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During a class discussion, in November 2017, was when I first told 

Jane Rendell about a pack of sticky notes that were not sticky, and 

that I wanted to do something involving advertising and she directed 

me to look into the marketing of housing. Looking at the works of 

Alberto Duman and Max Colson, I was inspired by the use of humor 

and always wanted my project to take this route; but was unsure as to 

how. I tried deconstruction, concealing, revealing, but never truly 

reached full satisfaction until the first test audio tour. Before David 

Roberts became my tutor in the summer of 2018, the project was 

only an audio file. He then directed me to thinking about guided walk 

books, setting up a website and using layering as a technique 

throughout my project. 

Thank you David, for encouraging and guiding me through the 

project, when I was unsure myself as to where it was going. Thank 

you for all the tutorials, additional tutorials, reviews and feedback that 

you made time for, inspite of your schedule. I am sure the project 

would have never been complete without your guidance. 

Thank you Jane for inspiring me to do the project, for suggesting the 

title, ’Live the Life You Have Always Imagined’, and for making time 

to discuss the books, the billboard, the video and the audio in all the 

detail that I needed. Thank you James, for suggesting that I study the 

Art of Manipulation in marketing, this was a turning point in the 

project and gave me the clarity and all the layers that I developed 

throughout. Thank you for all the input and always suggesting that 

the project had to be out in public for it to be successful. I would 

have never thought of the billboard otherwise. Thank you Henrietta 

for teaching me how to conceptualize videos, shoot, document and 

work with Premiere Pro. Thank you for all the input and references. 

Thank you Anastasia for spending a month with me when I was still 

trying to figure out my project. Thank you for encouraging me to 

place my subvertisements, inspite of getting scared that we might get 

deported.
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I then scripted the audio tours 21in London 22and in Hyderabad, 
23speech corrected and recorded them. 24and thought of ways to 

make the audio tour accessible to people on site 25and to people off 

site.

26To further bring out the contrast in between the audio tour and the 

present, I decided on walk books.
27After finding walking routes in London 28and in Hyderabad, 29I 

started writing and composing the text 30and was back on 

PowerPoint to make them. 31PowerPoint file was too complex to be 

flattened 32and all the pages had to be converted into JPEGs.  

33Thinking of a way to draw attention to the project in addition to the 

QR code stickers, 34I started looking for billboards that were 

affordable and along the bus route. 35Finalizing a billboard, 36I 

created a design before the deadline with David and Jane. 37The 

billboard was then approved, printed and 38installed on the 7th of 

December,2018

I studied 1the marketing 2of the built environment, 3through 

deconstructing computer-generated images of the Aylesbury Estate, 
4and relating them to the present. 5

Areas of maximum development in London 6and in Hyderabad were 

then mapped. 

I tried 7to understand the The Art of Manipulation in Marketing 
8through a mise en scene box, and then 9thought of ways to address 

it through viewing boxes, 10placing subvertisements 11and finally, 

audio tours. 12

Deciding on audio tours, 13I selected the best route to access most 

number of sites and people in London 14and in Hyderabad. 15The 

routes were then timed in London 16and in Hyderabad. 17

After collecting data and brochures, 18I decided to depict these as 

pictures, using PowerPoint as a quick tool. 19After which I changed 

the title of the project. 20

living the life they have always imagined



I studied



1the marketing 

The sticky notes which were never sticky. 

2017, 25 November



Everything we know, we know in two ways, either by first-

hand experience, somatically or symbolically through an 

indirect medium or channel. Most of what we know is a 

result of the latter. Before mass media, people were the 

primary conduit of information. Since this passage was 

directly linked to the transportation of people, 

transmission of information from one place to another was 

slow and content was lost or altered. Mass media has a 

wide outreach and information can be communicated to a 

large number of people over different locations 

simultaneously. Critical media studies [1] deal with the 

social and cultural consequences of that capability. 

While discussions on the repercussions of being 

misled by print and social media are common, marketing 

is regarded as something momentary – with no particularly 

evident physical or social consequences. This association 

between what we believe is temporary (advertisement) 

and the product, best manifests itself when it comes to the 

built environment. With cities all over the world 

developing and with the increasing competition for space, 

developers and town planners have been put in a spot to 

produce more and association between what we believe is 

temporary (advertisement) and the product, best manifests 

itself when it comes to the built environment. With cities 

all over the world developing and with the increasing 

competition for space, 

developers and town planners have been put in a spot to 

produce more and rapidly. To get ahead of competitors in 

the field and in attempts to meet the exact demands of the 

people, has the space in between been compromised? 

