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SUSTAINABILITY 
[/se,steine’iliti/]  ●  noun

Avoidance of 

the depletion of 

natural resources in 

order to maintain an 

ecological balance.

Oxford dictionary

ART 
[/a:rt/]  ●  noun

The expression or 

application of human 

creative skill and 

imagination, typically 

in a visual form such as 

painting or sculpture, 

producing works to be 

appreciated primarily 

for their beauty or 

emotional power.

Oxford dictionary
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04Introduction and overview

The Art of Sustainability will be an exhibition that utilises 
Augmented Reality (AR) to inform consumers of brands’ 
sustainability practices with an engaging learning 
experience. The project will achieve this by overlaying 
the gathered information onto physical product designs. 
To narrow this project‘s scope, it will focus on the supply 
chain impacts of the five most prominent food companies 
in 2022: Nestle, PepsiCo, Coca-Cola, ABInBev and 
Mondelez (Sorvino, 2022).

Although it presents some limitations, scholars have 
highlighted AR as an effective tool for creating engaging 
learning experiences and promoting sustainability 
(Giasiranis and Sofos, 2017). While mitigating its limitations, 
this project will use AR to effectively impact consumers’ 
knowledge of the selected brands’ sustainability efforts. 
Moreover, it aims to inform consumers of this information 
with insightful and specific examples, focusing on the 
real-world implications of corporate actions. This adds a 
more nuanced approach to current organisations’ trend 
of condensing multiple complex sustainability factors into 
abstract scores (Sarfaty, 2011).

Introduction and 
overview

04Introduction and Overview



05CRITICAL CONTEXTUALISATION

Organisations assess the sustainability 
efforts of brands through a combination 
of metrics evaluating environmental 
impact, social responsibility, and 
economic practices within a company’s 
operations and supply chain (Cho 
and Taylor, 2019) and (Parguel et 
al., 2011) . The measured effects 
can range from land and farmer 
responsibilities to climate and water 
impacts (Oxfam, 2016) . Scholars 
highlight the importance of these 
organisations, arguing that labels 
with rating scales can effectively 
influence attitudes towards a brand. 
Further, Parguel et al. explain that 
independent sustainability ratings 
can help deter greenwashing and 
encourage responsible sustainability 
measures (2011).

On the other hand, mult iple 
factors adding to the complexity of 
companies’ sustainability reports 
result in a general perception that 
they lack credibility (Xiao and Shailer, 
2021, p.15) . Dauvergne and Lister 
highlight that in the absence of well-
developed environmental standards, 
multinationals race to become 
“sustainability champions” (2018, 
p.1). Moreover, with the recent trend of 
oversimplifying corporate sustainability 
into simple numbers, companies might 
achieve compliance only superficially 
(Sarfaty, 2011) . They may leverage 

these simplified assessments for 
competitive advantage, using the non-
standardised nature of reporting tools 
to greenwash their consumers further. 
Helfaya and Whittington explain that 
the selection of one quality measure 
over another, for example, could lead 
to significantly different company 
rankings (2019).

As companies increasingly greenwash 
their consumers, the need for 
independent ratings becomes more 
evident. However, these simplified 
measurements have their limitations. 
This project aims to add to the efforts 
of organisations informing consumers 
by using more nuanced parameters. 
It will provide direct examples of how 
companies affect communities rather 
than relying solely on how their actions 
and commitments affect sustainability 
scorecards.

Greenwashing is the deceptive 
use of environmental language 
and imagery to create a false 
impression of a company’s 
environmental responsibility 
(Devauld and Green, 2010).

Assessing 
sustainability
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Scholars highlight that AR’s basis on 
real-life elements shows great potential 
for enhancing learning experiences. 
Based on pedagogical evaluation, 
combining 3D visualisation and real 
object manipulation leads to a more 
accurate understanding of information 
and better concentration during 
learning. Giasiranis 
and Sofos argue that 
students who used the 
technology showed 
better retention of 
information for longer 
periods of time. They 
attribute this to the 
added enjoyment 
of learning with AR 
(Giasiranis and Sofos, 
2017).

Dunleavy and Dede agree that AR 
holds great promise in enhancing 
student learning. However, they 
also point out its limitations in the 
classroom, including the technical 
support required by some teachers 
and its cost barriers for many schools 
(Dunleavy and Dede, 2013).

Moreover, the ef fectiveness of 
informing users with AR goes beyond 
the classroom. For example, its use 
has been proven effective in increasing 
consumers’ likelihood of choosing 
sustainable products directly in 
stores. The influence of superimposing 
information about the products onto 
real products or shelves proved  to 
be more effective than other digital 
information sources, such as QR 

codes or the web (Joerß et al., 2021).

