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My process began with five pages of lists. 
As I listed I got a clearer idea of where my interests lie. With a greater 
understanding of what I am passionate about I was able to come up with 
ideas that I could explore finding solutions for. 

EXPLORATION
What I like

What I don’t like

Problems I would 
like to see solved

Problems I don’t 
think can be solved

Problems that 
could be solved 
with better 
communication
What I’m 
passionate about
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5 ideas The Animals Around Your House
How can homeowners and animals coexist with understanding rather than 
conflict and how can people humanely and effectively rid themselves of the 
animals that become a nuisance?

Plant Conservation  
How can I make plants more interesting and fun for adults and children to 
learn about  in order to motivate them get involved in plant conservation?

Uninformed Consumers
How can resources with information about the social and environmental 
impact of products be easier to find and how can people be motivated to 
conside this before they buy?

Lonely Old People
Is there a way to connect more senior citizens with social groups and 
community activities through web based programs and social media?

Twins 
How can the emotional and mental health of twins be better understood  
by people who are not twins?

I chose to work with the idea of uninformed consumers. As a consumer 
myself, I try to know a bit more about the products I buy so I can feel happy 
with my choices. This idea was the most interesting and had the most 
potential for development.

IDEATION
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The process of sticky noting this wooden door started with a frenzied 
brainstorming session that lasted 30 minutes. I then went and rearranged 
or edited. Some sticky notes switched quadrants, others were sent to the 
discarded pile.  

Each solution was inspired by two words or phrases.

YOUTH + SCHOOL
Education for Young Consumers
This would be a program that would educate teens on how 
to be knowledgable of the social and environmental impact 
of the choices they make when buying.

PRODUCTION + HUMAN
How It’s All Connected
This project would map out the connections between the 
natural resources, the people involved in the production 
processes and the final consumers and explain why it is 
important to understand them.

HABIT + BODY/BRAIN
Stop and Think Campaign
This project would be a campaign to get people to stop and 
think, motivating them to ask more questions before they 
buy and seek out alternatives if they don’t like the answers.

I chose to create a program for teenage consumers. I was most excited 
by this idea because I could see a lot of potential for the aesthetic and for 

Solving the problem of uninformed consumers is a wide undertaking since  
there are so many products to consume. I narrowed the focus to personal care 
products since those were something I’ve only marginally looked into before.  
It seemed a good opportunity to do further research. As for finding a solution,  
the brainstorming wall offered an opportunity for some divergent thinking. 

SOLUTIONS
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traits of an insightful teen
his grandfather, who helped raise him, suffers from an illness 
caused by expsosure to toxins in the chemical plant where he 
once worked

is interested in science and has developed the habit of 
studying the lists of chemical ingredients in foods, cleaning 
products, shampoos and soaps

watches America’s Next Top Model with his girlfriend, and 
wishes she had higher self-esteem about her own looks

earns spending money by working on a small organic farm 
which is teaching him to be more concerned about how peo-
ple affect the environment

pays attention to fashion trends, but likes to shop at thrift 
stores because the items are less expensive

joined the school track team to stay healthy and tries to stick 
to a nutritious diet

has recently been reading articles about companies that are 
adopting renewable energy practices and is wondering if he 
should support such companies and practices himself

Defining the audience gave me a better idea of how I would be designing 
my program and materials. I had to tailor my solutions, my aesthetics and 
my language to a specific group of people. The main audience is people 
who are between the ages of fourteen and twenty. These are people who 
are beginning to have their own money to spend as they enter the workforce 
in part time or summer jobs. A smaller percentage of the audience is the 
adults who work with the main audience in educational settings. 