The success of many developers is determined by their 

ability to present a proposition to the public that is both 

relevant and timely. 

In generating spatial realities, elements used may not be 

indigenous, or representative of the area, but more those 

that people would want to see. These elements when seen 

in isolation, are open books to underlying marketing 

strategies.

2of the built environment,

2017, 10 December



The denotations and connotations of the marketing 

campaign of the Aylesbury estate were examined upon 

deconstructing a single image into its minute elements.

To develop an understanding of what to deconstruct, an 

understanding of Media Studies became relevant. To 

develop an understanding of how to interpret what is left 

upon deconstruction, an understanding of Critical Media 

Studies became relevant. While there are set paradigms for 

critically analyzing general forms of media, it became 

necessary to devise similar standards in relation to the 

marketing of architecture to develop a Critical Media 

Architecture practice. Critical media architecture practice 

deals with deconstruction of marketing campaigns at the 

outset, analyzing them within their own context, analyzing

them in context to the site and ultimately producing a 

product that is reflective of the analysis. In the field of 

architecture, significant research has been done in terms of 

how to present and in the field of marketing, in terms of 

how to sell, lacking specificity to architecture. Tom Porter 

in the first part of his book, “Selling Architectural Ideas” [2] 

focuses on the position of certain elements in an 

Architectural 3D drawing and its effect on the perception 

of the image as a whole. A definite set of design principles 

that the book notes as tools  were used as strategies for 

breaking down the image, in this context. 

3through deconstructing computer-
generated images of the Aylesbury Estate,

2017, 22 December



After the deconstruction, relating the Aylesbury estate 

computer generated images to the present, to bring out 

the stark contrast became important. 

The archives of the development were dominated by news 

articles about crimes in the neighbourhood. A few articles 

however, had interviews with people who actually lived in 

the estate, describing their daily lives in much detail. These 

were collected and included in a book during the Site 

Writing module in order to give them the importance they 

deserved.

Almost all the blocks of the Aylesbury estate are named 

after places in Buckinghamshire. The book was 

conceptually laid out describing the blocks as on site, with 

each part revealing more about the estate. The collected 

articles were then placed in relation to the block where the 

person lived. This was to counteract the lack of information 

that the Council and Developers website had about the 

estate. [3] 

This book was the first time the real and the generated 

environments were compared, and hence set out a model 

for the rest of the project.

4and relating them to the present. 

2018, 25 April



5Areas of maximum 

development in London 

2018, 23 June



6and in Hyderabad were 

then mapped.

2018, 24 June



In order to understand the space in between various 

elements of marketing (such as billboards, marketing 

suites, etc.) and the psychology of a person, on James’ 

suggestion, I decided to study the Art of Manipulation in 

marketing.

Douglas Van Praet in his 2012 behavioral economics and 

neuromarketing book ‘Unconscious Branding’[4], outlines a 

seven step plan for creating behavior change.

1. Interrupt the pattern: Interrupting the pattern involves 

doing something unexpected to grab attention and 

works on research based on pattern recognition of 

the target audience.

2. Create comfort: After interrupting the pattern, 

comfort is created either through familiarity or 

repetition of elements within the environment. 

3. Lead the imagination: This involves getting the 

audience to imagine the benefits of doing something 

differently. This is mostly accomplished through 

marketing slogans and catch phrases.

4. Shift the feeling: Emotions influence thoughts more 

than thoughts influence emotions. To bring about a 

change in thought, a change in feeling becomes 

necessary.

5. Satisfy the critical mind: To avoid rejecting an idea, 

that does not make sense based on experience the

7I tried to understand the The Art of 
Manipulation in Marketing 

mind then has to be satisfied that this is valid.

6. Change the associations: Memory works by 

association. To change perceptions, associations have 

to be changed. 

7. Take action.

On close examination, it is seen that these seven steps 

work in between ’thought’, ‘memory’ and ‘emotion’. What 

starts as a thought, triggers a memory or an emotion, 

bringing about desired change.

