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Working as a Group
To ensure we put all of our ideas and
research in one place, so that we
can all access everything, we used
Milanote which is an online tool to
help people collaborate on projects
virtually.
This tool was very useful for us all,
and was a great way of keeping track
on how everyone was doing.
We also set up a group chat on
Facebook which we use to ask others
questions and update each other on
what we have done.
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Eat Low Carbon
Launched in 2007, by Bon Appétit
Management Company, the Low
Carbon Diet set specific targets to reduce their carbon emissions over five
years. In 2015, they moved from a
diet aimed at quick reduction goals to
a long-term, sustained way of living:
the Low Carbon Lifestyle.
They have developed five easy tips
to help people think about how their
food choices affect the future of
our planet.

There is a food scores section, where
the user can see how much carbon
there is in standard meals.
At the end there is a quiz that gives
you two meals, and you have to
choose the one with less carbon.
All these features are really interesting ways of informing the user about
how much carbon is in food, and
what they can do to reduce this.

04

Climate Change
Food Calculator
To find out the climate impact of
what you eat and drink, this website
enables you to choose from one of
the 34 items in their calculator and
pick how often you have it.
It then gives you some results to help
explain how much carbon is used by
putting it in perspective. For example they say “that’s the equivalent
of driving a regular petrol car 726
miles”. We really like how they put it
in perspective for the users. Otherwise people won’t realise how much
damage they are actually doing.
At the end, it shows some graphs
which tells the user which meats
are better to eat than others.
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Sustainable
Grocery Shopping
Here we found some tips for
sustainable food shopping:
Organic saves and absorbs CO2
Besides consuming less energy and
emitting less greenhouse gases, organic agriculture is a carbon “tank”.
Seasonal foods cost less, also for
the environment
Seasonal products are more savoury,
rich in nutrients and impact less on
the environment. They grow in natural atmospheric conditions; they are
not subject to chemical treatments
and they waste less energy.

The food is always greener on the
other side of the fence
Food products coming from far
away require complex supply chains
and long-haul transportations, that
means less sustainability. The short
food supply chain is characterised by
short distance between producers
and consumers, it reduces transports, packaging and costs, all to the
good of the environment.
Less meat helps the environment
A dish containing meat and other
imported products generates 9 times
more CO2 than a vegetarian dish
containing local products. 1 kg of
meat requires 10 kg of cereals and
forage, whilst using an area ten times

larger than the required one by an
equivalent vegan diet.
Packaging
Wrappers and packaging material
have a significant environmental impact and contain chemicals that can
potentially migrate into foods. When
packaging is necessary, it’s better if it
is recycled.
Better fresh than preserved
and processed
The more a food product is processed, aromatized, coloured or irradiated, the more harmful additives
it contains, and by consequence, it is
poor in nutrients.
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Sainsbury’s
Sainsbury’s, the supermarket that we
are designing for, have already done
a lot to try and become sustainable.
Here is what they have said:
“We have a duty to the communities we serve to continue to reduce
the impact our business has on the
environment and we are committing
to reduce our own carbon emissions
and become Net Zero by 2040.”
Here is what they are going to do to
achieve this:
100% of stores will be lit by LED by
the end of 2022

• 5,000 tonnes of clothing re-purposed annually through donation
banks in 340 stores and car parks
• 87% of Sainsbury’s stores redistribute food to good causes locally
• 170 stores are fitted with
rainwater harvesting facilities
and these are fitted as standard
in new stores
• Working towards 100% sustainably sourced seafood by the end
of 2020
• 1st UK supermarket to trial selling
meat-alternative products in
meat aisles

• 290 million loose produce plastic
bags removed in 2019
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Sainsbury’s Values
Sainsbury’s Values are how they run
their business and have listed how
they are dealing with sustainability
using the UN Global Goals Stickers.
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Sainsbury’s Business Strategy
Sainsbury’s policy is ‘’Live Well For Less’’ it is the foundation of the business
and is about ensuring their customers live a healthy lifestyle by providing good
service and is maintained by its 5 values which cover all areas of the business.
These values are maintained using a five pillar strategy which is fairly expected
as it holds its values close and focuses primarily on good service to
its customers.
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Sainsbury’s App Reviews
Explains problems with the post ordering process that sounds like it should be
an easy thing to fix.
Issues with stock that comes from lack of communication between the app
and the stores.
Issues with user interface. Makes the app less user friendly and makes what
should be an easy task take a lot longer.

