




Research and Planning



Research Question

How might we create a social platform to create an actionable response 
around local environmental care while respecting the users personal time 
considerations?
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INITIAL RESEARCH

Environmental care is a growing issue in the local sphere 

Problem Statement

Environmental Cleanup:  Who is involved?

Community Consumers Corporations

Want to Live 
in a Cleaner 

Neighborhood

Cleanliness Affects 
Property Value

Personally Effected 
by Environment

Create Wastes Not Fully Aware of 
Impact

Consumption vs 
Responsibility

Financially Driven Desire Good Press

Marketing Loop 
and Identity

Potential Issues

Time and Effort: How can we factor around the busy 
schedules of consumers?

Lack of Interest: How does interest in the topic affect 
willingness to serve?  

Costs: How might program costs effect a cleanup effort, what 
costs must be considered? 

Coordination: How do we coordinate an actionable 
response?

Encouraging Trash Pickup

Local vs Corporate: How does this change incentives?

Recycling: How can we encourage recycling as an actionable response?  

Defining Trash: How might trash affect safety concerns? Consider types of debri 
and hazardous waste 

Consider Space: How might space affect the areas in which users can work and 
will work?

Interview Highlights

“The incentive aspect needs to be at the fore-
front of the design. It needs to be ‘game’ from 
the ground up, not tacked on afterwards.“

What is the environment to you? Do you consider 
environmental waste management (or lack thereof) to 
be a problem? 
I don’t consider it a large priority. I don’t make conscious sacrifices to make im-
provements. I’m not one to take time out of my day. I might consider cleaning 
up trash if it doesn’t take time. I think environment waste management impor-
tance is dependent on the location. In San Francisco it can be a real problem 
but not as pronounced in Raleigh.

Do you consider trash buildup a local issue or is it a more 
systematic problem?
Because it involves the whole community, I believe it is a systematic problem. 
However I do believe the solution is on the local side.

Do you recycle? Why or why not?
Not here, but generally yeah. The issue at my current residency is that it is not 
convenient here.

Why do you think people aren’t as active in environmental 
cleanup?
They don’t even have time to think. They feel other pressing issues in their day 
to day lives.

What are your thoughts on Environmental cleanup as an 
advocacy platform?
I suppose it has its place, but honestly there are just so many more 
pressing matters that desire our attention that picking up trash just seems like 
a waste.

In what ways do you think a sense of community might 
encourage a more actionable response to environmen-
tal awareness?
Tribe mentality is very effective for a lot of people.

Do you think local cleanup could be promoted through 
incentives? Explain your answer.
Yes absolutely. We see people do extremely difficult tasks every day 
for non-monetary and they still feel like its worth it, top example being 
videogames.

Could the gamification of local cleanup could encour-
age environmental awareness? How so.
Yes. There are a lot of ways to do to apply gamification and different 
ways will affect different types of minds.

Do you believe the gamification of local cleanup can be 
used to promote social connectivity? Why or why not?
 Yes if the gamification applies local community cooperation or 
competition.
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ABDELLAH SABIR
AGE:                         27
OCCUPATION:	 	Office	Worker
STATUS:   Single
LOCATION:             Raleigh , NC
INCOME:                  $62,000
HOUSING:                Urban

USER PERSONA

“A young working man who wants to make a 
contribution to his community and meet new people”

PERSONALITY

MOTIVATIONS

SOCIAL INFLUENCE

Incentive

Fear

Growth

Power

Social

AVG TIME USAGE FREE TIME SPENT
Introvert Extrovert

Sensing Intuition

Thinking Feeling

Judging Percieving

GOALS PAIN POINTS
To create a healthier and cleaner neighborhood and local environment.
Its easier to see the products of your labor on the local level. This is more intimate 
setting that directly effects the individual.

To create meaningful friendships with folks in his local community.
Social activities tend to yield better longer lasting results. and helps strengthen the 
community as a whole.

To enjoy his youth and create memories he can look back upon with 
pride.
People want to make an impact. So its important to show them the impact they are 
making. This creates a sense of pride and positivity around the memory. It should also be 
said that many individuals want a sense of adventure. Its easier to looking fondly in the 
past when the individual has many great memories to draw from. 

To have fun.
People are more likely to invest time into something they see as both productive and fun.