2018, 1 June



8through a mise en scene box, 

To understand the seven stages of manipulation better, a

mise en scene box was created. 

The box had a single billboard image deconstructed into 

its various elements. A string representing the seven stages 

connected each element to thoughts, emotions and 

memories as triggered by it. The box also served as an 

understanding of the space in between a viewer and the 

billboard.

2018, 3 June



Viewing boxes were conceptualized to ’censor’ all the 

marketing and to see the city through a different 

perspective. The box was to be made of wood and have 

screens to obscure whatever is being marketed. 

Almost every development site has an ’advertising tunnel’ 

– where pedestrians are taken off the public footpath and 

sent through the development – usually with combinations 

of completed structures and hoardings on one or both 

sides. These are zones of maximum advertising. 

The first version of the viewing box was to be situated in 

one such tunnel in the Elephant Park housing project in 

Elephant and Castle– where the footpath at an intersection 

has been closed for over three months now – sending 

people through a constructed part of the development. 

While the viewing boxes were successful in blocking out 

undesired billboard content, they fell inadequate, firstly, in 

terms of gathering an audience and secondly, in making 

them understand what the intention of the box was. The 

third limiting factor of the installation was the number of 

people it could reach at a single time – as these were 

designed for a single viewer.

9and then thought of ways to address it 
through viewing boxes, 

2018, 25 June



11and finally, through audio tours. 

Through a tutorial, connecting all the pieces of my 

previous interventions, the idea of an audio tour was raised 

by Jane. 

After which, I tested various methods of audio tours - on 

foot, on a bus, with earphones and pretending to be a live 

guide. Deciding on a bus to do the first test tour, I decided 

on the route between Newington Causeway and Heygate

Street. (run by bus 136)

The script of the audio played a crucial part in determining 

the success of the tour. The content could either be serious 

and discuss the changes happening on site or it could be a 

satire, bringing out all the research in a humorous but 

effective way. I chose the latter. The script gave me the 

freedom to flip the names of developments, to exaggerate 

marketing content, to place inconsistencies together and 

to raise questions on the necessity of certain ”important” 

aspects of the campaign. In order to make this narrative 

less dominant, parts of it were broken down by introducing 

somehow relevant or irrelevant bits to hold the attention of 

the participants.

Since most promotional videos have automated 

voiceovers, I decided an automated voice would be ideal 

for the tour. After scripting the audio tour, it became 

necessary to time it according to the bus ride. The bus

2018, 5 July



route between Newington Causeway and Heygate Street 

ranged from 5-8 minutes, over 12 bus rides, averaging at 6 

minutes. 

On the day of the tour, participants were given earphones, 

the audio file and a brochure. The first tour was called the 

Breeze Magic tour through Park Elephant. 
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12Deciding on audio tours, 

The main motives of the project, were to understand and 

deconstruct marketing strategies and to make people 

aware of the way in which our cities are being shaped by a 

singular vision. Also, the intention was to deal with as 

much area as I possibly could research. Audio tours proved 

perfect for this purpose, in that, they gave me the freedom 

• to address the issues with marketing in general, 

• to question the less noticeable implications of 

campaigns

• to bring out lesser known facts about the development

• to display what was on the website more publically

• to compare and contrast this to other inconsistencies 

throughout the campaign

• to cover longer stretches of cities, in order to draw 

attention to differences in opinion among 

neighbouring developments,  their understanding of 

the site and their future visualizations of it.

Further, audio files are easy to share, download and 

circulate – making the tour accessible to people getting 

onto the bus or from anywhere else in the world – giving 

the project a wide outreach. 

2018, 5 July



13I selected the best route to access most 
number of sites and people in London 

The ideal bus route in London was to run from Nine Elms 

to Elephant and Castle connecting the following sites:

Nine Elms, 62 Wandsworth Rd, London SW8 2LF

Embassy gardens, 95-109 Wandsworth Rd

Keybridge, 80 S Lambeth Rd, Vauxhall, London SW8 1RG

Aykon One, 71 bondway, Parry Street, London SW8 1SF

Elephant Park, Elephant Rd, London SE17 1UB

Two routes, bus route 196 and bus route P5 run every 10 

minutes through these sites. The pros and cons of both 

were charted before deciding on bus route 196.