User having issues with the app speed. This review is quite different from the
others so there could be issues like the age of the phone/what OS it’s running
that’s causing the app to function slowly.

Very positive review. Lists everything that they feel the app does correctly.
Review also has quite a lot of positive feedback with 12 likes, meaning that
others agree with her views on the app.

Issues with crashing and disconnect between the app and Sainsbury’s nectar
points service. This takes away the incentive that nectar points are supposed
to give to shoppers.
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Sainsbury’s Northumberland
St Reviews
Comparison to a nearby Tesco’s stating that the prices there are.
Also saying that maybe the store layout could be improved as
they struggle to find what they need.

Issues with the security guard at the store, but positive reviews
on the other members of staff. Could be a reflection on the different customer service training each job role receives.

Customer stating that this is definitely a convenience store and
doesn’t have the range or number of staff a larger store would
have. Highlights the issues that a smaller store can have when it
gets quite busy.

Issues with the amount of staff in the store, as well as the restrictions when buying some items with self scan. Again, a high number of customers is mentioned, which is to be expected given the
store location.
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Nectar App Reviews
Positive review on the Nectar app. Customer talks about the perks for Sainbury’s shoppers, but is also aware of the data collection that Nectar uses to
tailor its offers to its customers.
Shows that there is both a positive and negative aspect to data collection,
as although it can help with customer offers, it does make people a bit wary
when using these services.

Customer is experiencing issues with the Nectar app, after it worked fine for
a short while. Nectar does respond to the customer and asks to get in touch
with them, unlike with the Sainsbury’s app and the store reviews.
Demonstrates that Nectar does take the time and puts a lot of effort into it’s
customer service, which is something that Sainsbury’s should be doing.

Issues with the “play a game” aspect of the app, which does come across as
a bit childish, especially when the target market for the Nectar app is going
to be adults.
Indicates that Nectar need to be looking into who their consumers are, and
adjusting the app accordingly.
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Sainsbury’s Social Media’s
Facebook

Twitter

Instagram

• Food focused

• Accounts separated by focus

• Accounts separated by focus

• Talks about its new plans and tips
for customers

• Main account doesn’t link other
ones

• Main account doesn’t link other
ones

• Major events/ changes overshadowed by marketing of recipes

• Main account focused on customer support, side accounts have
business announcement

• Main account focuses on recipes,
other accounts promote business
and advertise products
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Argos Social Media’s
Facebook

Twitter

• Shares competitions for its customers

• Share past campaigns and jokes

• Advertises new ranges
• Uses the Facebook marketplace
to sell their products

• Advertises new products and old
ones
• Link to customer helpline account

Instagram
• Share trends and styling tips with
followers
• Update customers on the business
• Accounts not clearly linked or
visible without looking
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TU Clothing Social Media’s
Facebook

Twitter

Instagram

• Sells their clothing using the
Facebook marketplace

• Promotes ranges and collections

• Used to promote clothing line

• Promotes clothing brand

• Retweets customers who are
enjoying their products

• Mainly focuses on selling products

• Shares tips for customers for
styling popular pieces

• Shares links to more information
surrounding their products

• They also showcase recent
achievements being made
in fashion
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Questionnaire
We created a questionnaire to get
some feedback from a range of
users, on their knowledge of the
topic and how they shop.

We gathered 75 responses which
is incredibly useful for us. We shall
use it to help us make decisions
throughout the project.

In our survey 61.3% of people were between the
ages of 21-30. This is because the majority of them
were our peers, so we will have to take this into
consideration when analysing the results.
93.3% said they shop in-store, only 6.7%
said they shop on the app. We should try
to bring what ever we do in the app into
the actual shops as well. This way we can
reach a larger target audience.
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Questionnaire

8% of our participants shop at Sainsbury’s
regularly. The majority of these were in the
21-30 age bracket. But we can’t read into this
because the ages weren’t equal or fair.

Most people think they know what effect shopping is
having on the world.

The majority of people said they don’t use
points cards at supermarkets.

86.7% said they would use a points card if they got
rewards. This was great finding out that people would
be willing to use these reward cards, and therefore we
could use them as an incentive for users.