BIO

Abdellah is the sort of guy who was raised in a household that values hard work. 
Having graduated from college four years prior, he is glad that he finally has a steady 
income. He considers himself an environmentally conscious individual and wants to 
take part in a community that shares the same sentiment. However he finds that while 
friends and family echo the same sentiment, he struggles to find others that want to 
take a more active role in the environment. He has recently found frustration in all the 
trash and debri he finds around his local neighborhood and has been taking personal 
steps to start cleanup, but is becoming increasingly tired and alone in his endeavors.

Having difficulties finding a local community.
For	many	users,	fostering	a	community	can	be	hard	enough,	but	finding	a	community	
that share similiar interests can be harder. Having an established community/program can 
alleviate that concern.

Feels embarrassed about his connection to environmental care.
Outside of a supporting community, individuals may feel isolated in their concerns and 
feel a disconnection from others who don’t share the same passion. This creates an en-
vironment where the individual may feel that their passion is somehow a weakness. This 
stresses the importance of having a supportive community.

Wants to help others but doesn’t know the best avenue.
It	can	be	difficult	to	find	a	good	program	online	due	to	the	lack	of	branding	coming	from	
most environmental organizations. Add that with the vague nature of environmental 
cleanup and it results in a massive headache.

Feeling alone in his endeavors and doesn’t feel he has a strong support 
group.
When an individual tries to take environmental cleanup in their own hands, the amount 
of work compared to work done appears insurmountable. This makes it more important 
to address the work that is being done to encourage positivity.

Time management, wants to help but wants to have fun as well.
Not everyone has all the time in world, that why time and length should be considered. 
Also if the act of environmental care is precieved as “fun” then participants are more 
likely going to willing to put more time into it.

ABDELLAH

Coworker Acquaintances

Local 
Friends

NeighborsFamily

Extended 
Family

College
Friends Sports

Gaming

Self-Care

Relaxation

Volunteering

Work Leisure

Chores

Social
10 11



EMPATHY MAP

Initiative Community

tries to recycle but 
isn’t completely 

faithful

reads books on 
environmental care

looks into 
composting

Hobby

Looks for 
volunteering 

opportunities in 
the community

Looks for 
communities

to join

subscribed to news 
about the 

environment
uses social media

tries to stay 
connected with 
college friends

tries to engage 
with others about 

his life interest

Enjoys spending
time outdoors

enjoys playing 
videogames

keeps a small desk 
plant at his work

active in his free 
time; likes to play 

sports

enjoys 
going on 

walks

Initiative

A sense of pride
surrounding his

houe work

Concerns
wants to help out 
but is afraid it will 
cost him his free 
time; he wants to 

enjoy life

self-concious

FrustrationResponsibility Get stressed at 
work

Alienated

Feels lonely 
at times

Finds comfort 
working on the 

field

underappreciated

enjoys spending 
time with others
but also likes his 

alone time

Why isn’t more 
being done for our 

environment?

I want to do some-
thing but how will I 

find time

Am I doing enough 
to make a 
difference?

How do I engage 
with environmental 

justice?

How can I correct 
the bad behaviors 

of other gently

Everyone should 
do their part

does anyone else 
care?

What changes can 
I make?

Am I wrong for 
caring?

Can I do it per-
sonally

I’d like people to 
help me learn more

Initiative Concern

Is there anyone 
else like me?

Social

Social

Concious

“Something should 
be done” “I want to help”

“did you hear 
about ______”

“We should go out 
and do something”

Everyone should 
do their part

does anyone else 
care?

“What are your 
thoughts on the 
environment?”

“I wish there were 
more people who 

were concious 
about the 

environment”

“Would you like to 
go a walk?”

“can you send me 
more information”

Initiative

“do you know if I 
can recycle this” 

Concern Social

THINKS

FEELS

SAYS

DOES

2

2 Users and a self-concious image

Researched showed that Interview-
ees who considered themselves 
activists tended to regard litter pick-
up as undesirable or unpreferrable in 
comparison to other activist 
platforms.  A reoccuring point was 
that litter pickup was considered a 
less impactful platform and thereby 
less valuable. In certain instances 
deemed a waste of time. For an 
activist with a specified interest in 
litter pickup may percieve his/her 
interests as less viable and thus be 
self-concious with said interests.