Joerßm et al., however, also highlight 
its limitations. They explain that while 
AR can effectively promote sustainable 
purchases, this is not as effective 
for those who see digitalisation as a 
conflicting interest in sustainability. He 

exemplifies this with 
the energy needed 
to communicate the 
AR information in real 
time (Joerß et al., 
2021). Similarly, Nazri 
and Rambli point out 
that although most 
modern smartphones 
can run AR functions, 
processing power, 
memory and storage 
requirements l imit 

the technology from reaching mass 
audiences (2014). 

This project will consider and mitigate 
the limitations of AR to make use of 
its potential for an enganging and 
effective learning experience. The AR 
software will run on a single computer, 
and users will be able to interact with 
it through a big screen, ensuring 
efficient energy use and avoiding the 
requirement of specific mobile phone 
specifications.

Why AR?
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Aim: Exhibit an AR learning experience 
that informs consumers of brands’ 
environmental impacts and their direct 
real-world effects on communities and 
individuals.

Objectives:

1. Conduct research to create a 
report on how each of the chosen 
brands is specifically impacting 
communities or individuals with 
direct reference to real-world 
examples.

2. Informed by the research report, 
design and animate at least five 
3D product overlays (one for 
each of the chosen corporations) 
that inform the relevant brands’ 
environmental impacts and 
illustrate their direct effect on 
communities or individuals. 

3. Test and evaluate the technical 
features and outcomes of the 
project with a group of users and 
improve the technical robustness 
and effectiveness of the learning 
experience accordingly.

4. Develop the AR learning experience 
using the completed product 
overlays, ensuring good usability 
and effectiveness with thorough 
development testing.
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Strengths:
•	 Encouragement of dialogue
•	 Thorough and fair research
•	 Publicly available sources

Weaknesses:
•	 Lacking references
•	 Outdated information
•	 Scores are oversimplified

Oxfam: Behind the brands

Oxfam’s Behind the Brand website 
aims to hold the biggest food-
supplying brands accountable. Its 
website provides information gathered 
on what happens in the supply chains 
of the food companies with the most 
significant revenues. They assess 
these companies solely with publicly 
available reports, creating a scorecard 
that equally weighs different themes 
and indicators.

The campaign’s standardised indicators 
ensure a fair assessment across 
all brands. However, its reliance on 
scorecards is oversimplified. Further, 
although its use of publicly available 
data ensures that all information can 
be reviewed, it fails to reference any 
sources when justifying the scores. 
Additionally, despite their commitment 
to updating their website regularly, it 
hasn’t been updated since 2016.

Oxfam also encourages engagement 
and public discourse by providing 
sharable information when you access 
a score. Users can choose between 
sharing this on social media or 
downloading posters.

Taking note of Oxfam’s encouragement 
of dialogue, The Art of Sustainability 
will provide ways for participants 
to share the information they’ve 
learned to social media. To ensure 
better transparency, participants will 
have access to the report with all 
the research used for the project. 
Moreover, it will use AR to make the 
experience more engaging and will 
not rely on scores to demonstrate a 
company’s effect. Instead, it will also 
provide more nuanced and direct 
consequences for their efforts.

https://www.behindthebrands.org/
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Strengths:
•	 Engaging learning experience
•	 Well-integrated to real-life elements
•	 Promotion of transparency and 

sustainability

Weaknesses:
•	 Potential biased reporting
•	 Possible hardware limitations

Chiquita: Behind the Blue Sticker

Chiquita’s project aims to take users 
on a banana journey with an engaging 
AR learning experience to inform them 
of the company’s sustainability efforts. 
Their product is well-integrated into 
the experience as the banana’s real 
sticker becomes a portal to the virtual 
environment.

Moreover, the project’s usability is 
increased by running directly on 
the Shazam app, which has become 
widely integrated into modern devices. 
However, due to the complex nature of 
AR software and the lack of a video 
alternative, some consumers may not 
have the hardware capable of running 
the experience.

Since the project’s research was 
entirely based on Chiquita’s reporting, 
it imposes a potential for bias in what 
they choose to report. The company has 

been sued for allegedly contaminating 
drinking water in Guatemala with 
fertilisers and fungicides (Shemkus, 
2014). However, their project’s report 
fails to mention any impact of how their 
plantations affect the water supply. 
Instead, they focus on how they use 
methods for minimising water waste.