Here they are saying the vast amount would change how they shop. People
are saying they know what is happening to the world, however they still need
to change how they eat. Something needs to be done to help fix this.
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Questionnaire
A couple of people said no
because it should be the
big companies that should
change instead of the users.
And a couple said it would
depend on the price.

Only 10.7% said no. This is really good because it tells
us users are willing to take a little bit extra time to shop
more sustainably.

Even though 94.7% of people said they recycle,
73.3% said they could do more. This shows that
people need an incentive to do something properly.

This survey has been really useful for us. We have a
better understanding of our target market and what
people are willing to do.
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User Persona 1
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User Persona 1
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User Persona 2
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User Persona 2
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User Persona 3
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User Persona 3
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User Persona 4
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User Persona 4

26

Interview with Store Manager
What are you (Sainsbury’s) doing to help cut carbon emissions?
Look at website policy. Looking at food waste, and changing packaging. “Live
well for less” how can we live well if they planet isn’t. Advertising coming soon.
Do you think your shoppers are aware of the issues surrounding
sustainability when they go shopping?
Main office. People becoming more aware because of things like the costs
of plastic bags. Sainsbury’s have raised their prices to 20p a bag in recent
months, and more people have started bringing their own bags.
Is Sainsbury’s promoting healthier food options, and how do they
compare price wise to the less healthy options?
Mixing the vegan and veggie products into normal food sections so it becomes
more normalised. Their store is a bit late to this but they’ve started making the
change. Make it an everyday thing.
Where does your unsold food go, and how much is donated?
Non-seeded bread to pig farms. Rest of food waste is sent off to a facility
where it is processed and separated from packaging. Packaging is recycled,
and food is converted into renewable energy. Been doing this for around
10 years.
What is Sainsbury’s target market?
Northumberland store is mostly students, and they’re promoting healthier
food options for that generation. Increase in vegan/veggie options is bringing
in younger people as well. Target market changes per location. Store is one of
the busiest in Newcastle. Plastic bottle converter becoming more popular and
bringing people in. They have one of the first ones in the country.

Would you say customers are starting to choose more sustainable and
carbon efficient options?
Healthy options are becoming more popular within the store.
How do you help cater to people who face accessibility issues?
Work with the local police to train staff members on how to help members
of the public who struggle with disabilities and those with accessibility issues.
Tested and trained regularly. Elderly people have help getting around the
store. If requested, a member of staff will aid them with their shopping.
Other stores works with local communities in their areas to help build a better
community and help promote more accessibility and a better relationship with
the business.
How often do customers use their nectar cards in store?
40% use it in Northumberland store.
Does the nectar card help motivate people to shop at Sainsbury’s?
Acorn records data and nectar card works with them to analyse shoppers
habits and find ways of improving products and prices. Does not register personal info, purchase information only.
How do you think Sainsbury’s compares to their competitors when it
comes to cutting carbon emissions and making themselves a more
sustainable supermarket?
Main office knows about this. Would like to know about competitors but main
office doesn’t share this with the convenience store locations. Small scale
stores are very different to big stores in terms of information.

What is Sainsbury’s unique selling point?
Each store is regionally different. A large Sainsbury’s store will sell different
things compared to a smaller convenience store based on location.
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Key Research Insights
• Sainsbury’s is at the forefront of sustainability
and are pushing more ethical options and live
up to there motto live well for less. However,
the brand doesn’t promote there sustainability
as much as they could through modern
mediums.
• People are willing to change their shopping
habits to eat more sustainably, and by using
a points based system it would be a good
incentive to shop more sustainably.
• A lot of customers only shop in-store, and don’t
use technology at all. Trying to tackle this issue
as well would be very beneficial.
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Crazy 8’s
To kick off the ideation phase, we
decided to do some Crazy 8’s. This
is where we all get 8 minutes to
scribble down 8 ideas that come to
our mind. The purpose of this is so
we can get whatever we have in our
heads on paper, and then collaborate
to see what we like.

We generated these ideas, now we
have to choose our best 3 to develop
even further.
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Idea 1 - Sustainable Recommendations
Takes the items you have in your
basket, and recommends a more
sustainable option. The user can
choose whether to accept or decline
the offer by swiping left or right.
At the end it gives a summary of
how much they have saved the
environment.

•

Informs the user about how
much they are saving the
environment

Features
• Gives a sustainable recommendation for every item in your basket
• Swipe right to accept, swipe left
to decline
• At the end it gives a summary of
how much you have saved
Positives
• Swipe motion is engaging for
the user
• Gives a sustainable option without
the user having to do anything
• User doesn’t have to waste time
finding sustainable products
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Say
Sustainable foods suggestions.

