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Artist Statement

My intention for this project is to create a very strong campaign that influences teens and young adults that Glob-
al Warming and Climate Change is a very serious issue and humanity needs to start taking action before it is too 

late. The three medias I chose for this project is a billboard, a TTC shelter AD, and an instagram ad with hashtags. I 
chose those three medias since my main target audience is young adults and teens, they would be able to see the 

AD through the media the most. Teens and young adults are the ones who needs to use transportation the most, so 
a billboard AD and a TTC AD would be accessible to most teenagers and young adults. The call for action would be 

people using the hashtag of my campaign (Forever Green) to raise awareness across the social media to stop Climate 
Change while preventing Global Warming.  
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Design Brief

Agency
Janet He

Client
The company or organization for the client would be the Green Party of Canada. The Green Party of Canada is a political party that has the belief that Global Warm-
ing is real and that it is a big issue.

Subject
The name of the social communication campaign is Forever Green. Forever Green is an eco friendly campaign that is driven towards the topic of the ecosystem. Since 
this is an eco friendly campaign, most of its ads and promotions are related to nature.

Project Purpose and focus
The Green Party of Canada decided to hire Forever Green due to the common belief that Canadians should work together towards preventing Climate change while 
putting a stop to Global Warming. The target and focus for the campaign would be to conduct a very strong and bold campaign to convince the target audience that 
Global Warming is a big issue.

Target Audience
The primary target audience would be teens and adults. Since teens are part of a new generation, it is very important to change their mindsets. The younger gen-
erations would put the most impact and action since they are going to become the leaders when they are older. Long winters and long distances in Canada causes 
Canadians (mainly adults) to use a lot of energy and fossil fuels due to their everyday lives.

Current Perception
Some of the target audience’s perception of the issue could be knowing about the topic Global Warming and believing in it but does not take action or people who 
don’t believe in Global Warming at all.
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Desired perception
We want to raise awareness when it comes to the adults/citizens of Canada that Global Warming is a huge issue and that we should take action immediately 
to prevent further damage to our planet.

Key message
The campaign wants the audience to believe in Global warming. The call for action would be to stop Global Warming & Climate Change. 

Benefits
Giving future statistics and messages on how Global Warming is a big issue would motivate the audience to take action to prevent the tragedy of climate 
change and the destruction of the planet. 

Competition 
The major competing behaviour would be the people who don’t believe in Global Warming. Forever Green would be a better campaign compared to other 
ones such as Green Communities Canada because they don’t have strong messages nor much facts when it comes to backing up their persuasion for their 
target audience.

Support for benefit claims 
We want the audience to see that climate change is a serious issue as we can prevent it from getting worse and as more important and beneficial than not 
taking action right now before it is too late for our planet. 

Tone and manner 
Promotion or messages should be clear and easy to read (so that adults would take the ad seriously). Messages should be factual and bold to capture atten-
tion and to convince the audience. 