AUDIENCE PERSONAS
the Insightful Teen
the Liberal Educator
the Inspired Student

AUDIENCE
knowing who they are
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traits of a liberal educator
shops online at American Apparel because she wants to trust she isn’t 
supporting sweatshops or child labor

loves teaching, but is worried that her teenage students do  not display 
enough empathy or have understanding of the world around them

modified the recycling program at school to be clearer and more 
prevalent when she noticed that many students didn’t know how to 
properly use it 

doesn’t know what to tell her pre-teen daughter who can’t wait to 
wear make-up, but who has sensitive skin which has caused severe 
allergic reactions to soaps and skin creams in the past

chose to buy a Prius because she thought it would give the impression 
that she is trendy and hip

is self-conscious about getting old and wondering if skin care prod-
ucts can actually reduce signs of aging

asked the store clerk about the energy efficiency of each laptop 
before deciding which to buy

traits of an inspired student
is considering a degree in environmental studies because she feels 
that more people should be contributing their energies to global issues

checks cosmetics labels for animal testing disclaimers and only buys 
those that clearly state there has been no animal testing

enjoys spending time with friends at the mall, but rarely shops at  chain 
stores because she doesn’t agree with big companies’ labor, produc-
tion and energy practices

became interested in herbal remedies after her Girl Scout troop 
learned to make their own natural chapstick and skin cream 

since her parents own a small pottery business, she has always been 
interested in local products with ingredients that are locally sourced 
and organic

has recently switched to a biodegradable shampoo because she is 
worried about what may be getting into the water that runs down the 
drain

researched online clothing retailers so she could buy from those who 
only use organic, fair trade fibers and provide good working condi-
tions for their employees
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THE BACKGROUND
 My ideas is to create an educational program for teen consumers focused 
on personal care products. The purpose is to educate young people on the 
social and environmental impact of their consumer choices and motivate 
them to make informed decisions.

THE FOCUS 
The program focuses on the importance of being aware of the health, 
environmental and company practice concerns regarding the personal 
care products industry.

STRENGTHS
One of the main points is helping students understand and feel inspired to 
make responsible decisions based upon knowledge. In this way the program 
can motivate a new generation of consumers to work at changing the 
industry for the better. With the focus on personal care products there is an 
opportunity to discuss not just health and the environment, but the student’s 
ideas about their own bodies. 

WEAKNESSES 
The program runs the risk of being perceived as a program for girls rather 
than gender neutral, but placing emphasis on the products both genders 
use in their daily routines will help relate it to everyone. Since it is an 
independent educational program, Think First will have to work hard to  
be included in learning curriculums .

CREATIVE BRIEF
defining the brand

 The competition includes other educational programs 
or programs that center on consumer awareness. My 
brand is different because it seeks to keep inform teens 
of their consumer choices and keep them connected to 
the program outside of the classroom. The program is 
motivational, allowing students to make the choices that 
best suit their needs.

D.A.R.E is an anti-drug and violence program that comes 
into schools and teaches students how to avoid becoming 
involved in gang or drug related activities. 

The Campaign for Safe Cosmetics is an organization that 
works to inform consumers about the toxic ingredients still 
be used by the cosmetics industry and lobbies for greater 
restrictions on chemical use. 

Teens Turning Green is a program run by teenagers for 
teenagers. The program promotes an environmentally 
friendly lifestyle and holds events and programs across 
school high school and college campuses. One current 
event is called Project GreenSpa, which promotes the use 
of chemical free personal care product.

COMPETITION
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Think First
Think First is a program for junior high and high 
school age kids. It is designed to raise awareness 
of the health and environmental hazards of the 
personal hygiene products that they are beginning 
to use. 

With teens as an audience I think it important to  
reference the current brands that are popular 
among that age group and create something that 
they will like visually. I looked for inspiration from 
clothing and snowboarding brands because much 
of that design is energetic.

The tone is fresh, active and appealing.
 I focused on giving youth a sense of empowerment that their choices 
can make a difference. I wanted an informal and friendly quality to come 
through in the voice. I also wanted a feeling of unity, as the program seeks 
to foster longlasting relationships between the participants and the brand. 

TONE & MESSAGES

MESSAGES
Each choice you make when buying a personal care 
product has important consequences.

Very small changes in what you buy can help both your 

health and the environment’s health.

The more you know the better the choices you can 

make.

You should respect your own body and help others 

respect theirs.
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THE LOGO
creating an identity

When beginning the logo development I explored both typographic and 
iconographic logos. I found it challenging to find a name for the program  
that would encapsulate the brand’s concept and identity, I started with  
Youth Consumer Awareness, which I chose because it is descriptive of  
the program. However during my refinements I changed the name to  
Think First, which is much catchier and interesting. Once I started working 
with it I realized that it’s more important to have an interesting name than 
one that merely says exactly what it does. 