Insight
Make people food shop more
sustainably to help save the
environment.

Shop sustainably

Do
Takes the items you have
in your basket, and recommends a more sustainable
option, one item at a time.
The user can choose whether
to swap or not by swiping left
or right. At the end it shows
how much they have saved.
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Idea 2 - Lens
An insight into where the food we buy comes from
and how it’s made. Factual and entertaining for
parents and children and informs the user of how
sustainably sourced the food is.
Features
• Bar-code Scanner to input various food items
and displaying there journeys
• Journey animation for children
• Drop down on journey to provide more
information
• Basket list to see previous food journeys
• Filter system to help organise the foods
scanned on large baskets
• Traffic light system displays on foods to see how
healthy of a shop the user is making
• Detail section for each product for more info on
products and offer more sustainable ones
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Food Journey: Cheese
A Example of a food journey, each box on each
panel containing facts and info regarding each step
and small facts as well, drop down box for detailed
info on process and sustainability of section.
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Idea 3 - Points Campaign
A Example of a food journey,
each box on each panel
containing facts and info
regarding each step and small
facts as well, drop down box
for detailed info on process
and sustainability of section.

Points Campaign

Veg of the Week

Go Green Points

Within the app you’ll be able to see how many
points you’ve earned from your shopping, and how
close you are to getting a reward.

The veg of the week shows you which vegetable is
on offer that week, how much it is, and what you
can cook with it. By buying this product, you will
receive bonus points.

The “Earn Points” button will also tell customers
about the “Go Green” option at the checkout. By
choosing to switch items in their basket, customers
may save money, and will also earn double points
on the items they exchanged for the more sustainable option.

To encourage healthy eating and alternative products, there will be a button that takes you to pages
where you can earn more points by changing the
way you shop.

It will also be available in store, alongside printed
versions of the recipes that you’ll find on the app.
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Sticker Campaign
As part of the points benefits, I want to introduce a
sticker campaign in store that encourages people
to pick more sustainable products. These products
will also be the part of the “Go Green” swap option.
To make it more appealing to customers, we want
to put a bright orange sticker on it with “x2 Points”
on it. By using a bright colour, this will capture customer attention, much like how a reduced sticker
captures attention.

If “Double Points” isn’t enough of an incentive for customers, the sticker campaign could be linked in with
“Sainsbury’s Goes Green”. This would change the stickers from orange to green, and would be linked with
Nectar Green.
If the stickers showed that by choosing those products they could receive points that, if they kept on
acquiring, would lead them to joining the Nectar Green Club and receiving perks, I think that customers
would be a lot more interested.

By using points to encourage customers to make
better choices, we believe it will not only encourage
shoppers in general, but will also encourage customers to try new things that they’d usually avoid.
The stickers used will be made from recycled materials, and wont be damaging to the environment.
Alternatively, some supermarkets have started
using lasers to stamp onto their foods, to reduce
waste.
While this would work with fruits and vegetables,
I’m not sure how well it would work on packaged
products.
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This is a basic visual of how the points icon
would look on the points page of the app.

Sainsbury’s Goes Green

When a customer has a low amount of points,
the logo is yellow, like the regular nectar card
colouring.

Sainsbury’s already has the points incentive with their Nectar card, but
they usually do more generic deals. With our new campaign, the points
would have more to do with being more “green”, and going from the
yellow/orange of Nectar/Sainsbury’s to a greener and more sustainable
future.

As customers gain more points, it turns more
green to visually show them that they’re making better choices. By being able to see the
change, customers will feel like they’re making
a difference, and will notice it more than they
would if it was just a number.
Features
• Colour changing app to visually show the
customer is going more green as they collect points from choosing better products.

Below is a basic sketch of the “Nectar Green” card that customers would
receive once they earn a certain amount of points. It works the same
as a regular nectar card, but would make the customer feel like they’re
getting more rewards for shopping better. When the customer receives
their Nectar Green card, they are also entered into the Nectar Green
Club, where they’ll receive perks like being the first to try the new sustainable products before they hit the shelves.

• Nectar Green card as a reward for collecting points, entering them into the Nectar
Green Club where they receive perks.