3 Activism as a Carthartic practice

For Interviewees who worked at a 
desk job, a common occurance for 
carthartesis was in going outdoors 
for some extracurricular activity (or 
work) and engaging with media with 
a large emphasis on television and 
videogames. For those who 
predominately engaged with the 
later, they showed an interest in 
including light outdoor activities to 
their daily agenda.3

1

1 Recycling as a Habit

Interviewees who showed an 
interest in recycling or who have 
a history of recycling clarified that 
their history or desire to recycle 
correlated with the accessibility of 
recycling options.  While recycling 
was considered as a component 
to the brand, this attachment was 
lessened due to the complexity 
surrounding creating interest.  

Developing the Persona

When developing a persona for the research 
question, I initially went with an older gentleman 
who was a bit of a recluse. However upon looking 
into precedence and researching various 
individuals, I found an opportunity to provide a 
service to young adults. One of the issues with 
providing a design platform for older audiences was 
that I found that most older folks interviewed were 
either disinterested in engaging with an activist plat-
form or were satisfied in the platforms they were 
engaged in. While there was a mild interest in litter 
pickup, there was a significant consensus that it was 
a matter of responsibility on the government. 

Younger adults showed more interest in engaging 
with technology as well as a more inclined interest 
in public works  over governing programs.  As 
this project was built on the desire of building a 
program that creates an actionable response, it 
made more sense to consider tailoring the product 
towards younger adults. 

 When considering the interests and concerns of 
Abdellah,  I considered reoccuring interests of ac-
tivists interviewed. When interviewing activists who 
engaged with a specified platform, it was found that 
the interviewed activists tended towards issues sur-
rounding a combination of passion and opportunity. 
For Abdellah, he would either have to already have 
an interest in local environmental cleanup or the 
passion would have to be created. For the interest 
of the class focus, I choose to go with the former 
to alleviate any additional interest marketing.  
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As-Is | To-Be Scenario

Doing

Thinking

Feeling

Realization Explore Discovery Engage Results

Abdellah sees the waste and 
litter along the roads near 
his home and on the roads 
on his way to work and 
shopping. Abdellah decides 
he wants to engage with a 
local program to help make a 
difference.

Realizing there is a problem 
Adellah begins 
researching local environ-
mental community 
programs	to	find	a	way	to	get	
connected with 
a community that can sup-
port his interest

Abdellah	finds	information	on	
Raleigh clean up
programs but is unable to 
find	a	way	to	get	
involved.  After additional 
research, he is then

Abdellah engages with some 
of the programs but due to 
a lack of connectivity he is 
inconsistent with the 
program. He is happy with 
the moments when he does 
get connected, but feels like 
he has to put in a lot of 
legwork just to participate. 

Abdellah continues to 
follow this trend for a
while.	He	finds	particular	

Opportunity There is discomfort in 
making the transition. 
Perhaps this can be resolved 
by some sort of assurance in 
the marketing.

Marketing can help draw 
in the consumer base to 
prevent the user from getting 
lost and easing frustration.

There aren’t any programs to 
come immediately to mind 
when	we	consider	that	field.	
The programs listed above 
took a bit of searching and 
they lack the social aspect. 

There is an importance to 
maintaining	a	consistent	flow	
so users can get involved on 
their time. Time is a major 
issue here

The main pain points to address 
are associated with time and 
community. The product should 
address the two problems in 
tandem, not in exclusion

Abdellah	has	a	confidence	that	
he can make a change but also 
some adversions.

Here he feels overwhelmed 
and confused.  There is a bit of 
mystification	of	resources	and	
the impact of the resources.

Frustration. It takes some in-
depth	searching	to	find	particular	
apps and programs in the 
environmental world

Excited	and	fullfilled	when	
engaged though the 
engagement is more event 
focused and lacks continuity.

a	conflict	between	pride	and	
frustration. he is glad to have 
something he can connect with 
but hates that he has to work to a 
set time and place. 

I would like to make a change, 
maybe	I	can	find	a	program	
that gets me involved and helps 
connect me more to the city.

This will be a good opportunity 
to	find	a	way	to	get	plugged	in.		I	
just	wish	it	was	easier	to	find
the right resources.

