
the end result. The researcher found a gap in environmental
work that was not being acknowledged. Though there were
articles and books regarding ‘environmental-classism’, the
idea that the working-class were excluded from sustainability
messages due to their low income, this was not implemented
in campaigns.
The #ThinkPlanet campaign will aim to do just this. Target a
challenging consumer tribe, the working-class in particular
parents with children under the age of 16. A simple, effective
and grounded campaign that will tap into digital and physical
touchpoints with parents and children across multiple
mediums.
The campaign will utilise all research from where to target
this consumer to what materials they respond best to, to tailor
make the marketing strategy.

#THINKPLANET.

Both logos used DIN Condesed which is a clear, consistent
font. The {THINKPLANET.] logo also uses Chalkboard to add a
child-friendly connotation.

Birmingham
City Council

Engage, Connect,
Change.

12.8mm

55.3mm
48.1mm

60mm

Colour Combination.
The colour
pallette aims to
avoid traditional
colours assosiated
with nature and
sustainability, to
link in with rebranding the topic
and appealing to a
different consumer.
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COLLABORATION.

COLLABORATION

BIRMINGHAM CITY COUNCIL
22

Birmingham City Council provides minimal contact
details to the public which was expected. Therefore,
initial contact was made through their main telephone
number and explained what was needed from
the marketing department. They advised to email
marketing@birmingham.gov.uk as they would be able
to forward this enquiry to the right people. Elizabeth
was pointed as the contact person who could be
reached by calling the marketing department directly.
She provided detailed strategy, costings and cerative
direction for the project and advised the researcher to
contact her again throughout the project.

COLLABORATION

CLIENT EARTH
23

Client Earth are a much smaller
organisation, therefore it was easier
to source the information required.
Similar to Birmingham City Council,
customer services re-directed to
a relevant employee that could
inform the project best. A telephone
conversation was organised with Ellen
Baker to ask the questions needed to
understand the organisation and their
marketing strategy.
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LISA WALKER
HEAD OF FINANCE, BECK PROSPER LTD

COLLABORATION

Hi Megan,
Your project sounds interesting and I would be more than happy to help. As discussed, please see a cash-flow template below.

Industry professional collaboration through mutual
connections. Exchanging emails enabled the researcher
to organise a face-to-face meeting and collaboration
for the financial background of the business plan.
Lisa Walker, Head of Finance with 30 years industry
experience, had the strong skill-set and knowledge
to give industry insight into the financial elements in
Operations, Marketing Strategy and Financial Plan. She
also provided the researcher with guidance to creating a
cash-flow forecast.
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MOLLY JAMES
MARKETING AND COMMUNICATIONS DIRECTOR, KTO

COLLABORATION

Molly James, Marketing and
Communications Director and Graduate,
became part of the researcher’s network
when attending the Know The Origin event
in Manchester on the 2nd January 2020.
Molly became a useful connection as she
has the creative and analytical background
to provide guidance on the project. The
researcher organised multiple telephone
conversations with Molly to gain the
information needed.
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LIAM BROAD
GRAPHIC DESIGNER

Liam Broad, Freelance Graphic
Designer and Graduate, provided
creative direction in regards to the
design of the logo and branding. Liam
reached out to the researcher to offer
support with the project as he has
previously worked on sustainable
and environmental research
design projects, and is therefore
knowledgeable in the area.

COLLABORATION
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ASHLEE WHARTON
SOCIAL MEDIA ASSISTANT

COLLABORATION

Ashlee Wharton, Freelance Make-up
Artist, Undergraduate and part-time
Social Media Assistant, was met at
a careers fair hosted at Birmingham
City University in January 2020.
Ashlee has a valuble creative insight
from a different perspective to
other collaborators and has offered
guidance to build the social media
strategy,
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