Positives
• Using visual and physical rewards encourages customers more than numbers.
• Customers will feel special about getting exclusive rewards, thus making them continue
to shop more sustainably
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Feedback
We presented our concepts to two TAB members so we could get some
feedback, and see which path we should take for the rest of the project.
It was very useful talking to them and seeing their opinions on the concepts
we have created.
Here was the feedback we received:
• Ideas 1 and 3 were the strongest
• Idea 1 was nice in terms of
interactions
• Idea 3 made use of something Sainsbury’s already has, and is exclusive
to them
• Idea 2 wasn’t something that would be exclusive to Sainsbury’s and could
be done in other stores too
• Combine idea 1 (sustainable item swap) and elements of idea 3 (go
green campaign)
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Our Concept
Features
• Takes the items in your basket and recommends a more
sustainable option
• Swipe right to accept, swipe left to decline
• Gives a summary of how much the user has saved the environment
• Gain Nectar points based on the products chosen
• Sainsbury’s Go Green campaign alongside
• Shows how many nectar points you have.
• New Nectar Green campaign that works with the app to advertise healthier
products and provides an incentive to customers.
• Can also use the app as a replacement for a physical nectar card
• New Nectar Green Card made from recyclable materials as an addition to
the Go Green campaign
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Our Concept
Benefits
• Saves the user time, they don’t have to search the shop for
sustainable products
• Educates people about which products are sustainable
• The swipe is an engaging interaction
• Can be used for products that are going out of date as well
• Customers can gain Nectar points and get rewards
• Go Green campaign informs people what is going on at Sainsbury’s
whether they are online, in-store, or walking past a bus shelter
• Go Green campaign includes the Nectar Green card which you earn with
your points, and once you receive your card, you can also earn perks and
extra rewards
• The app shows people exactly how many points they have in a bright
engaging way, encouraging customers to earn more.
• The interactive and engaging design will not only promote smarter
shopping, but will also make the customer feel good about their
purchases, and empowered to make better choices.
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Target Audience
Through secondary research we found that
Sainsbury’s main shopper’s average age is
51 in contrast to the studys average age of
47, showing how Sainsbury’s targets older
shoppers which are attracted by the
stores identity.
The research also found that 90% of
Sainsbury’s shoppers use stores while
37% of shoppers used online methods.
This distinction is really important and
highlights how they prefer to shop in store
rather online. A valuable note towards
making a mobile tool for the supermarket
in regards to sustainability.
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User Scenario 1
Insight
60 year old man goes to Sainsbury’s
with his 25 year old daughter.
Daughter takes her father to
Sainsbury’s to food shop.

He sees the go green campaign in
the store.

Next time he shops in store.

He uses his card to gain points.

His daughter tells him about it, she
has already taken action by getting
a green card.

He saves up his points cards.

He signs up to the green campaign
in store.

He receives rewards through
the post.

43

User Scenario 2
Insight
20 year old student based in Leeds,
living in a student house.
He is sat at home with his house
mates.

They have some spare time and it will
save them money, so they update
their basket to a green one.

They ask if they can all do a shop on
the app to save them time.

It tells them how much they have
saved the environment.

They all do their shops by putting
items into the basket.

The app then gives him points,
however he isn’t bothered because
he doesn’t use points.

The app asks them, would you like to
go green?

The food delivery arrives.
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User Scenario 3
Insight
A 26 year old single adult who uses a nectar card and lives in London and is
looking to save money and reduce his carbon footprint.
Single adult shops in Sainsbury’s
store.

While shopping he sees Nectar
green campaign.

Goes home and learns more about it.

Uses his current points to earn his
nectar green card.

Buys more fruit and veg while
shopping with nectar green card.

Uses additional points to reduce
price of shopping.

Begins to reduce carbon footprint by
choosing more sustainable options
on each shop.

Continues to use nectar green
to built points faster saving on
each shop and reduce his
carbon footprint.
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User Scenario 4
Insight
38 year old stay at home mother to
3 young kids, based in Surrey.

Mother is primary caregiver to her three kids.

She shops in Sainsbury’s once a week
for her family.

She uses the “Go Green” The food is delivered
to her house.
option to choose more
nutritious meals for
her kids .

She sees advertising
for the new app and
points card.

She sees on the app
how many points
she’s getting.

She decides to download the app to shop
from home.