This will work but this isn’t 
ideal.

Keep America Beautiful has 
offered up some great 
opportunities but this isn’t 
quite what I signed up for

Maybe this whole trash pickup 
thing isn’t for me. I just don’t 
have the time to do this. 

Abdellah sees the waste and 
litter along the roads near his 
home and on the roads on his
way to work and shopping. 
Abdellah decides  he wants to 
engage with a local program to 
help make a difference.

Realization Explore Discovery Engage Results

Realizing there is a problem, 
Adellah begins researching local 
programs	to	find	a	way	to	get	
connected with a community 
that supports his interest.  He
notices tags some friends are 
using on social media peeking 
interest towards Gaia’s Fields and 
decides to check it out.

Abdellah learns about Gaia’s 
Fields and creates an account to 
get started.  Once inside he can 
open the geolocation tab to see 
some missions in his local area. 
He quickly joins a team and does 
some mission as a group

Abdellah joins a group and starts 
some of the missions involved in 
the program. using his phone
he stays plugged in when new 
missions becomes available.  The 
app gives him a steady stream of 
feedback to help scale his impact 
on the earth and build new 
milestones.

Abdellah enjoys the challenge 
and meets some close friends 
that share the same passion. This 
encourageshim to stay involved 
and continue trekking. Right now
his team is aiming for the top 
of the leaderboards for the fall 
season.

Abdellah	has	a	confidence	that	
he can make a change but also 
some adversions.

Here he feels directed and 
reassured

Hestitation	at	first	but	excite-
ment once he starts navigating 
the space. 

Excited	and	fulfilled Reassurance 

Touchpoints

Positive

Nuetral

Negative

By making the product more 
public, this prevents the 
product from being lost in a 
sea of apps and being 
forgotten. 

There is an importance in 
creating a productive use of 
the program so created 
accounts aren’t forgotten 
about.

The social aspect is the draw. 
This creates any sense of 
competition or cooperation 
that would otherwise be lost. 

If the program is engaging it 
will continually draw in the 
customer. The user should see 
the change that is being made 
to continue interest in the 
program. 

I would like to make a change, 
maybe	I	can	find	a	program	that	
gest me involved and helps
connect me more to the city.

This seems like an interesting 
enough option to start with, 
seems like a productive fun way 
to get engaged

I’m not sure about this but it 
might be a way to get involved in 
a local community and make a
difference. 

This is much easier than I would 
expect. i can really modify the 
time I spend to  ensure I don’t 
get  burned out.

This has been a great avenue 
to get involved and make new 
friends. 

Positive

Nuetral

Negative
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Proposal

I propose a platform that has a prominent focus on branding to create an actionable response to increasing 
litter pickup within the cities. The core platform of the brand lies within an app. This app will create a user 
driven experience through social networking and community created content with a focus on gamification. 
Geolocation spots will be placed throughout the local area to address areas in need of cleanup. Users can 
then select a spot to cleanup and are rewarded points based on the value of that location. In addition, users 
may list a location that they see needs cleanup and tag it as a “task.” Different types of mission will be available 
based on the type of cleanup. There will be a validation, rating and report system to prevent fraudulent re-
quests. As users generate more points, they may choose to compare themselves to others in the local area on 
a leaderboard. Teamwork is also emphasized through cooperative goals and large scale and small-scale team 
objectives. Rewards will range from internal to external prizes based on the capabilities of the brand. The goal 
is to create a sustainable system that rewards the user for interaction and involvement (whether direct or 
indirect). The app will also encourage interaction with other users through team participation, though users 
are just as welcome to engage with the app on their own. 

In addition to the app, the brand will involve partnership in social networking platforms, a website, marketing, 
and merchandise. Scalability will be a consideration for the brand. Emergent issues will also be considered in 
relation to the flexibility of the brand. The brand is not made in response of CoVid but will consider answers 
to emerging issues. Marketing is an important part of the brand in that the identity of the brand needs to be 
able to reach potential users to get the word out. This will be done through a network of micro and macro 
advertisement methods. While funding will be a concern, the goal of marketing is not to ‘sell a product’ in 
the tradition sense but to create a user base large enough to create a flourishing network necessary for the 
brand’s survival.