To ensure a well-integrated AR 
experience, the Art of Sustainability 
will also consider ways to implement 
product packaging into the AR 
design. Additionally, it will not require 
users to use their mobile phones to 
avoid hardware accessibility issues. 
Finally, to avoid biases and ensure 
a comprehensive representation of 
sustainability practices, the research 
will consider multiple sources and 
viewpoints in its report.

https://www.chiquita.com/blog/immersion-experience/
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Adidas: For the ocean

Adidas’ project allows users to see 
a blue whale superimposed in the 
middle of a flagship store using AR. 
By doing this, users get a first-hand 
glimpse of the impact and effects of 
plastic consumption on the planet. 
Plastic particles surround the AR 
whale and then are transformed into 
the shoes that Adidas manufactures 
using recycled materials.

In parallel to Chiquita’s project, the 
brand’s own presentation of its efforts 
could lead to biased information. 
Further, though it provides a more 
personalised experience, running the 
project on users’ phones introduces 
possible issues with their technical 
limitations.

This experience effectively gives 
consumers a more nuanced and direct 
look at how the company’s efforts 
impact the planet. However, what it 
gains in tangible understanding of 
their efforts, it lacks in information 
specificity. The project fails to show 
users how much plastic Adidas has 
helped remove from the oceans.

Showing the plastic in the ocean 
and its removal is a perfect example 
of how the Art of Sustainability aims 
to demonstrate the direct impacts 
of brands’ sustainability efforts. 
However, to ensure the project does 
not lack specificity, it will also provide 
quantifiable and supported evidence 
of these impacts.

Strengths:
•	 Personalised experience
•	 Tangible demonstration of 

sustainability efforts

Weaknesses:
•	 Potential biased information
•	 Lack of specificity
•	 Possible hardware limitations

https://eyecandylab.com/re-imagining-storytelling-in-retail/
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Ethical Review

To ensure this project is conducted ethically:

•	 An ethical review form was filled out (see Appendix A).

•	 The questionnaires used to collect data will be carefully designed following 
the University of Leeds’ ethical guidelines and reviewed by the project 
supervisor.

•	 Participants in user testing and exhibition evaluation will be asked to complete 
consent and contributor release forms (Appendices B and C)

•	 All data collected will be handled responsibly. It will be anonymised and 
solely used to enhance and evaluate the project.

ethical and health and 
safety review

Health and 
Safety Review

To ensure the safety of all participants 
at the exhibition, health and safety and 
risk assessment documentation will 
be completed for the chosen room. 
Additionally, only a limited number of 
people will be allowed to enter the 
exhibition at a time, wires and tripping 
hazards in the room will be cleared or 
highlighted, and no food or drink will 
be allowed.

11ETHICAL AND H&S REVIEW
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Risk analysis
Internal risks

Risk Impact Problem Solution

Inadequate 
Project 

Management
High

Failing to complete 
the project before 

the scheduled 
user-testing or 
exhibition day.

Strictly adhere to the project 
timelines as outlined on the 
Gantt chart. Consistently 
update the project schedules 
to accommodate for any 
potential delays and prioritise 
tasks accordingly.

Insufficient Skill Moderate
Lacking the skills 
to complete the 

project as outlined.

Allocate sufficient time 
for skill learning in critical 
areas, such as AR and 3D 
animation. Leaving enough 
time to adapt the project 
outlook if necessary.

Lack of 
Comprehensive 

Research
High

Final project not 
fully encompassing 
the sustainability 

efforts of the 
chosen brands.

Allocate enough time to 
conduct thorough primary 
and secondary research and, 
if possible, work with experts 
to gain support in the matter.
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Risk analysis
External risks

Risk Impact Problem Solution

Theft or Damage 
to Technology

Low

Damage or theft 
of equipment 

resulting in work 
disruption.

Regularly back up work 
to external cloud storage 
and implement precautions 
to secure technology and 
minimise theft or damage 
risks.

Inability to 
get in touch 
with experts 

in the realm of 
sustainability 

research

Low
Lack of response 

or interest from the 
experts contacted.

Make sure to contact experts 
ranging from least likely 
(Rainforest Alliance) to more 
likely (University of Leeds 
Sustainability Research 
Institute). Meanwhile, ensure 
that the full research report 
can be done without the help 
of any experts at all.

Personal 
Emergency or 

Injury
Moderate

Inability to work 
due to personal 
injury or family 

emergency.

Ensure planned deadlines are 
somewhat flexible, allowing 
for small buffer times. Stay 
in contact with supervisors 

to inform them of issues with 
longer-term consequences.
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Risk analysis
Technical risks

Risk Impact Problem Solution

Exhibition 
Accessibility 

Issues
High

The project may 
not be accessible 

to all students 
(e.g., blind, or 

deaf).