Spends her Nectar
points on fun days
out for the kids.
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AI
Artificial intelligence is an area of
computer science that emphasizes
the creation of intelligent machines
that work and react like human.
Some of the activities computers with
artificial intelligence are designed for
include:
• Speech recognition
• Learning
• Planning
• Problem solving
Artificial intelligence is the simulation
of human intelligence processes
by machines. These processes
include learning, reasoning, and
self correction.

AI can be categorised as either weak
or strong. Weak AI, also known as
narrow AI, is an AI system that is
designed and trained for a particular
task. Virtual personal assistants, such
as Siri, are a form of weak AI. Strong
AI, also known as artificial general
intelligence, is an AI system with
generalized human cognitive abilities.
When presented with an unfamiliar
task, a strong AI system is able to
find a solution without human
intervention.
We would use AI to suggest a more
sustainable option to customers. It
would essentially be the brain power
behind our concept.
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Service Blueprint
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App Moodboard
We had a look into some app designs already
out there to use for inspiration. We focused
particularly on food shopping apps, and the
swipe interaction.
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Wireframe Sketches
We sketched out some wireframes to get an idea of
how our app will look, and what it needs to include.
What we are creating will be an extra feature within
the Sainsbury’s app, so we will re-design some existing screens that we will use to make sure it is all in
the same design style.
We started by looking at the Sainsbury’s app homepage, and created three different styles from there.

Next we looked at the customers basket/trolley,
in addition we included the go green button. We
weren’t sure whether to have the button on this
screen or get rid of the button completely and have
a screen after this one that asks whether they want
to go green. We will have to do some testing or ask
peoples opinions on this dilemma.
The Sainsbury’s basket screen on their app was very
cluttered and had lots of unnecessary things, so we
got rid of them and made it a lot simpler.
From the first few sketches we all agreed that we
liked the middle curvy style, so we shall try to design
the app in this style and see how it goes.
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Wireframe Sketches
Here is the other method we talked about on the
previous page. Where there is no go green button
on the basket page, instead the user would get
asked whether they want to go green on the next
page.

Once the user has completed their swaps they will
move onto the rewards pages. This shows them how
much they have saved the environment, how many
nectar points they gained, and how many nectar
points they have in total.
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Wireframe Sketches
On this page we looked at how the swap interaction
could look like. We came up with two different ways
this could be done.
The first way (on the left) is having both products
on the page at the same time, and being able to
compare them side by side.
The second way (down below) is to use a tap to
switch between your current item, and the suggested
one. This way you only have one item on the screen
at once which will be a lot cleaner.
Only when we develop these wireframes will we be
able to see what is best.
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User Journey
Here we have looked at how a user
would use the our concept. We used
the wireframe sketches to show
which screens link with one another.
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Developed Wireframes
Using the initial wireframe
sketches, we developed
them into digital
wireframes by mocking
them up on Sketch.
The two screens on the
left are very early mockups
of the homepage. We
were playing around with
different styled shapes
and buttons.
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Developed Wireframes
The first screen is the one
with both items on the
same page.
The next two are where
the user has to tap to view
the suggested item.
And the final screen just
uses a different style
of button.
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Developed Wireframes
The first screen explains what
co2e is, so the user can understand how bad items are for
the environment.
The next screen tells the user
how much they have saved the
environment.
The last screen shows how
many points they have earnt.
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User Testing
We set up some user testing to see
which designs were better for the
user experience of the app.

User 1
User 1 thought the ‘swap for’ was a
button on method 1 which was a little
confusing.

The first way was having both the
users current item and the suggested
item on the same screen.
The second was having the current
item and the suggested item on
separate screens and have a flip
kind of motion between them.

User 2
User 2 did it without
any problems.

We got 3 users to test this out for us,
and for them to give us some feedback on what they thought.
On this page we are showing how
the users interacted with the first
method, and on the next page we
look at the users interacting with
method two.
User 3

User 3 thought it was
a bit cramped, too
much on the screen at
once.
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User Testing
User 1
User 1 used it fine, went straight for the
button.

User 2
User 2 hesitated to start with, however
worked it out fine after that. This would
be made easier to see with the use
of colour.