Proposal

App	based	community	content/gamification	associated	with	trash	pickup

Different mission types revolving around categorical forms of cleanup

Points based on involvement and mission completion

Geolocation and user generated content are major components to the design.

Leaderboard for team and user involvement and rewards based on ranking and levels

Website and marketing to compliment brand

Answers	for	emergent	issues	will	be	considered	in	the	design	(shows	flexibility	of	design 
and brand).

Marketing is also big consideration in response to informing the public of the brand 
identity.

Scalabality is a big consideration

An	App	that	creates	a	gamified	experience	to	trash	cleanup	alongside	social	networking	
capabilities. This app includes a mockup geolocation tool built within.

A website created to inform and facilitate an enhanced experience in partnership to the 
app

Branding elements for potential partnerships to include digital distribution.

Branding elements for marketability and merchandising to include both physical and 
digital distribution

Scalability considerations

Deliverables

Major Points
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Wireframing and Interative 
Design



Features

Homepage

Personal

Tasks

Teams

Play

Leaderboards

Opens app to growth in terms of changes to 
infrastructure as well as a direct sources to 
upcoming events.  

Users should have a personal account to 
accomplishments and social capabilities

There has to be a source to inform users of 
nearby areas that require cleanup. Geolocation 
will be required to fuel this initiative as well as 
a public creation tool for sustainability.

To encourage cooperation, teamwork and 
competition should be promoted. Team size is 
a necessary consideration towards retainability.

There	is	a	need	for	a	sense	of	gamification	to	
encourage involvement. Research showed that 
players are more likely to stay involved when 
engaged in a encouraging feedback loop. 

Feeds into competetive spirit. While some user 
are internally driven, other users are driven by 
competition as an additional feedback loop. 

Purpose Considered Features

Events 

Patches

News

Friends

Awards

Current Progress

Creation Tool

Search/Save Features

Geolocation

Team Sizing

Coordination / Messaging 

Status

Inventory

Territory recognition

Encourage Involvement

Scalability
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Wireframing

Grow Compete

Setup Inventory

Stats

Awards

Friends

Settings

Gaia’s

Main Page

Profile Tasks

Social

Stats

Awards

Friends

Settings

Settings

Report Saved

Quick Features

This section places a focus on personal fea-
tures so that the user can account for 
progress, and connect with friends

As the purpose of the app, tasks should have its 
own section. 

Task search feature acts as the primary 
window for this section

This section should be focused on the 
gamification	aspect	of	the	app.

Territory section acts as the primary 
window for this section
 

This section should be focused on the 
competitive	gamification	of	the	game.	It	also	
serves a side role of showcasing impact of 
tasks completed. Section needs a search 
feature for areas and difference between solo 
and team efforts 

a kinetic page that keeps the user up to date 
on	news	and	events.	This	page	is	the	first	things	
user see to ensure visibility 

General Tasks Territory

Messages

Settings

Store

SafetyInitial testing showed a desire to have 
instant	access	to	specific	features.	
To keep the design uncluttered these 
articles were placed tgether into a quick 
access box to the upper right.
 

Phone App
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Website

Wireframing

Profile

Team

Game About UsStore
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Guerilla Testing & Iterations

Learning Points for Wireframe

Visual consistency is important on the base level

There lacked a cohesion with arrangement of submenu articles

Consumers will expect use of Apple conventions

Teams sections should be intergrated throughout design rather than 
having its own section

Some sections should have quick access

Lofi Design

Learning Points for Lofi Design

Overuse of color can be overwhelming

Buttons should be big to make them easier to press

Some areas of the app are over design (needs elegance)

Report feature and saved feature should be integrated as sub section 
instead of search types

Color	scheme	would	benefit	from	more	use	of	green	

Silhoutte art can be distracting when overused

Two	tests	were	conducted.	The	first	test	had	participants	
look	at	wireframing	and	give	feedback.	In	the	first	test	I	
explained the concept of the app and then walked the 
participant	through	the	features.	I	then	opened	the	floor	
for questions and concerns

The second test had user walk through a minimized tour 
through	a	lofi	design	and	give	feedback.	The	user	was	then	
allowed	to	navigate	through	the	lofi	design	as	they	wished.	
During this time I only responded when prompted with a 
question.
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eearthx
FELIX    EARTH

ield
Gaia’sGaia’saia’s

aia’s

Logo Iterations

Iterations

Creating the Lofi Design

For the outset I wanted to create a design that 
used a distinct visual style that incorporated ani-
mation. With this in mind, I tried to capture a visual 
style and a structure at the same time. 