Route P5: Towards Elephant and Castle:

While this route connects two major sites at Nine Elms and 

Elephant and Castle, the sites at Vauxhall were not in the 

loop. One major advantage that this route had over bus 

route 196, was that it passed through the Walworth road in 

Elephant and Castle. The bus used for this route however, 

had no upper deck and one side had seats that have no 

view of the road. 

Route 196: Towards Elephant and Castle:

Route 196, passes through Vauxhall and almost every site 

along the Nine Elms to Elephant and Castle stretch, within 

13 – 18 minutes. Since it is a longer route and starts at 

West Norwood, it was decided more effective in gathering 

a larger audience.

Route P5

Route 196

Ideal Route

Bus Route

Route Selected

2018, 10 July



14and in Hyderabad.

Public transport in Hyderabad is limited and tends to get 

crowded. Most people use their own vehicle or hire taxis 

to get around the city. 

Route selection in this case was straightforward, as long as 

a map was provided along with the audio file.

The route starts from the service road exit towards 

Narsingi on the Outer Ring Road and runs along the 

following sites:

Vessella Meadows, Cyber Meadows, Kondapur 500084 

Bay Hills, Narsingi - Langar Houz Road, 500075 

Apila, Dall Mill, Gandipet, 500089

Vicinia, Narsingi, Hyderabad, 500075

Magic Breeze, Nekhnampur Rd, 500075

Route 196

Ideal Route

Bus Route

Route Selected

Route Selected2018, 5 August



15The routes were then timed in London

Timing was crucial to scripting the audio tour. After doing 

multiple trips with a timer, I realized timing with videos was 

the best way to ensure that the audio matches location as 

close as possible.

The London tour ranged from 12 minutes to 18 minutes. 

Over 13 trips, weekends and weekdays included the final 

average was 15:36 minutes.

2018, 13 August



16and in Hyderabad.

Since the Hyderabad tour was recorded over a drive in a 

car, the times recorded were even over 8 trips and 

averaged at 7:29 seconds.

2018, 7 August



18I decided to depict them as pictures, 
using PowerPoint as a quick tool.

All the data gathered from all these sources, was 

combined to form a series of images - one for each 

development.

Each vector in each image represents a found quote, an 

image, a text or a video from the promotional material. 

Since the initial motive was to test and see what forms 

when all the marketing of a development is combined, I 

resorted to using PowerPoint as a quick tool. This practice 

however continued throughout the project.

2018, 31 August























20I then scripted the audio tours,

The data collected, was then translated into scripts for the 

audio tour. The audio tours were first hand written, typed, 

corrected and then retyped.

The tone of the script was decided to be promotional. For 

this purpose, found material had to work in between 

exaggeration and promotion and promotion and 

contradiction. 

One drawback in working with exaggeration and 

contradiction was that there was a chance that the script 

would sound abusive. To balance this out, the names of 

developments were either flipped or changed into a 

repetitive phrase found in their marketing campaign.

However, most of the script, especially in the case of 

Hyderabad, was made of key phrases sourced directly 

from the campaign.

Following the seven rules in the Art of Manipulation, to 

prevent the narrative from becoming too dominant, it was 

broken down in certain places to make room for other 

related information.



21in London 

The London audio tour was first scripted on the 24th of 

August, 2018 and went through various edits before 

reaching the stage as seen in the following pages on the 

7th of November, 2018.

2018, 24 August









22and in Hyderabad, 

The script for the Hyderabad was first written only for the 

last development, that is Magic Breeze. After one test tour 

and finding more sites along the way, I decided to rewrite 

it - leaving very little time for people to experience this 

tour on my two week long visit to India.

2018, 8 August





23speech corrected and recorded them.

Since the script was to be recorded using an automated 

voice, it had to be speech corrected according to the 

pronunciation and speed of the voice.

I used naturalreaders.com and picked Graham. Speech 

correction for Graham involved inserting line breaks and 

full stops where a reader would normally breathe. 

Graham pronounces the names of most buildings wrong, 

but this was intentionally left uncorrected, to evoke a sense 

of him not knowing what he is talking about. 

The initial audio of the tours was recorded using an 

external voice recorder to avoid an unrealistically smooth 

voice with no disturbance. However, during tests on the 

bus in the later stages of the project, I began to realize that 

having a clear audio is crucial for understanding the script. 