Ensure the room is 
accessible by all students.
Also ensure to accommodate 
the accessibility needs of all 
users in development (audio-
only option and captions).

Hardware 
Malfunction

Moderate
Potential failure of 
hardware during 
the exhibition.

Bring back-up hardware to 
the exhibition in case the 
computer malfunctions. 
Conduct thorough 
functionality tests, including 
user-testing to avoid bugs.

Augmented 
Reality Software 

malfunction
High

Technical 
failure of the 

software’s product 
recognition 

tool, leading to 
a mismatched 

animation playing 
on the wrong 

product.

Ensure that all animations 
start by introducing the 
relevant brand. This will 
ensure if the wrong animation 
plays, a company’s impact 
won’t be wrongfully attributed 
to a different one.
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THE Logo
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Cubano Regular

Cubano Italic

Nimbus Sans Regular

Nimbus Sans Bold

fonTS

Colour PALETte

A B C D E F G H I J K L M
N O P Q R S T U V W X Y Z

A B C D E F G H I J K L M
N O P Q R S T U V W X Y Z

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm
Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm
Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz

Nature Blue represents the environment. 
Digital Purple represents technology. 
The Merging Gradient signifies the 
combination of both, illustrating the use 
of technology to aid in sustainability 

efforts and AR’s capability to blend 
digital elements into the real world. 
Background Purple offers a higher 
contrast option to Digital Purple.
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exhibition conceptualisation

The blueprint above visualises how the exhibition will play out:

1.	All the products will be placed on the table.

2.	The AR visualisations will take place on the screen.

3.	The camera will find trigger images (each product’s design) to overlay 
relevant animations on the products.

4.	The computer will receive the camera’s input, process the information, 
add the AR overlay, and output the result on the screen.

5.	Users will hold a selected product up to the screen and learn from the 
information presented.

1.

2.

3.

4.5.

17Design and conceptual work
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I will deploy posters throughout 
the University to market the 
exhibition to students. With 
bold yet intriguing text, these 
posters aim to spark attention 
and lead the user to the call to 
action: visiting the exhibition at 
the indicated location. Please 
note that the room currently 
on the poster is just a visual 
placeholder.

Sufficient acknowledgement is 
included at the bottom of the 
poster to ensure that the usage 
of the logos is protected under 
the fair-dealing policies of 
criticism, review and education 
(GOV.UK, 2014).

exhibition’s
Marketing

Design and conceptual work

Poster 1: Coke, Coca-Cola

Poster 2: Pepsi, PepsiCo
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Poster 3: Cadburys, Mondelez

Poster 4: Ben & Jerry’s, Unilever
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Full-size Poster example

Poster 5: KitKat, Nestle



21gantt chart

gantt chart

GANTT chart created with teamgantt at https://prod.teamgantt.com/
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cost breakdown
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Training Plan
The initial phase of this project 
will consist of an intensive 
training plan using Unity 
Learn. First, I will complete 
introduction, intermediate and 
advanced AR lessons. Second, 
I will test my acquired skills by 
experimenting with different 
ways of achieving the desired 
result. Then, I will start working 
on the project itself. I also plan 
to enhance my 3D animation 
skills with advanced courses 
on LinkedIn Learning.

Further, as I am not a 
sustainability expert, I will use 
my research skills to ensure 
specific, accurate and reliable 
information is gathered. 
Additionally, I have reached 
out to several sustainability 
research experts. Liaising with 
them further ensures that my 
research methods are optimal. 
However, their collaboration 
will not be relied on, as this 
would be an added risk to 
the success of the project’s 
completion.

skills and 
experience
University
Through my Digital Media course, I’ve 
gained some of the essential skills and 
experience needed for this project. The 
Design for Digital Media module taught 
me crucial design tools and principles. 
Interface Design and Programming 
for Digital media enhanced my user 
experience and user-testing skills, 
allowing me to strive for the technical 
robustness of the project. Further, 
I have extensively practised and 
learned research skills and methods 
over my years at the University, which 
will be fundamental to creating my 
sustainability research report.

Work Experience
Working as a developer in an 
e-learning company over my placement 
year furthered my coding skills 
and introduced me to 3D graphics 
animations and VR (with Unity) . Most 
importantly, being a lead developer 
in several projects equipped me with 
the skills to create highly engaging 
and compelling learning experiences. 
These skills will be valuable for creating 
an enjoyable learning experience for 
the exhibition.
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