User 3
User 3 got confused, didn’t see the
button, so suggested it was bolder and a
bright colour and it would be fine.
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Where from here?
From our user feedback we gained
some valuable information from our
users.
It was pretty even which method the
users preferred however one thing
did come up a lot; the use of colour
would make it a lot clearer what was
a click-able button and what wasn’t.
We feel that there is too much product information to fit 2 items on one
page, so therefore we are choosing
method 2. The designs will be less
cluttered and we can make the
‘view other item’ button stand out
massively by using colour, so
there is no confusion.
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Planning the
App Advert
The advert for the new app and Go
Green campaign is going to be a
short engaging video highlighting
the new app features and the new
Nectar Green points scheme.
Taking inspiration from the Nectar
advert (https://youtu.be/pLwUCpSmV4I) it will display the app with text
alongside it to explain key features,
and will also showcase the new
card. The animation will feature fun
liquid transitions as seen here, which
reinforce the “nectar” aspect of the
campaign, and also the new green
colouring.

The style we’re going for with the
promo advert for the app is a very
simple 2D, vector based animation.
This is so that the attention stays on
the app itself, but makes the video
engaging for viewers to watch
with the use of bright colours
and movement.
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Animation Moodboard
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Go Green Campaign
We promote the campaign through specific mediums
these being:
• In-store advertising and stands
• Redesigning the delivery vans
• Go Green colour change to the stores logo
• Informing customers through social media posts
• Go Green Nectar cards
In-Store Advertising:
This form of advertising the campaign will help get
the message towards the older customers and those
who don’t interact with Sainsbury’s online and digital
medium’s.
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Delivery vans
Sainsbury’s delivery service will also
receive a makeover which would
showcase the new slogan ‘Live Green
For Less’ a regard to the campaign’s
focus on sustainability.
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Store Logo
A direct way of highlighting the campaign would be to change the stores
logo itself to catch the eye of the
customers and should help arouse
interest in the Go Green campaign.
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Social Media
Social media will advertise the
campaign as well specially by
changing the Sainsbury’s icon
colour and posting several posts
to announce information
surrounding the campaign.
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Nectar Green card design

The perks of the Nectar Green card include proof of being in the Nectar
Green “club”, early access to new sustainable products, and exclusive offers.

Initial sketch of the card design

This is the final design for the Nectar Green points card. We took
inspiration from the current purple nectar card the company uses,
and gave it a nice new green look.
The writing on the card has changed as well, going from “You Deserve It”
to “You’ve Earned It”, because customers earn points with nectar to then
join the Nectar Green “club” and get their green card.

Card design

The design on the card is nice and simple with some leaves, keeping with
the green theme. It also hints to nature, and helping the planet grow
healthy again.
The card wouldn’t be made out of plastic, but instead would be made of a
sturdy paper based material that can be recycled.
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Designing in Sketch
Sketch is primarily used for designing the UI and UX for many digital interfaces, mainly apps and websites. This tool is great for creating extremely realistic
prototypes, which is why we shall be using it to make our interfaces.
We started by playing around with shapes, colours, and fonts until we had a
style that we liked.

Using hotspots means you can jump to another screen if a certain area is
clicked. This is great for mocking up apps.
Here you can see all our screens including all the links to each screen.
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Designing in Principle
Principle helps users design animated and interactive user interfaces.
It adds that professional look to your designs.
This software can be used in tandem with Sketch to create interactive
prototypes. We imported the sketch file into Principle so that we could
add some animations/interactions to our designs.
To create an animation you have to give elements a starting position, and a
finishing position. So when the user clicks, the element moves. Principle is a
great way of making a realistic prototype of an app.
The preview screen shows what the final outcome looks like.
Making sure the names of the before and after elements are the same is key
for this to work.

Here is the overview of all the screens, and all the interactions.
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Storyboard for Advert: Page 1
“We’ve got something new for you”
drops down from the top of the
screen. Phone peeks in.

Drops down to reveal phone with
app displayed on it, with a regular
non-sustainable product on it.

“Sainsbury’s” “Is going green!”
slides in from both sides.

Green comes in from the right
hand side.

Green swipes across the screen,
blocking view of the phone and text.

Phone is revealed and has Go
Green colours and product. Text
is also green.

Phone and text drop down.

“Try our new feature” drops down
onto the screen.
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Storyboard for Advert: Page 2
Green splashes across the screen
from the top right.

Green swirls onto screen and makes
it entirely green.

Reveals a phone which is playing
video of the app screen recording.

White writing fades in saying
“Spend them on what you
love” (points).

Phone demonstrates the new feature with text next to it explaining
the checkout option.

