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British Heart Foundation

By John Stones

‘The really exciting thing is that we are helping
someone at a very traumatic part of their life," says
Louise Kyme, design manager for the British Heart
Foundation. What's more, the charity is using
design to get the message over in innovative and
interesting ways.

While it is, of course, a staple of British society
now, the sheer size of the charity may come as
something of a surprise. It is responsible for about 500
design commissions a year, Kyme claims, and at any
point in time she will have around 30 jobs on the go.

Some 300 people are ensconced across two
floors in the Art Deco splendour of the charity's
Mornington Crescent head office, Greater London
House - ironically, originally built as a cigarette
factory. Of those 300, some 25 are design
commissioners who will approach Kyme for advice
about who could create materials for them, which
could be anything from advice following diagnosis
of heart disease to guidance for doctors through to
psychological support for the bereaved. Every year,
the charity distributes around seven million
publications to heart patients, healthcare
professionals, researchers, MPs and the general

How to buld a
successful campaign

public, and most are available for free.

At one end of the offices there's a bank of
nurses taking calls from the public, providing
advice, information and reassurance. The printed
materials are the BHF's design equivalent,
requiring a similarly careful blend of
approachability and authoritativeness.

‘The brand is out there trying to get attention as
much as anyone else, but it avoids using a corporate
tone. We also do things with an even tighter budget,
so we get really good value for money,’ says Kyme,
Like all big brands, it has a strong slogan - in this
case summed up by the triad of ‘vital, pioneering and
caring’. The brand is very warm and very people-
oriented, which is why we use a lot of photography,’
says Kyme, adding that the same pioneering attitude
to medical research should also apply, inan
appropriate fashion, to its design output.

To achieve these high standards and enablean
effective oversight of the brand, Kyme invited
independent consultant Jan Casey - who worked on
the Land Securities roster that Kyme had admired -
to come and work similar roster-magic for the BHF.

‘| prefer to call it “a collective of design groups™
- the word “roster” tends to mean something
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toolkit, created by
Hat-Trick Design

3 World Experiences
leaflet, designed by
B&W Studio

4 Questionnaire for the
Artie Beat programme,
designed by Marc &
Anna and here filled out
by a nine-year-old child




different to everyone,’ says Casey. As part of the
new set-up, Hat-Trick Design — which had already
worked successfully with BHF having been
approached after winning a Design Week Award -
was made the lead agency and was joined by B&W
Studio, NE Studio. Marc & Anna, Magp:e Studio.
Neon Creative, Wheatcroft & Co, Academy Design
and Partners SMR.

‘They all meet every two months, shaning what
1s going on from the perspective of the marketing
strategy.’ explains Casey. 'What's important is the
groups are not commisstoned in isolation.’ Casey
also says she was impressed by the culture within
the chanty. ‘It's as professional as any FTSE 100
company, the team 1s passionate about what they
doand really up forit.*

It's aview also endorsed by Jim Sutherland at
Hat-Trick. ‘They are a really nice bunch of people, all
quite busy and juggling different jobs,” he says. ‘They
are very enthusiastic about pushing forwards and
not just setthing on what's been done. They want to
keep ahead of the game, even though it would have
been guite easy just to carry on doing what they've
beendoing, as some of the work was pretty good.'
Kyme herself joined the charity more than six years

ago while studying part time for an MAin
lllustration at Kingston University. ‘For my final
project | shadowed a heart nurse, drawing the
encounters with people in their homes. It really
brought home to me what the charity does,' she
says. Now her father’s heart disease also informs
ner work. ‘| often ask him what he would think
about a certain idea,’ she says.

Somewhat coyly, Kyme also lets slip that she
sings, plays the guitar and accordion and s part of
a family band that has recorded and toured
internationally, but prefers not to disclose the
band's name.

When she finished her MA, Kymea was offered
the role of design manager and cheerfully
accepted. Now she only draws in her spare time
and laughs off the suggestion of commissioning
herself, She remains, however, a staunch believer
in the power of illustration. ‘It's a useful resource;
illustration allows you to say things you ctherwise
couldn’t," she says.

The 2010 Annual Review, designed by NB
Studio, is typical in its informal blend of illustration
and photography (by Frances Castle and John
Angerson respectively). Its clever designis also
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retlected in Its diminutive size, which makes it
cheaper to produce and send out while also
allowing it to be easily placed next to the tills in
high street shops.

One of the advantages the BHF has over
corporate brands, with which it must compete for
attention, is that it is allowed into schools. So, far
instance, when it came to updating Artie Beat - its
children’s club mascot - consultancy Marc & Anna
was able to get often very touching feedback onits
four proposed designs from questionnaires given
out to school children,

‘We're lucky that consultancies such as NB
Studio, Marc & Anng and Hat-Trick want to work with
us.’ says Kyme. ‘It's probably not the most profitable
work for them, butit’s rewardingin other ways,'

Next year the chanty celebrates its 80th
anniversary with various projects currently being
planned. most of which are stll under wraps.
There are plans for a new website and Hat-Trick is
producing a bock that traces the charity's progress
in fighting heart disease.

All plans will no doubt be carried out to the
same high standards as its current work.
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Heart Health Materials for British Heart
Foundation
Hat-Trick Design
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Lest We Forget stamp sets and mailers
for Royal Mail
Hat-Trick Design

arigin

ly briefed Hat-Tick Design to
ate a one-off stamp to commemorate the Battle
1@ in 1916, along with a presentation
pack. The iconic poppy stamp was developed into a
campaign over three years, with two more poppy
and packs cree

ted to honour those who
ve their lives in World War |. The campaign proved

lar that the stamps were reissued as a set
on completit ampaign. Each
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This is a stunning, exquisite and big idea

_One Thing Leads to Another, Everything is
Connected for Art on the Underground
_Rose
Art on the Underground asked Re
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Underground map.
Judges’ comments
This is great and brave commissioning
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