The iconographic logos were a challenge because I could think of no visual 
symbol to represent the concept behind my brand. Barcodes and exploding 
heads were tried and discarded. A shopping cart turned out to be the best 
of the iconographic logos, but ulitmately did not fit with how I envisioned the 
brand. It suggested more about the shopping than consumer awareness.
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Think First
iconographic logos

think think
�rstthinkfirst

thinkfirst

thinkfirst consumer 
awareness
education

consumer awareness

tf

think
�rsttf

think
�rsttf

consumer awareness

think

think

firstthink
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LOGO DEVELOPMENT

think think
�rstthinkfirst

thinkfirst

thinkfirst consumer 
awareness
education

consumer awareness

tf

think
�rsttf

think
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consumer awareness

think

think

firstthink

Final Logo
I thought it important to add a mark to the typographic logo 
because the mark starts to reference the grungy style I was 
working toward. It also resembles a mark that could be made 
with a cosmetic product such as lipstick. Because the brand 
name has no reference point to what it is actually about, I added 
the descriptor for better understanding. 

LOGO REFINEMENTS & FINAL
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I created informative posters for Think First because the brand’s goal is to 
get people to think and understand the the impact of their choices. The goal 
of the posters was to begin developing what my visual aesthetic would look 
like. In the first set I did not use photography, but that limited the aesthetic 
for future designs. I found it challenging to work with the photographs at first 
because they were all different.

POSTERS
defining the aesthetic

The chemicals in shampoo may be causing 
contamination in drinking water supplies. 
Though wastewater is processed at treat-
ment plants, studies have shown that new 
chemicals can form during the treatment 
and that not all the chemicals are removed 
during cleaning. Not only does this pose a 
hazard for our drinking water, it threatens 
aquatic wildlife as well.

the  chemicals 

your 
drain 

DMDM Hydantoin
Sodium Lauryl Sulfate
Triclosan
Synthetic Fragrances
(can contain up to 4,000 separate ingredients)

Ethylen Oxide
Propylene Glycol
Laureth 1-40
Dithanolamine
1,4 -Dioxane
Methyl Paraben
Propyl Paraben
CA-24
Phthalates
Sodium Myeth Sulfate
Cocamidopropyl
Amodimethicone
Ext. D&C
Ext. D&C Violet#2
Lauramide DEA
Quaternary Ammonium Salts
Laurylmyrist-oleamidosulfo-
succinate
Alkyloamides

commonly found in 
shampoos and soaps

POSTER DEVELOPMENT

the  in your
Cosmetics

animals 
In March the European Union banned the 
sale of animal tested cosmetics within its 
borders. However, despite efforts to ban 
animal testing in the United States, it is still 
present in parts of the cosmetic industry 
resulting in the death of thousands of 
animals each year.

Tested for:

Acute toxicity
to skin
Allergies to 
skin
chemical ingredients are 
applied to the animal’s skin 
for varying periods of time

Tested for:

Skin irritation 
or corrosion
Eye irritation or 
corrosion
Acute toxicity 
to skin
chemical ingredients are 
applied to the animal’s skin 
or in their eyes for varying 
periods of time

Developmental 
toxicity causing 
birth defects
chemical ingredients are 
fed to the animals

Tested for:

Acute toxicity 
to skin
Allergies to 
skin
chemical ingredients are 
applied to the animal’s skin 
for varying periods of time

Developmental 
toxicity causing 
birth defects
Toxicity upon 
ingestion
Toxicity upon 
inhalation
Carcinogenicity
chemical ingredients are fed 
to the animals

The Food and Drug Administration does not regulate 
the ingredients in cosmetics, therefore there are no 
limits to any ingredient put into a cosmetic product. 
Studies have shown that the level of metals found in 
some lipsticks exceeds the amount considered safe 
to ingest. 

