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Design and Campaign Guidelines
Here I looked at various ways how people construct guidelines and 
prepare documents for people to use and construct the campaign. 
Also I researched more into posters, styles and looks of a campaigns.
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In short Yes for Kids are a referendum campaign guidelines, which 
I have been asked to designed by ISPCC. The goal of this project is 
to create a campaign guidelines that can be used when goverment 
announces the referendum. These guidelines are taking the Yes side 
of the question to give children the same law privileges no matter if 
they were or werent born in wedlock. The guidelines will take user 
through the whole campaign and will contain easy steps how to use 
and create applications for this referendum.

How it works

This referendum has two stages planned. Here is a summary of each.

1. Print Campaign
      The first part of this campaign is a print campaign. It consists of     
      posters, billboards, flyers that will be evenly distributed around the
      country to promote “Yes campaign“. Also there are additional 		
      posters that can be easily used as a magazine/newspaper 
      campaign with more information about the camoaign.

2. Media Campaign
      Next step that will be launched soon after the print campaign will   
      be media campaign that will consist of youtube, facebook and  
      twitter campaing. Firsty few youtube videos will be published and    
      then general public will be asked to participate and show their  
      support. Also one or two facebook/twitter smaller support  
      campaigns will be started to make more people to know about it. 
       Viral advertising must be smart and usually it is pretty cheap but at 
       our time it reaches the most people.

Concept
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These campaign guidelines  are consturcted of different aspects of 
design, including elements such as colors, layout, and typefaces 
(the “look”), as wellas of the behavior of dynamic elements such as 
buttons, tag-line and menus (the “feel”).

Clean look
The whole campaign is based on clean/sharp imagery and 
backgrounds with real looking (non vector) logo and main tagline 
handwritten typograhy. The look is supposed to engage with younger 
and older audience to make them want to learn more about the 
campaign.

Colour palette
This application has three sets of colours. First set consists 
of colours for main icons, second set for secondary icons for “add“, 
“report inappropriate“ and “close“ buttons. The last set consist 
of colour for background and menus.

Look & Feel

CMYK		  100 - 0 - 0 - 0
RGB		  0 -174 - 239
Pantone	 Process Cyan C

CMYK		  0 - 90 - 100 - 0
RGB		  239 -65 - 35
Pantone	 Process DS 60-1 C

CMYK		  50 - 0 - 100 - 40
RGB		  89 -133 - 39
Pantone	 Process DS 297-1 C
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Grids
The only use of grid is prominent in campaign guidelines, posters and 
leaflets. This grid structure will help designers using my guidelines to 
be able create more versions of leaflets and posters/billboards.
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Choice of typefaces
The typeface used in ISPCC logo is Arial Rounded. The typeface used 
on ISPCC website is Anivers Regular. Because I wasnt obliged to 
follow these two typefaces, for this campaign I decided to go with 
Peter Bilak’s Fedra and Fedra Sans.
The first reason why I picked Fedra was  because while it is very 
well constructed it still carries some kind of playfullnes which I 
thought woudl work very well with the logo and kids Handwriting. 
On the other hand as Peter Bilak said  “conception of polyhistorical 
type design seems to be clearly expressed in the Fedra typefaces: 
in the way they reinterpret historical models according to their 
own parameters and in the way they integrate inventiveness with 
tradition“. After I read this description I decided that Fedra is the 
typeface that would work. The philosophy behind Fedra works 
with the philosophy ISPCC want to portray with this referendum 
- inventing with the tradition - not to change the articles fully 
but improve them through the referendum. Fedra Serif is used for 
headlines and posters taglines and Fedra Sans (Light) is used for the 
main body text. The Normal version of Fedra Sans is used to highlight 
important parts of the body text but of course it can’t be overused.
Fedra Sans: “The typeface reflects the original brief: it humanises 
the communicated message and adds simple, informal elegance. 
The most important criterion was to create a typeface which works 
equally well on paper and on the computer screen, and is consistent 
across all computer platforms. “

Aa Bb Cc Dd Ee Ff 
Gg Hh Ii Jj Kk Ll Mm 
Nn Oo Pp Qq Rr Ss 
Tt Uu Vv Ww Xx Yy Zz

Aa Bb Cc Dd Ee Ff 
Gg Hh Ii Jj Kk Ll Mm 
Nn Oo Pp Qq Rr Ss 
Tt Uu Vv Ww Xx Yy Zz

Fedra Sans Light Fedra Serif A Book
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Logo for this campaign is based around kids and their “style“. Firsty 
I looked into kids drawings and paintings, using brushes, crayons, 
fingers to paint but in the end I created potato stamps which became 
the final logo. I didnt create vector logo because I feel it is overused 
and barely anytime you get to see the “messy“ logo which works in 
this scenario. Logo is created out of 3 main shapes:
circle - face
dots - eyes
smile - tick 
all together it creates a childs face with tick - smile (cheeky smile) - 
tick is to show support and smile it makes kids happy when they get 
the option to express their opinion.

Usage of Logo
 The logo as you can see above has positive and negative option and 
as you see below the logo can be used full colour, b/w, inverse, full 
blue etc. - it depends on the background and its surroundings.

Showcases
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Additional Materials

To save money on special stationery for this campaign ISPCC has the 
option to get a few rubber stamps. I propose 2 different stamps. One 
that depicts the full logo and the other one that shows only the face 
without the tick. This will give the ISPCC a chance to mark any letter, 
envelope, etc, with the logo without paying expensive printing costs. 
Also the use of the logo without the tick could be used on envelopes - 
you can seal the envelope with the logo outline and instead of signa-
ture you can make a tick.

More information about campaign in campaign guidelines
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