Media vehicle
The media formats the campaign would utilize would be a billboard, bus shelter graphics, and an instagram ad. Whether adults or teens are driving by the 
bus shelter graphics/billboards, or taking the bus to contribute to preventing Global Warming, it is a great way to display the media in terms of size while 
making the message more bold and clear. As for the instagram ad, the ad would be immensely accessible to both teens and adults.
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Throughout the past few centuries, fossil fuel burning, deforestation, and the release of industrial chemicals are constantly heating 
the earth to high temperatures. Global warming is the result when the gases in the atmosphere retain heat that is radiated from the 
surface of the earth that is known as infrared light. As light becomes energy through absorption, the energy would increasingly re-
lease. Although the earth’s atmosphere contains primarily oxygen and nitrogen gas which are incapable of absorbing the heat ener-
gy to produce the global warming process; other gases such as CO2 and methane are able to absorb the heat energy, radiating the 
energy back in various directions. As a result, the energy is compelled to stay in the earth’s atmosphere. Large portions continue 
to remain in the lower regions of the earth’s atmosphere, causing it to be hotter. The causes for rising emissions consist of burning 
coal, oil, and gas; deforestation, increase in livestock farming, fertilisers containing nitrogen, and fluorinated gases. 
Since carbon dioxide is produced naturally through aerobic respiration, all the living creatures on earth that use carbon as a food 
source will release CO2. Since all atmospheric CO2 is consumed through photosynthesis naturally, all the carbon on earth revolved 
around plants to reduce carbon from the atmosphere. Unfortunately, humans perform the act of deforestation. Throughout the 
globe, forests are being cleared to make way for a colossal list of agricultural products for human use and activities. For example, 
around 26 million people in Canada drive vehicles, most Canadians use household energy, etc. According to statistics, deforesta-
tion is responsible for approximately 10 percent of all global warming emissions. Due to the trees that are being cut down, burned, 
or left to rot, their stored carbon is released into the air as carbon dioxide. As an end result, not only will the globe continue to have 
fewer trees to absorb the harmful carbon dioxide from the atmosphere, but the acts of deforestation would add more carbon di-
oxide into the air. Western Canada carry analyses of temperatures from boreholes in the previous forested areas that proves the 
sudden increase in ground surface temperature. During the times of deforestation at each site, the ground surface temperature 
increases by one to two degrees. These findings heavily advises us that any land development would change climatic parame-
ters and would contribute to global warming. The warming of the ground surface over a massive area throughout central Canada 
is connected to the deforestation of the southern Ontario along with the neighbouring regions during the 19th century. Climate 
change and global warming is also linked to the widespread creation of the agricultural lands performed by humans.
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The current global average temperature is 0.85°C higher since the last 19th century. The earth has been warmer than any pre-
ceding decade throughout the past three decades. Scientists have been looking at the records of the global average temperature 
change since 1850 and came to an understanding where human activities are the main causes of global warming. Unfortunately, 
there is an increase of 2°C in the global average temperature compared to the temperature in the pre-industrial times. It is known 
that humanity needs to keep the warming below 2°C or the global environment will have a much higher risk of dangerous changes. 
Scientists fear that the rise in the global average temperature might eventually leave to catastrophic changes in the global environ-
ment if the globe continues to grow warmer. After the industrial revolution, humans have been constantly burning sequestered CO2 
in the form of oil, coal, and natural gas. As a result, energy is released for human activities but damaging the earth’s atmosphere 
from the release of CO2 in the process. Global sea level has been rising over the past century, and the rate has increased in re-
cent decades. In 2014, global sea level was 2.6 inches above the 1993 average—the highest annual average in the satellite record 
(1993-present). Sea level continues to rise at a rate of about one-eighth of an inch per year. Higher sea levels mean that deadly and 
destructive storm surges push farther inland than they once did, which also means more frequent nuisance flooding. Disruptive and 
expensive, nuisance flooding is estimated to be from 300 percent to 900 percent more frequent within U.S. coastal communities 
than it was just 50 years ago. The two major causes of global sea level rise are thermal expansion caused by warming of the ocean 
(since water expands as it warms) and increased melting of land-based ice, such as glaciers and ice sheets. The oceans are ab-
sorbing more than 90 percent of the increased atmospheric heat associated with emissions from human activity
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I began the project with a few 
sketches for poster and AD 
ideas to put into my mockups.
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Instagram AD
Process
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Steps/Description

Step 1
I began prototyping my instagram ad by starting with de-
signing/ copying the top banner of an instagram feed

Step 2
I continued on by drawing out the icons at the bottom of 
the frame

Step 3
After I got the overall “fixed positioned” frames of instagram 
I started to move onward with the instagram post. I started 
designing the ad by making sure I put the like comment 
and share icon (to make the ad look like the real thing)

Step 4
I started designing the actual ad. I had to make sure that 
the size of the ad was the exact size as a normal instagram 
ad/post. I also started putting on the text of my campaign 
“Forever Green”. I noticed that most ads on instagram 
would have the word “sponsered” underneath the accounts 
or the companys name.

Step 5
I wanted the ad to have a second part to it. So I added an-
other slide to the ad. The users would see the first slide and 
then would get curious and swipe left to reveal the second 
post that calls an action to stop Global Warming/Climate 
Change. 
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Steps/Description

Step 4
I added a frame where if the user taps the ad, they would 
be able to like the ad/post (This function exists on insta-
gram). I had to make sure that the heart icon was filled in 
red (when a post is liked, the heart turns red) I then added a 
caption for the ad.

Step 5
I implemented a “profile picture” for the campaign insta-
gram account. The picture is actually the logo of the cam-
paign. Then I included a possible function where the user 
would be able to see more of the caption of the ad/post.

Step 6
When the user clicks “more” it reveals all the hashtags that 
calls for action. These hashtags links all my posters and 
advertisements together. It is the main call for action. I also 
added a function where the user can click on “learn more” 
that would take them to a new page about the campaign.

