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The course 2684CA Design and Entrepreneurship is designed to This journal is my journey to create the sensory pillows. It details

embrace sustainable design practice but now begins to go beyond the initial ideas and concepts. It outlines final product decisions and
them. It is the bjective that students will further analyse design naming. The journal follows the creation process from conception,
problems and develop and apply sustainability principles and sewing the pillow and a creating brand for them, which includes a
solutions to communication design projects. It was proposed that logo. The journal includes a business model and venture summary
students develop, produce and promote a product that solves a and is supported by my commentary reflections along the way.

problem using recycling or upcycling as a sustainable design method.

The product | created was a sensory pillow. A comfortable pillow
infused with lavender to give a relaxing aroma. The product is to be
created during art therapy sessions at a local mental health hospital
and is aimed at women aged 10 - 60 who ebrace mindfulness
practice due to mental health concerns.

The producted engages two social causes. The first being recycling of
clothing waste in the creation of the pillows, preventing it ending in
landfill. The fabric to make the pillows is sourced from second hand
shops. The fashion industry has a high negative environmental impact
due to the waste it generates going straight into landfill, taking 40
years to decompose (ABC, 2018; Jacometti, 2019; Upparel, 2022).

Additionally, the use of the pillows encourages and enhances
mindfulness practices for people suffering with mental health
concerns. Over two in five Australians aged 16-85 years have
experienced a mental disorder at some time in their life (ABS, 2022).

The brand of the pillow is Lily Loo a take on my dogs name. ltis
meant to reflect style, comfort and a touch of country luxury.

Introduction
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Reflection 13 August 2022

My initial thoughts on the
project were theme inspired.
Either mental health or housing.
| have a lot of interest in
both. | was also considering
brand identity but at this
stage was thinking more of a
brand for myself then for an
entrepreneurial project. | was
having a rough day mentally
during this lecture and the
illustrative note taking was a
great distraction.

Week One Lecture



\;nf\ Doua | CaNN E Pem\ O ‘
ijj svep U old \%5\ o

ey amem
ecyl ' ‘
333 2) Dvess %\O(\ (o

Yo ot @‘”5 . enThusists for Clegy 13vers | O’y’,@,’,ua&
o \\N’,SS
4-recycled 0 b{ac | @ fw ‘ b w\ ap— e
fely( rec! 1 >
EED‘{%% ‘B \gurro'\s d ,Vg‘g% = ‘ -ﬁ g_B\er‘o(W
. i oW dsh o 107
et et
-\r—m\ ,‘ : ept PRy, i E;fclg;@l
N \2venolyr ?dc\tﬂ? ar/ S1z47c>ro6 o«aan S& et kool
e ecled (=2 4. tecl .
B e B [N
N M\ndf\}“(\em OPJ O(Bav\[gz*non \Cantender
=— ?2\\'11’
W‘“ T w«w@ 25
\i brag&%ﬂ v\ o\dlﬂ/

ﬂ\ow

G owimming C \Qf
o \oeech
Swiy | Yeeoy nacle leond CO\OU’
BAG | frovd SMowe o g ng 39/8

cut>in

{chrc\:g\c \);cee(;yr é 5 D DOD
m 20Ulrs socks n ™
fonc —’n 5 d°3 pee

(oK, I

thwom m\”)m 53 ol NS W \9 mPer
cho 8 e

& ovess foore P p——
%*\’mﬂ
Avess %W“*

cc|>~/cf S~ 4 NER

4-Sywer | 22N L ENon . ?\xe
Po pulg! ! C ; al s\cat,o,
) e el e st

dovore o) k! | Tecefol,
@E Jeciged yielt ¥ d ore- ‘ is6&40 do this
camera @‘Zm\ okl & 455,% student

The purpose of this assessment was to
generate 20 ideas to hopefully come up
with an idea for this semester.

Twenty Ideas
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SENSORY DOLLS SENSORY CUSHIONS

Sketches Target Audience Icons Sketches Target Audience Icons

Kids aged 3-5 ‘ ;;/ People suffering with \
¢ anxiety or mental ‘W '

Materials and Costs health problems

e T-shirt $2 Materials and Costs Mood Board
e Shirt/Dress $2
. -
Products e Wool $5 Products : ;J'rtta/l[;]s $6$2 ' :;%‘% ° @
| e Thread $2 Recycled curtains and rDress ; @l -
Re;ycled thrift store e Lavender $10 clothing to make e Lavender $10 D x‘:
articles to make a o Stuffing $10 comfortable e Thread $2 -
children's doll. The mindfulness \
body is created from . , Partnerships ‘
: cushions. Cut up into
a t-shirt. The clothes Partnerships . /
trom 3 <hirt or dress aric squares'the' clothing e Mind Australia k L “ n
Jthe hai f Roya Brisbane ' or curtains is « Headspace i
and tne hair from Childrens Hospital recreated into a
waol different product.
CAMERA STRAPS The three pitches
Sketches Target Audience Icons prOjeCt lead me to the
*. . P?IIRésults i .
Photographers = +: conclusion | woud do
5 E B sensory pillows for the
Materials and Costs Mood Board assessments.
e Belt $5
Products e Shirt $2
Recycled thrift store * Camera clips $10
belts and fabrics * Thread $2
sewn into camera
straps to give your
valuable item secure. Partnerships
Clips sewn onto the
ends. Guide dogs for the blind

Three Pitches
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My three pitches comprised of sensory cushions, sensory dolls and
camera straps.