the  
in your

LIPSTICK
metal 

Cadmium
48

Cd

Lead
82

Pb

Manganese

25

Mn

Chromium
24

Cr
Aluminium

13

Al

Copper

29

Cu

Nickel

28

Ni
Cobalt
27

Co

Titanium

22

Ti

known human 
carcinogen

relatively non-toxic 
except in high doses

may cause allergic 
reactions on skin

found naturally in the 
body, but too much 
or too little may lead to 
health issues

non-toxic in large doses 
and generally passes 
through the body safely

chronic exposure may 
lead to neurological 

impairment in humans

chronic oral exposure 
may lead to kidney 

and bone impairments; 
known human 

carcinogen

chronic exposure 
may lead to neurolgoical 

impairment and 
poisoning

health risks in
 high doses

early poster developments
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FINAL POSTERS

Think First Poster Series
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NARRATIVE
teaching and informing

Think First has many opportunities to deliver materials and information in a wide variety of 
formats and methods. As it is an educational program, Think First visits schools or community 
groups to teach the students in a class setting. I designed an informational booklet as a 
supplement to these lessons. It contains some of the basic information that the program deems 
important for teen consumers to know. In the first stage of development I created three rough 
versions of the booklet to explore what worked best. Experimenting like this also helped me to 
further refine my aesthetic.

Think First is an educational program for young consumers 
that stresses the importance of being aware of the health, 
environmental and company practice concerns regarding the 
personal care products industry. One of the main points is 
helping students understand and feel inspired to make re-
sponsible decisions based upon knowledge.

Find out more at www.thinkfi rst.com

get the info

 chemicalsQuick Guide
the most common toxic chemicals you should be aware of

coal tar and coal tar by-products_coal tar contains polycyclic aromatic hydrocarbons (PAHs) 
which have been shown to increase risk for breast cancer
diethanolamine (DEA)
ethylene oxide_carcinogenic
lead_ can cause illness at low doses, poisonous at high or chonic doses 
mineral oil_ a petroleum by-product
parabens_ ingredients ending in -parabin are usually high in toxicity
paraffi ns
petroleum and petroleum by-products
polysorbate cetylpyridinium chloride
polyzamer 407
propylene Glycol inhibits skin cell growth, can cause skin irritation and is linked to kidney and 
liver abnormalities. 
sodium lauryl sulfate_lauryl is an endocrine disruptor, which means it mimics and changes 
hormones
sodium laureth sulfate_ laureth is often contaminated by a by-product known as 1,4 dioxene, 
a known cancer causing chemical
stannus fl ouride_ contains tin, a metal toxic to humans
synthetic colors_ any FD&C pigments are derived from coal tar or petroleum
synthetic fragrances_these are secret industry recipes that can contain up to 4,000 different 
chemical ingredients
tin_ causes illness 
triclosan_this is a pesticide
triethanolamine (TEA)_ is often contaminated with nitrosamines, chemicals that are linked to 

labeling and certifying of ingredients
 Food and Drug Administration fda.org
 International Organic and Natural Cosmetics Coproration BDIH  
 Standard  ionic.info (click upper right for the English version)

animal testing
 PETA  petaonline.org
 Humane Society of the United States  humanesociety.org
 Coalition for Consumer Information on Cosmetics  
 leapingbunny.org

safe and unsafe ingredients
 Environmental Working Group ewg.org
 Skin Deep Cosmetic Database  ewg.org/skindeep/
 Not Just a Pretty Face Blog  notjustaprettyface.org
 Campaign for Safe Cosmetics  safecosmetics.org

alternative products
 Teens Turning Green  teensturninggreen.org

For more info...

New chemical compounds now called by scientists 
compounds of emerging concern, or CECs, are 
being found in rivers and lakes downstream from 
wastewater treatment plants. These compounds are the 
result of all the medicine, household cleaners and personal care products 
that we’re constantly flushing down the drains. Studies show that CECs  
can get into our bodies and mimic our hormones. When they do this they 
can actually change or cause mutation in parts of our bodies. 

Wastewater treatment plants cannot removed all fo the chemicals from our 
water. Even when most CECs are removed, there is a danger of by-products 
being formed when all the chemicals mix together. Some that are relatively 
harmless have been known to react with each other to create far more toxic 
chemicals that can pass through treatment and get into our water systems. 