Step 7
I added a funtion where if the user clicks the story of the 
profile picture of the campaign, it would reveal the insta-
gram story.

Step 8
I finished the story frame with the same caption from the 
original ad and included another function called “learn 
more” where it would take the users to another frame that 
exposes them to more information about the campaign 
and our cause.
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Steps/Description

Step 9
If the user clicks on “learn more from the story page” or 
from the ad on the instagram feed, it will bring them to this 
loading frame. (I noticed this function while I used insta-
gram)

Step 10
For the information page about the campaign, I started de-
signing it with the background of water. Since the picture 
was a bit too bright, I made the picture a bit darker so the 
text would be more readable.

Step 11
I then added the similar caption of the second slide of the 
main ad from the main instagram feed page. Then I added 
more text on what my campaign believes in.

Step 12
For an extra call for action, I added a donate now button so 
that my target audience can support our cause by donat-
ing.

Step 13
The final function would be a pop up saying thank you 
for your donation when the user finishes donating to the 
campaign.
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Final Step

I’ve learned a lot throughout prototyping the ad 
on instagram. For the final step I added anima-
tions where it would look realistic if the user was 
going through their instagram feed and if they 
came across the campaign ad. I added unique 
animations that matched the animations on 
instagram. Throughout the phase of animations 
and designing, I noticed a lot of unique details I 
have never noticed instagram had. For example 
the screen would slide up at a certain speed to 
open a new page or window. Or like how small 
and spaced out the fonts on instagram then I 
thought they’d be.

Animating/ 

Prototyping Phase
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Final of Instagram Mock up AD
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Final of Instagram Mock up AD

https://www.figma.com/proto/34r2vreO8YSldmzNXTfz7j/comdes?node-id=2%3A0&scaling=scale-down
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Billboard 
Mockup
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Notes

For the billboard advertisement I started off with a picture 
of Toronto as the background and grey-scaled it. I then 
placed an image of water and change the hue, color, and 
saturation of the layer. After the critiques I found out that 
my text should be placed differently to make the message 
stronger. I then put another layer of the ocean on top of the 
images and played around with the opacity and put the 
text in a different way to make the ad look more interesting. 
The message of this ad is that Climate Change is at the back 
of our minds and we know about it, but we don’t take any 
action upon it. The issue should be taken more seriously 
and action needs to be taken immediately before climate 
change gets worse. I placed the hashtags at the bottom of 
the billboard ad for a call to action.
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Billboard Mock-Ups
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Billboard Mock-Ups
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TTC Shelter AD 
Mockup
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Notes

I began the subway ad with a blue jacket as a background. At first I wanted it to seem like someone is in the winter jacket but It ended up looking like only a jacket is 
frozen behind the ice and not a person, so I decided to change it.
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Notes

I took a picture of my sister in a red jacket and 
put the image in a black background. I then 
placed a image of broken ice and played with 
the lighting, colours, and opacity to create an 
image that looks like a person is trapped behind 
ice. For the text, I used red at first but I thought 
it was too bright, so I decided to go with a light 
blue color instead for a more unity look. For the 
caption, I used “Thank you for taking the bus to 
prevent climate change”. The target audience 
would not only be for appreciating teenagers 
and young adults who took the bus but would 
guilt trip adults who are driving. I chose my sister 
to dress in a red jacket because I wanted the 
person who is trapped behind ice to be more 
emphasized than the ice. This would invoke fear 
to my audience where it is like “that could be 
YOU”.
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TTC Shelter AD Mock-Up
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Reflection

In conclusion, I am very happy with the end result of my mockups and designs. I have definately learned a lot 
throughout this project. Since I have never created mock-ups before, learning how to make these mock-ups was 

completely new to me. I had a lot of fun experimenting the prototypes of the instagram ad while I have never realized 
the little details instagram has until I started prototyping. I learned a lot about the different ways I could prototype an 

ad since it was possible to implement transitions and animations to make the prototype look real. The struggles I have 
came across was finding photoshop mockup templates for my mock ups. It was really hard finding the perfect back-
ground mockup for my TTC Shelter AD. (Since my TTC AD would look the best with a winter background, it was hard 
for me to find the perfect mock up background for my TTC poster). Creating the mock-ups also took me a long time 
because I had to keep going back and forth to make sure that my poster was properly positioned in the mockup. For 
the future I am definately going to practice more with photoshop and keep several mockup files in case I need to do 

more mockups in the future to save time. Overall, this was a really fun project and I have definately learned a lot. 
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