Green swipes off revealing a
blank white screen.

Phone slides to the left and shows the
points feature, with text explaining it.

“And now introducing” comes
on screen.
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Storyboard for Advert: Page 3
Hand holding Nectar Green card
pops up, with the text “Nectar
Green”.

“Save money and help the planet”
comes on screen with animated leaves
growing around it. Fade out.

After a few seconds, green splashes
in from the right.

Green goes past revealing a white
screen.

“Collect triple points with your card”
fades onto the screen, and then
fades out.

Sainsbury’s Go Green animation
comes on to finish the advert.

Stays on screen for a few seconds,
and then fades out.

“Find out more at: www.sainsbury’s.
co.uk” fades onto screen.
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The Advert
We decided to have an animated advert for the app update because it’s one
of the best ways to engage an audience and also can be used across multiple
platforms.
The advert needed to be fast paced and fun, while still getting information
across to the audience, so we decided a 2D motion graphics style of animation would fit best, not only because it’s easy for everyone to understand, but
because 3D animation would be more time consuming and there’s a higher
chance of something going wrong in the rendering process.
The splashes of green throughout the advert bring a fun quality to it, and the
smaller bits of animation like the leaves and ending card are details that capture peoples attention, and encourage people to focus and see what else the
advert has to say.
We used the same font that Sainsbury’s use, Mary Ann, which definitely gives it
the “Sainsbury’s” feel.
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The Instructions Video
Because the advert animation is designed to just be quick and something to
get the news out there, we also wanted to make a more detailed instructions
video that shows you how to use the Go Green checkout, and also how to get
your Nectar Green card.
The video takes a screen recording of the app being used and has animations
in time with it, showing customers where to press and how it all works.
We kept it in the same style as the advert so it all links together well, and
the smaller details like the motion blur on moving elements keep it looking
smooth and polished.
This video is going to be on the Sainsbury’s website, and will be linked to when
people open the app for the first time.
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Animation Process
The design process was done utilising
Photoshop to alter current logos to
remove unneeded text and other imperfections, and Illustrator to design
several components. Afterwards, they
are put into After Effects to create
the small animation for the app and
advertisements.
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Car Info-graphic
The small info-graphic is designed to
give a bit of interaction to the screen
and reference the carbon amount.
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Nectar Point Counter
The Nectar point counter was challenging as it could be done in various
ways as nectar has a versatile design.
Initially I tried using Nectars current
and old designs yet settled on our
new Nectar green style to regard the
Go Green campaign.
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Nectar Point Counter
The final pass below shows how the
page will show the points on screen
than the customer’s current points
which it will then add the rewarded
points to by growing and changing

to a green colour which is to regard
how they are Go Green points that
have been accumulated.
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Interactive Billboard
The billboard design is to highlight
the stores new focus on sustainability
and the Go Green campaign by

having Sainsbury’s image literally
go green.
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Final Designs

79

App
Store
Mockup
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Twitter Mockup
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Billboard Mockup
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Advert
Mockup
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Bus
Shelter
Mockup
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App Mockup
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App
Mockup
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App
Mockup
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Responding to the Brief
• We have independently planned
each stage of development,
organised our roles during each
stage, and managed our research
and development to create our
project.
• As a group, we have created a
creative concept that deals with
the complex issues of promoting
sustainability which we were
presented with.
• We critically self-analysed our
own work during each stage of
development and reflected on our
choices in a professional manner
to ensure our work was accurate
and successful.

• We have communicated concepts,
development and design solutions
in a professional manner that
is clear, concise and easily
understandable.
• Our project demonstrates a clear
understanding of cultural and
contemporary design issues and
successful shows our solutions
towards them.
• Produced a mobile experience
that allows customers to think
more about sustainability through
a rewards-based system to
engage healthier eating and
promote lifestyle changes.
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Future Developments
We feel that the concept we have
created is another step in the right
direction for Sainsbury’s to achieve
their sustainable shopping goals.
Our concept would be part of an update to the existing app. They could
run it for a while and see how it goes.
Monitor how people use the app and
whether they are willing to save the
environment.

We have also taken something
Sainsbury’s already had with Nectar,
and made it into something new and
fresh. If Nectar Green is popular, it
could be expanded and more perks
added such as additional points on
fruit and veg, close to expiring products, and other incentives to promote
sustainable shopping both in store
and on the app.
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