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2.1 Choosing a brief

Desire
What brief are you drawn to? Why?

Be interested, but detached. If you are too 
invested in a problem, it is likely you will bias 

your design.

Skills
What skills do I have? 

What skills do my team have?
Don’t bite off more than you can chew.

Resources
What resources do I have access to? 
Who do I know and what do they do? 

How much time do I have?
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2.2 Defining your project

Direction 1
Valid, but Direction 3 

has more support

Direction 2
Research invalidated 

concept

Direction 3 Your Project

Focused
Research

Focused
Research

Focused
Research

Broad
Research
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Bias
It’s important you approach your research 
with an open mind. If you have a personal 
attachment to the problem this can be a 

strength, but it is also important to remain 
balanced in your opinions.

Diversify
Try to gather information from different sources
e.g. “We spoke to a lady from the council, she 
told us (X). We then looked at a national report 

that showed a similar trend of (X)”.

Follow the clues
Your research should be a journey, leading to 
a state of understanding. By the end of your 
research you should be able to draw up a 

detailed list of ‘musts’ and ‘must nots’ for your 
project. 

?

Discover & Define

2.3 Tips
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3 Design

Ideation

Development

3.1

3.2
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3.1 Ideation

No suggestion is stupid
Entertain the wild ideas - they are the gateway 

to the great ideas.

Generate & Communicate
This stage is all about coming up with lots of 

ideas, and getting them down on paper.

Is the idea backed up by research?
Try to create your ideas from meaningful 

observations and insights.

?
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3.1 A Good Check For Your Ideas

Head
Does your proposal:

 a) Make sense? 

b) Have a body of research to back it up? 

c) Have a clear benefit?

Heart
Do I find your proposal compelling? 

Does it make me feel something?

Does it tackle your challenge and how do you think your 

users will respond to it?
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3.2 Development

Prototype
Create some physical models/printouts/test 

pieces that you can show to users.

Change and Re-Test
Make changes based on your research and 

testing phases - refine your design.

Observe
Watch your users engage with your 

prototypes, what works well, what doesn’t? 

What do your users think could improve your 

design?
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4 Communication

Tips

Presentation Boards

4.1

4.2
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Tips

6 boards isn’t much!
It’s really important you think about content. 

What needs to go in? 
Think about the order information hierarchy. 

Stand out
Be visually striking, it is hard, but develop your 

style and make it neat.

6
4.1

Communication

Less is More
It’s easy to pile as much information 
on the page as possible, but actually, 

keeping it simple is better. 
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4.2

What?
What are you working on? 

Describe the nature of the problem.
What are the most pressing aspects of the 

specific challenge?

Who?
Who are you focusing on?

Who are you going to approach?

Why?
Why is it a pressing issue?

Why have you chosen to focus on that area?

???

Communication

Board One: Desk-Based Research
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4.2

.“...”

Communication

Specific people and sites
Who did you talk to about your problem?
You don’t need to worry about their back 

story, just a brief descriptor. E.g. Joe Bloggs, 
Recycling Resource Manager

Keep it Simple
It is easy to pile in loads of information 

about your research, try and keep it to as 
few words as possible.

Key Findings
Summarise your findings. This may be in 

the form of quotes or figures, or even some 
observations you made while interviewing them.
E.g. J. Bloggs “most people put their recycling in 

the wrong bins”.

Board Two: Human-Centered Research



17Communication

4.2

Concept 1
Approach number 1: explain its merits

Concept 3
Another option, perhaps the one you chose 

to push forward, why was it the best?

Concept 2
A different approach, what were its strengths?

? ??

Board Three: Initial Ideas
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4.2

Method
Taking your research, what did you do?

How did you progress your idea? 
Why was one concept better than another?

Did you test your idea on users?

How you used what you found
How did your development affect your final 

idea?

What you found
As you developed your idea, was there 

anything else you found out? Did you make 
some models? How did the testing affect your 

development?

?

Communication

Board Four: Testing and Development
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4.2

Prioitise
Pick out some of your best photos, images, findings 

to sum up your project. 
This may include colour schemes, themes, photos, 

and some footnotes.
Essentially, sum up your idea on a page. 

Communication

Show the Features
What specific parts of your project 

make it stand out? 
Highlight these aspects.

Board Five: Final Idea
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4.2

1. ...
2. ...
3. ...

Communication

Power
The imagery on this page needs to be striking; 

really think about how the eye moves across the 
page, don’t clutter it with information. One or 

two images with minimal text is enough.

Be Concise
This page is like the last slide in a TV advert, 

it should have the name, and a tag line. 
E.g. L’Oreal, “because I’m worth it”.

Board Six: The Pitch
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5 2018-19 PDA Briefs

5.1

5.2

5.3

You are what you eat
This brief has a lot of potential but it is a broad and complex issue. In 2.1 there are some 
contributing factors that will affect your approach. This sort of brief can run away from 
you - try to constrain it to a specific range of people and to a specific problem. 
E.g. Rising obesity, improving access to health foods, or even the perception of eating 
healthily. 

Connection Correction
The main danger when approaching this is jumping into designing a solution 
before you understand the problem. It’s really important that you research 
heavily and understand the people behind the project.

Let’s Get to Work
There are a lot of avenues you can take with this brief. Be clear 
what you are trying to achieve when you write your specific 
challenge, and really understand the benefits and costs for 
each stakeholder. 
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5.1 You Are What You Eat

Food Packaging
‘Blue Planet’ effect

Consumer awareness

Food Delivery
Food to your door
Produce Display

Changing Dietary Habits
Dietary Awareness

‘For the Gram’ - people are 
talking about their diet more

Home Produce
Living walls

Home growing

Food Sourcing
Brexit - Effect on food prices

Producer responsibility
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Let’s Get to Work

Purpose 
What should work experience 

actually include?

Current Initiatives
Who is doing what?

Teachers
What role can they play?

Students
What are the core needs?

N.B. Be aware of legal 
limitations

Business Case
Understand their needs

Networking ability

5.2
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Connection Correction

Purpose
Be clear on exactly what 
you are trying to achieve.

Users
Create Personas

Understand your user and 
their life.

Demographic
This is a broad topic, 

identify your target user 
groups.

Technology
This project is more 

psychology than technology. 
Know the person before you 

introduce the technology.

5.3


