


“Winging it” is a festival that is based on the historical 
fact that flying a kite in London is prohibited under the 
Metropolitan Police Act 1839. This led to the idea of a 
competition where you can fly anything but a kite. The 
festival’s visual identity is built upon creating and flying 
unique creations, and this DIY theme is evident in various 
design elements  throughout the festival’s identity, such 
as the newspaper cut-out dynamic logo, stop-frame 
animation, collage, and illustrations. These elements 
effectively convey the idea of a hands on, imaginative 
experience where participants are encouraged to craft 
and fly their objects.











It has been found that up to 93% of older adults regularly experience 
at least one of ten forms of ageism. This includes the assumption that 
they don’t do anything important or valuable. We’re fighting these 
stereotypes by creating a collaboration between the stereotypically old 
audience brand Werther’s Originals and the younger demographic brand 
Adidas Originals, creating the collaboration “The Originals”. The aim of 
this collaboration is to make the older generation feel more relevant and 
remind the younger generation that they are still valued in society.













After decades of the government blocking funding for the arts it’s clear 
that the arts are not valued as much as other industries in the UK. We’re 
reclaiming the phrase ‘creative block’ and blocking out commonly used 
and seen designed objects, demonstrating what life would be like if the arts 
were blocked out completely. We’re forcing the public to notice the arts and 
rethink their importance and value.