In retrospect I believe this may have been the weak-
est part on my design process, simply because I 
tried to do too much all at once. Testers tended to 
get distracted by the visual style and would ignore 
the structure. There was also a sense of confusion 
on what I was trying to capture in the app. Because 
of time constraints, I used a lot of placeholder 
images to convey visual information. The placehold-
ers didn’t have coherence thus adding confusion. 
Part of the confusion was that I was trying multiple 
different ideas at once.

The biggest lesson to be learned would be that 
in future designs to present a less designed Lofi 
product to testers while testing visual concepts on 
a different version or on a different program. 

Lofi testing was accomplished on XD which does 
not facilitate animations. Because I was set on 
utilzing animations in my design, I was forced to 
restart on Figma and learn the intracies of that 
program, which added to the stress of the design 
process. I am suprised that XD does not support 
simple gif animations or any known equivalent but 
from that stumbling block I learned to test program 
capabilities based on non-negotiables to better 
promote synergy.
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Solution and Branding



Establishing  A Brand

To provide tools and assistance in helping 
provide interest and and an actionable 
response to seeking a cleaner earth

The mission is to foster interest in local 
environmental cleanup through a supportive 
community and the 
gamification	of	litter	pickup.	

Overarching brand Main product and component to the brand

Webpage An App 

Mission

Purpose

Products

Allows for a more malleable brand for 
expansion

Focus is on the more general notion of 
environmental waste but has a focus on 
litter concerns.

Required for the future development of the 
brand identity

Associated events

Partnership related articles

Additional merchandising

Merchandising 

Partnership considerations

Acts as the underlining branding tool to 
introduce users  

Has a predominant focus on litter pickup

Simple focus in required for the clarity of 
the product

Open to partnership with other 
“Felix Earth” products
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Branding

ITC Officina Sans
This font is used primarily for smaller paragraph 
text. This helps with the readability of the text while 
giving a slightly difference between the Header text 
and body text. 

#8C8780 #AEC5E7

#808285 #99d9ff #99d9ff

#99D9FF

#73E68C
Gills Sans

Helvetica Neue

This is the Header

Used for the body text for the phone application and 
website .

#F6ADC6

#F4E6D7#CDE1DB#D2AFB6

App IconBlack LogoMain Logo

Stylized Logo Moderate Logo

FELIX EARTH 
FUTURA This is the Header. 
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App Design
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Visual Design

The App uses two languages in color and structure to denote func-
tion. The main menu and quick access features use a one body 
structure with a focus on #D2AFB6, #F4E6D7 and #F6ABC6  for 
primary color.

The Footer sections, all which have multiple submenus, are more 
structured. They all share a three tier system which seperates visual 
information, submenu items and textual information by tier. Primary 
colors are #73E68C, #CDE1DB, and #99D9FF, though color choice is 
also more free for textual information.

Visual Display

Designated for all Geolocation data and Visual Information.  All 
sections utilize some sort of visual display or geospatial 
information that has a limited interface. Sub-menu items are 
placed under the visual display to seperate them from the 
parent section and prevent accidental interaction.

Footer Sections

Gorilla Testing showed a disorientation with the layout 
configuration	of	footer	sections.	To	maintain	consistency,	all	
footer sections share a three section design layout

Interactive Information

predominately used for interactive purposes, this section is 
designed around all menu sorting and the clean arrangement of 
information.

12

App Design
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Messages

Users can send messages to 
friends through the social section 
of the app which they can then 
view in the messages section. For 
ease, users can also create 
messages in the messages section 
to mark who they want to send 
them to

Social

This subsection allows the user to connect with friends, 
form	teams	and	filter	through	tasks	that	have	been	saved	
to the team page. 

Profile

In	the	profile,	users	are	able	to	see	their	current	progress	
while keeping track of awards they acquired and note 
personal tendencies. The social subsection allows the user 
to connect with friends.