The final audio files have been downloaded directly off the 

website.

2018, 23 September



24Thought of ways to make the audio tour 
accessible to people on site
with Jane and David, 

During the first test at Elephant and Castle, the audio files 

were Airdropped onto phones. This was possible only 

because I knew the people taking the tour, was physically 

present on site, had the audio file saved on my phone and 

the receiving phones were both iPhones.

The audio is key to the project and thinking of ways to 

make it accessible and noticeable, Jane advised that I try 

using QR codes as stickers, that would lead to a website.

QR codes when they gained popularity in 2013 could be 

scanned only by smartphones using an installed QR code 

application. However, newer phones have an inbuilt QR 

scanner that works through the camera. Stickers were 

designed on PowerPoint with a QR and a link to the 

website and are to be placed on every bus stop along 

route 196.

The website was set up to have both the tours, in 

Hyderabad and in London – in downloadable and in online 

format. The website also became a crucial link in spreading 

the audio tour to people who cannot or have not been on 

site.

2018, 24 October

are you 
living the life 

you have 
always 

imagined?



25and to people off-site

Working in between two places, I was discussing the 

London tour in Hyderabad and the Hyderabad tour in 

London. In both places people had no access to the site or 

the content of the audio, until the website was set up.

However, the website was initially conceptualized around 

the audio files and gave people no visual to picture the 

other site. 

A video recording of the route, overlaid with the audio was 

the first straightforward option. While this did serve its 

purpose, it was not successful in delivering the actual 

experience of being on site and made the audio seem out 

of place. 

During a tutorial with David, he suggested that I use the 

marketing images I had produced earlier on PowerPoint, 

layering each vector, in sync with the audio. 

Since all the images were on PowerPoint, I used a screen 

recording software and manually made each element 

appear using the selection pane. 

PowerPoint places each component vector on its own 

layer. Each image file therefore had a minimum of 100 

layers, with some close to 200. These layers had to be 

numbered individually to make them appear in sequence

according to the script.

Each development along the route had one file, 50MB in 

size and layering files over each other was too heavy for 

my computer or for PowerPoint to handle. I started 

recording each image individually, and after it was 

complete, saved it as a PDF. The PDF was then sent to the 

last layer of the next development’s PowerPoint file and 

the layers were made to overlap, while recording.

PowerPoint selectively displays a selection box for a few 

layers, at which points I had to stop recording, hide all the 

visible components and start recording from the 

beginning. The recording process took 16 hours for 5 files, 

which were then sequenced, sped up and slowed down on 

Premiere Pro.

2018, 3 November



Rearranging components 

for the video



Renaming and sequencing 

individual components using 

the Selection Pane



Setting screen size to 

begin recording



Making individual 

components appear 

according to the script



Re-deconstructing video into each 

component according to the audio 

and speeding up or slowing down 

portions



26To further bring out the contrast in 
between the audio tour and the present, I 
decided on walk books.

The audio tours happen in a bus or a car for 7 to 15 

minutes and discuss primarily the marketing of the area. 

While the content of the script has elements of it that 

compare the area at present to the future, because of the 

duration and nature of the tour, it does not give the 

audience time to dwell on it.

Initially, to bring out the contrast, I planned to have two 

audio files for each tour that could be played 

interchangeably as desired by the listener. However, if one 

were to take the tour only once, they would not listen to 

either track in its entirety.

During the test of the Park Elephant tour with Jane and 

David, after we got off at Balfour Street, walking back to 

the station, we walked through the newer developments 

and just the act of walking already felt different from when 

we were on the bus. 

This was when guided walk books were conceptualized to 

succeed the audio tour and were designed to work in the 

direction opposite to that of the audio tour. They lead the 

audience through the same sites while describing them at 

this very moment.

2018, 5 July

The purpose of the walk, it to relate to the audio tour and 

see how different everything already feels. The walk books 

also draw attention to how much our surroundings are 

changing each day and try to capture the present, while 

working in between the past and the future.

Our attention is guided and modified by what we read and 

this influences what we expect to see, creating an 

experience that is both familiar and strange. The books try 

to immerse the reader in a world where, when something 

that has happened, unexpectedly coincides with 

something that is happening, instills a sense of lost time 

being regained. 