Sensory cushions — upcycled from clothing and curtains from a
charity shop, these cushions appeal to the senses. They use two
different fabrics that you can touch and feel and are infused inside
with the aroma of lavender. They are aimed at females as they
are quite feminine and those seeking to relax or participate in
mindfulness exercises.

Sensory dolls — clothing and curtains are recycled from a charity
shop to produce male and female rag dolls. T-shirts form the soft
texture body and clothing, and curtains make the rag doll clothes.
With lots of textures and fabrics used, the dolls should appeal to a
younger baby to toddler audience. The doll is infused with lavender
to aid the relaxation of the child.

Camera straps — these camera straps are created from tough
materials sourced at charity shops. The upcycled material includes
strong curtains, denim, and leather belts. The product would appeal
to photographers who want to add a touch of personality to their
equipment.

The general feedback was they were all suitable ideas that could
move forward. The cushions were the most popular followed by
the rag dolls. My personal favourite was the rag dolls, but | have
limitations on sewing ability and the concept might be too time

intensive to pull off as a project and an ongoing business.

| chose to go with the sensory cushion as that was something
achievable within sewing capabilities. There were suggestions
from the group to use velcro, buttons or zippers along one

edge so that the pillowcase could be washed and the lavender
replaced. Unfortunately, this is a bit beyond my ability, and | have
chosen to use a sewing machine to patchwork the front of the
pillow and sew three edges. | will then put in a pillow insert with
some lavender and hand sew the fourth side shut.

I'm picking green styles and shades of fabric to make the
pillows as | plan to do an outdoor bush setting photo shoot of
the product for marketing. | think the green of the cushions,
the lavender, mindfulness and outdoors all fall together
sympathetically.

Pitch Retlections
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Reflection 13 August 2022

Upon choosing the sensory
cushion for my product, I'm
starting to think about brand
names and images for a logo.
I'd like to incorporate green
as that the colour | want to
make the cushions. | want

to do the bush and nature
settings for my behance work
images. I'm not sure how to

incorporate the mauve of the
lavender sprig.

Week Three Lecture



Playful
| Lily Loo
9 Sedi s g s L o B Patchwork Hearts
° N el Patches
Lavender Heart
e Tapestry
Descriptive
sl Sleep
Rest
i __— Calm
Relax
| came up with a lot of names for the Mindful
products company. Ultimately | settled on
by Lily Loo. Upon completion of week 9, Acronym
lmy tutor sugge;sted by use of the phase Lily Loo Lavender
country ngury may have been a good SLEEP
name choice. RELAX

Patchwork Pillow

Origin
Recycled
Thrift
Lavender
Nimble Fingers
Upcycled

Technical
Mindfulness

Sensory Pillow
All Sewn Up
Comforter

Metephoric

Rest Easy
Senses
Aromatic
Scents
Softy

Invented
Evergreen

Willow
/7777777

Conjoined
Chill Pillow
Slumberland
Chillax
Recycled Fabric

Random
Elisha

By Joady
The Cushion
Clarity
Molly

Brand Name Generation



'Lily Loo' 'Lily Loo Lavender' 'Patchwork Hearts'

What is your first impression? 9/10
Does it sound good when spoken? 9/10
Do letterforms look good together? 9/10
Is it easy to read? 9/10
Is it easy to say/pronounce? 9/10
Will it stay 'current' and not date? 9/10
Does it sound credible? 8/10
Is it memorable? 8/10
Does it sound right spoken in a sentence? 9/10
Do | like it? 9/10
FINAL SCORE 88/100
Winner:

9/10
9/10
10/10
10/10
10/10
9/10
8/10
9/10
7/10
9/10

90/100

Lily Loo Lavender

7/10
9/10
7/10
8/10
9/10
9/10
8/10
8/10
9/10
8/10

82/100

Lily Loo Lavender won the name
analysis but this was soon changed
to by Lily Loo as the previous didn't
sit right in logo's.