Profile
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Tasks ( lead page) 

Green tasks denotes simple litter tasks

Geomap Indication

Tasks utilizes a color system to denote the type of task. Because tasks can 
scale	in	difficulty	and	safety	requirements,	it	is	important	that	the	user	has	an	
immediate understanding of the task type from the outset.

The map will show the users location as a 
red blip and the highlighted task as a pointer. 
Tasks cannot be completed unless the two 
are close enough in vacinity. This mitigates 
completion fraud.

Yellow tasks denotes car debris tasks

Pink Task denotes furniture related tasks

Highlighted tasks are visibly darker.

Report 

With report, the user can report a nearby incident for others to see.  
The	document	has	the	user	fill	out	a	quick	form	denoting:	task	type,
safety concerns, geolocation, an anotated image, and additional 
information.

For geolocation users can choose to set the location to current 
location or to manually type in the address.

Saved

Users can save tasks to complete later and view it in this subsection. 
If a mission has been completed already by another user, the task will 
be removed from this section.

Tasks Section
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First, the user can 
complete the task by 
swiping the task to the 
left and pressing 
‘complete’

The user will be brought 
to the task completion 
screen where they can 
see an image of the 
mess and get safety 
guidelines for the task

The user can plant a 
seed and take photos 
of the work completed. 
The user gets more gold 
based on more 
verification	methods	
used. 

The user is awarded 
points and gold based 
on the mission. 

To further verify the cleanup, 
the user is not able to plant 
a seed unless that user is at 
the location.

Tasks Completion
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Setup

This section allows the user 
to see the stats of each plant 
that has been planted

Territory

This section shows the area 
of control, with the user be-
ing	able	to	highlight	a	specific	
plants	influence

Inventory

This section allows the user to check 
the inventory the recieved from the 
store as well as water their plants and 
equip their plants with fertilizers.

Grow

Using the points the player acquired from tasks, the player can 
purchase plants to plant onto future tasks. Each planted vegetation 
yields points based on its type, stats and equiped articles.

Each plant has unique propeties and stats giving the user light 
strategy	to	consider	when	planting.	Each	plant	has	five	stats	that	are	
as the following:

Power:		 The	likelihood	of	the	plant	dominating	a	field	granting		
  more points for that area.

Range:  How big of a radius it will cover

Life:   How long the plant will yield max point value without  
  being watered

Energy:  How many points are granted per foot.

Perks:   How strong that plant’s passive is considered

fertilizers can be equipped to 
a plant to increase a stat or 
strengthen its passive ability 

Grow Section
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To keep people interested, Gaia’s Field will utilze various 
events to keep users interested. The use of a geocache 
and ARG will be considered to add to the intrigue of the 
application

Marketing

One of the pain points that I found for Abdellah lay in the 
fundamental stage of discovery.  To resolve this,  Gaia’s 
Field	would	need	to	be	promoted	to	gain	visual	fidelity.	
This would be resolved through adertisements in publish-
ing, posters and  partnerships through various social media 
programs such as Facebook and Twitter

Due to time constraints, there was various elements I was not able to give full 
attention to in terms of design actualization

Products

A production line of goods would be available through the 
website to sell various branded gear to assist with cleanup. 
Also prints, shirts, water bottles, mugs would be available 
as well. Plushies of some of the plants, borrowing the water 
color art style would also be considered. To maintain the 
intergity of the brand, Products cannot be purchased from 
the app.

Scalability

The creation of Felix Earth was for the offset desire to 
seek growth. This requires its own branding, marketing and 
theoretical future. To ensure the quality of this project, I 
decided to place my focus solely on the product itself.

Crisis Planning

I didn’t feel that creating a brand around CoVid would age 
necessarily well, so I didn’t consider it during the creation 
of Gaia’s Field. However I believe it negligent to not 
consider the effects of emmergent issues on the brand 
as they have real effects and consequence. To do sowould 
require its own set of marketing and branding. that I was 
unable to get to.

Hidden Fields

Hidden	Fields	has	the	user	find	clues	by	completing
tasks in the local area. Each clue works in tandem 
to point to a hidden geo cache in the local area. This 
event would limited to participating regions 

Additional Events

additional events could see the use of various other 
features of Gaia’s Field, the focus of particular features 
or the cross play between various other Felix Earth 
properties or other partner products. 

Conclusion

Future Planning

48 49





52