For someone who cannot be on site, the walk books also 

instill a sense of the place, to compare to the utopia 

created by audio tour taken online.



27After finding walking routes in London

Since most of the walkable routes in London, were 

inaccessible according to Google maps, recording the walk 

proved difficult.

Initially I resorted to using a tracking app called 

Mapmywalk, which however would trace back to Google 

maps and alter my route accordingly. 

I finally started using sticky notes to write down directions 

and descriptions, which I then elaborated at the end of the 

day. 

Since I also many options for routes along the stretch, 

there were instances where I would walk into a lane and 

realize that the parallel lane would have been better and 

than make alterations to the route. The decision of the 

route, however, was to limit contact with the main road 

and see how the interiors are affected by these 

developments. 

2018, 3 September





28and in Hyderabad, 

2018, 5 August

Mapping the Hyderabad route was pretty straightforward 

as Alkapur Township is small. 

The walking guide goes around and through the site 

before it leads back to the main road in 29 minutes.





29I started writing and composing the text

The guided walk books were initially written with the 

directions, descriptions of places and my own personal 

thoughts in continuity, making them difficult to follow.

They were then broken down into three voices. 

The directions are addressed to the reader. The second 

voice, is written in first person as these are my descriptions 

of places and the third voice is written in third person and 

it is sourced information and a critical understanding of 

what is happening on site.

2018, 3 September



30and was back on PowerPoint to make the 
books.

Since all my content was on PowerPoint, I decided to make 

the walk books on PowerPoint as well. Grids were drawn 

using shapes and text boxes were adjusted within the 

grids.

While the audio tours build up an image, the pictures in 

the walk books break it down to reveal the site, towards 

the end.

2018, 10 November



31PowerPoint file was too complex to be 
flattened

Since each image had over 100 layers, inspite of the 

dimensions of the book being small, the end file size of the 

London walk book was 503MB and the Hyderabad walk 

book was 235.7MB. 

As a result it could not be flattened to print.

29/11/2018 Mail – p.satti.17@ucl.ac.uk

https://outlook.office.com/owa/?realm=live.ucl.ac.uk 1/1

RE: Pranati b7 books

Hello,
 
Thank you for waiting so long in store.
 
Unfortunately we cannot flatten your file due to an internal error.
 
Please can you try and locate the issue and send us the flattened pdf before 3.30pm today as we
would like to have bound your books.
This means we can send you the cover dimensions for you to work on over the weekend rather
than Monday morning.
 
Kind regards,
Eamon
 

92 Southwark Bridge Road
Southwark | London
SE1 0EX
+44 (0) 207 928 9738
www.document-centre.co.uk
 

 
www.urgentprinting.co.uk
 
 
From: Satti, Pranati <p.satti.17@ucl.ac.uk>  
Sent: 23 November 2018 11:29 
To: The Document Centre <info@document-centre.co.uk> 
Subject: Pranati b7 books
 

 

The Document Centre <info@document‐centre.co.uk>

Fri 23/11/2018 11:58

To:Satti, Pranati <p.satti.17@ucl.ac.uk>;

2018, 23 November



32and all the pages had to be converted 
into JPEGs.  

I converted each page to a jpeg and then reconverted 

them into a PDF to flatten and reduce the file size to less 

than 50MB.

2018, 23 November



33Thinking of a way to draw attention to 
the project in addition to the QR code 
stickers, 

While the audio single handedly targeted all the marketing 

content, billboards, show houses, brochures and websites, 

it needed comparable “publicity” even if only for a short 

period. This was when I first considered a billboard

2018, 14 October



34I started looking for billboards that were 
affordable and along the bus route

Still unsure about the billboard, I started looking through 

the Bubble Outdoor Website to see if any were affordable 

and along the bus route.

I first decided on using three InkLink display stands which 

were priced at £50 each per day. When I was on site to 

take pictures, I noticed that each display did not last long 

enough for anyone to understand what the image was 

about. Also since I wanted them to be visible to people 

taking the audio tour, the chances of them passing an 

InkLink at that exact moment, on that exact day and 

noticing it were limited.