There is a growing number of companies that are 
making organic lotions, toothpastes, shampoos, 
soaps, and other personal care products. Some of them 
can be found nationally in retail stores while others may have one small 
shop in your hometown. Just like food can be certified organic, so too can 
cosmetics.  The International Organic and Natural Cosmetics Corporation 
has created the BDIH Standard which lays out a series of strict rules to be 
met for a product to be considered organic. Products that meet the criteria 
are stamped with the IONC seal.

Local producers are not often certified even when they use all organic 
materials. This is a matter of the cost to be certified overwhelming the 
actual revenue of a small business. By talking with your local producer or 
searching out their website, you can get a fair idea of how well they meet 
your own standards for personal care products.

There are also a lot of DIY opportunities for making 
your own chapsticks, body scrubs, shampoos and other 
personal care products. There’s an assortment of recipe 
books out there or start with the DIY Recipes at the 
Campaign for Safe Cosmetics website. A little internet 
searching will bring up many more.

 choicesOrganic and Local
some alternative choices that are healthier for you and the environment

 pollutionUnderstanding Waste
washing it down the drain doesn’t make it go away

All those plastic containers your stuff is stored in are  
another source of waste products. It takes a long time 
for plastics to disintegrate in a landfill and they release 
chemicals into the soil and air as they break down. Find 
out the recycling program in your area and recycle your 
plastics if you can. 

NARRATIVE DEVELOPMENT

early narrative developments narrative refinements
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FINAL BOOKLET

Think First Information Guide
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FINAL BROCHURES

final brochure layoutThink First Informational Brochure
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The final narrative is a 16 page booklet with four 
accompanying brochures that sit in a pocket in the 
back. The booklet covers general information about 
what to beware of in personal care products. The 
brochures explain the ingredients of the products  
used on different body parts.
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My audience is technology obsessed so it only made sense that I would create 
a media channel for them. I created a website and an app, each with a different 
and specific purpose. The website will keep Think First participants connected 
to each other and the brand even outside of the program setting. The website 
hosts news, activities, forums and a blog, all of which are updated regularly to 
encourage repeat visits. 

The app was an addition to the media channel which came after the initial 
website development. For the app I went in a different direction than the 
website. It is the Think First As You Shop app and it is an informational guide 
to be used as you are in the store and need to look up information.Once I had 
developed website it was easier than I thought it would be to transfer the 
design to app form. 

MEDIA CHANNEL
staying connected

early website development
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FINAL WEBSITE

Think First Website
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FINAL APP

Think First As You Shop App
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I tailored an event specifically to my teenage audience. I thought about 
how I could relate personal care products to something that they would 
do.  I decided to create an even called “ready for prom” which takes 
place the day of a school’s prom. A repurposed truck contains the event 
space and sets up in the school parking lot.

As part of the event I designed boxes to hold samples of  the products that 
were being used in the natural salon. The boxes contain ready for prom kits 
with some of the neccessary items prom goers will need to get ready. 

Jennifer Gingras
GR.620
Event Development

Texture Style Event Graphics

EVENT
new experience

Photo Style Sample Box_ Girl Version
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FINAL EVENT

Think First Event Truck: Ready for Prom
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FINAL EVENT

Think First Ready for Prom Sample Kit
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Think First is one solution to motivating teenagers to be responsible 
consumers. The program offers education on how to think about and what 
to look for in products before buying them. This subject is not new and 
there are groups already out there working to spread information about 
the safety and environmental hazards of cosmetics and personal care 
products. However, Think First connects with teens and stays connected.  
It is a program that can enter schools or community groups to motivate 
teens to think about what they’re buying and what impact they can have on 
their health and the environment with their choices. There is an emphasis 
placed on giving them the information and resources to get them in the habit 
of making responsible consumer decisions. 

The resources I created for the program include a narrative, a media 
channel, and an event. The resources supplement lesson material, keep the 
audience connected to the brand outside of the program, and encourage 
students consider non-chemical products by giving letting them experience 
using the products. Everything that Think First does encourages participants 
to become more thoughtful consumers. 

SUMMARY
and that’s about us
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