Brand Name Generation
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Key Key Value CustOiier Customer
Partners Activities  Proposition Relationships Segments

¢ Sourcing raw materials e Quality & value e Niche market

Lifeline & Redcross , 5
These partners are the * Production of the e Handmade products ‘U e One on one

cushion e Personal assistance

source of the raw . . e Assist with mindfulness connections
materials. (Fabric & \ Marketmg online e Associated with nature e Advertising through
cushion inserts). « Delivery & natural products Mind & Headspace
e Recycles materials that websites
Mind & Headspace would otherwise be e Femalesasit'sa
These partners are headed to landfill which feminine product
heavily involved with Ke is a high environmental e Those interested in
resolving mental health y concern. handcrafted items

e Those interested in

Channels environmental causes

e All personal online
conversations that ask

issues and are partners Resources

to promote the product

for mindfulness. .
e Raw materials

e Sewing machine
e Branding & copyrights

e WebDsite & Facebook for feedback,
e Initial set up costs
e Fabrics $5 per item
COSt e Pillow insert $3 per item Revenue e Fixed price $25 each
e Thread $1 per item e Plus postage
Stru Ctu F@ ¢ Staff time - 30 minutes per item $15 Strea INS ° Revenue $2 per item

e Home based business, no cost

Business Model Canvas
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This weeks lecture aided

me in determining the
brand outcomes.

Week Five Lecture



Colour Palette:

@ c: 75 M:5 Y:100 K:0
@ c:95 M:0 Y100 K:53
@ C: 67 M: 0 Y: 100 K:86

‘ Black
- C:74 M:74 Y:0 K:0

Font One: Mistral

ABCDEFGHIKLMNOPQRSTUVWXYZ
abedefghiillmmoparitivmwseyy

Font Two: Segoe Ul Regular

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopgrstuvwxyz Eye drop

lcon: colours fre

Tutor comment:

This initial toolkit was
later scraped completely.

Toolkit Development
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Karen, aged 37

| love the concept around mindfulness as | suffer from anxiety and could really benefit by
sitting and relaxing against the pillows. | would probably use them in an indoor setting on my
bed or decorating the settee.

| think its great thet you've thought of a productive way to create them, using the art therapy
classes at a mental rehabilitation hospital.

Lexie, aged 9

Lexie suffers from anxiety, particularly in unknown social settings. She visited a psychologist in
younger primary school years because she wouldn't communicate with her fellow classmates

or teacher.

Lexie loves the ‘smelliness of the pillows because they make her relax’, she said she’'d like one
on her bed.

Carol, aged 62

Slightly outside the age group of the target audience, Carol says 'l suffer from depression at
times and smells cheer me up. The aroma of the lavender is subtle and not overwhelming, it's

nice’.

Carol also appreciates the causes behind the product. She works at lifeline and sees clothing
wastage all the time that contributes to land fill.

Interviews
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Brandmarking Shots
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Venture Name
By Lily Loo.
Public Disclosure Summary

The product is a sensory pillow, a comfortable pillow infused with
lavender to give a relaxing aroma. Created during art therapy
sessions at a local hospital, the product engages two social causes.
The first being recycling of clothing waste in the creation of the
pillows, preventing it ending in landfill and secondly the use of the
pillows encourages and enhances mindfulness practices for people
suffering with mental health concerns.

Venture Overview

The product | am trying to sell is a lavender infused aromatherapy
sensory cushion. It addresses the issue of clothing waste by
recycling clothing from second hand stores to produce the product.
The fashion industry has a high negative environmental impact

due to the waste it generates going straight into landfill, taking 40
years to decompose. It also enhances mindfulness practice which is

known to benefit some people experiencing negative mental health.

Over two in five Australians aged 16-85 years have experienced a
mental disorder at some time in their life.

Target Audience and Market

The target audience is females aged 10 to 70 due to the look and
feel of the product. That market en captures millions of people.
They are likely to buy because it's created by people experiencing
the same problems as them and it addresses a cause. This is
evident in recent research that says populations are thinking about
sustainable useful product purchases during the current times of
climate change.

Resources

The human resources to create and sell the product are patients at
New Farm Clinic and Belmont Hospital, Brisbane. It is anticipated
that the mental health hospitals will buy and fund the product
resources as part of their in house art theory sessions.

Development

The product creation and sale could expand to other hospitals and
then commercially at retail outlets.

Product Disclosure Document
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The lavender sensory pillow is a lavender filled pillow where the
aroma is intended to aid mindfulness practices for those suffering
metal health ailments.

The thorough process to develop this product includes a business
model. The product costs about $20 to make but this is from off
the shelf purchases. It could be anticipated that the cost to develop
the product by purchasing bulk could be as little at $10. The pillows
could potentially be sold for $30.

It is proposed to partner with a mental health hospital that runs
art therapy classes. The would manage the purchase of the raw
materials. There would e no distribution costs as the pillows would
be sold there on site to patients and visitors.

The raw materially is ethically sourced as the materials are sought
from second hand stores. The pillows are made from discarded
clothes and sewn together.

The product has a social impact in it's aim it's aim to aid mindfulness
practice. It also aids a circular economy because clothes are
prodominately thrown out and not recycled and end up in landfill.

Final Retlection
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