I was left with two options, a £649 (6m x 3m) billboard at 

Nine Elms opposite Sainsbury's and a £449 (2.5m x 3m) 

billboard at Elephant and Castle. While I was saving money 

on the billboard at Elephant and Castle, it was a smaller, a 

portrait panel, above eye level whether on foot or on the 

bus and was also not on the bus route. The billboard at 

Nine Elms being the first I thought of and perfect in all 

these aspects, became the final choice.

2018, 14 October



35Finalizing on a billboard, 

I had five extra days after booking, to decide if I wanted 

the billboard for a duration of two weeks. 

I had to send in a rough draft of my artwork prior to 

receiving the invoice, for them to check if there was 

anything offensive.

Mail from Louise

29/11/2018 Mail – p.satti.17@ucl.ac.uk

https://outlook.office.com/owa/?realm=live.ucl.ac.uk&path=/mail/inbox 1/1

Booking of campaign BOC57368 with Bubble Outdoor
confirmed

Hi Pranati, 
 
Thank you for booking your campaign with Bubble Outdoor. Your booking of campaign
BOC57368 is now confirmed. You can download and print the invoice here: Invoice 
#INV-0075 
 
 
PLEASE READ CAREFULLY: Any dates we mention are 'week commencing' dates and
your poster(s) will be installed during the course of that week, the latest on Friday. We never
guarantee a specific day. Your posters will remain on display for the full booked period from
the day posted. So if you booked a 4 week period and your posters are posted on a
Thursday, they will stay there until the Wednesday 4 weeks later. 
 
We would like to take this opportunity to thank you for placing this business with us and
please let us know if you have any questions or require more information. 
 
Kind regards, 
Team Bubble Outdoor

Bubble Outdoor <support@bubbleoutdoor.com>

Mon 05/11/2018 12:49

To:Satti, Pranati <p.satti.17@ucl.ac.uk>;

2018, 5 November



36I created a design before the deadline 
with David and Jane

After finalizing and paying for the billboard, I had until the 

16th of November to send in the finished artwork. 

The artwork had to be a minimum of 300dpi, CYMK, 

outlined vectors and designed for 1/10th of the actual size.

At this point I had ten different images, from 10 

developments and I wanted the billboard to be a 

combination of all. 

Since the colour palette of each of these images was 

defined by the colour palette of their respective marketing 

material, it became difficult to combine them directly. I 

decided to make the image from the Nine elms 

development primary, due to the billboards obvious 

location on the site. While this formed the base, elements 

from other developments were layered over.

2018, 15 November

30/11/2018 Mail – p.satti.17@ucl.ac.uk

https://outlook.office.com/owa/?realm=live.ucl.ac.uk 1/1

FB TW Li

Artwork for your billboard on booking ref BOC57368

Hi Pranati,
 
Just a little reminder that your artwork is due this Friday please. Thank you!
 
Also, I found out that your poster is scheduled to be installed on Friday 7th December. I hope you can find a nearby cafe to
loiter in on that day!
 
Kind regards,
 
Louise
 
 

Bubble Outdoor

Louise Chick
 

Tel: 0117 3256 755
support@bubbleoutdoor.com
www.bubbleoutdoor.com

 

Bubble Outdoor <support@bubbleoutdoor.com>

Mon 12/11/2018 09:41

To:Satti, Pranati <p.satti.17@ucl.ac.uk>;





Sequencing layers in PowerPoint



Draft 1

Following this pattern for a week, I realized it did not look as 

interesting as the other images and wrote to David and Jane asking 

for their input. After which I realized that I was scaling all the content 

down to its actual size.



Draft 2

Being flexible with the scaling, was unsure about the text.



Draft 3

On David’s suggestion, building up the right with buildings similar to 

trees on the left and trying different fonts and placements



Draft 4

On David’s suggestion, removing the skyline, adding more foliage in 

front of the Houses of Parliament, making the text transparent and 

moving the text to align with the top of the Elizabeth tower.



Final billboard

On Jane’s suggestion, increasing the font size and color to make it 

more noticeable.



29/11/2018 Mail – p.satti.17@ucl.ac.uk

https://outlook.office.com/owa/?realm=live.ucl.ac.uk 1/1

Poster﴾s﴿ printed ﴾campaign BOC57368﴿

Hi Pranati, 
 
We'd like to inform you that your poster(s) for your booking with nr. BOC57368 have/has
been printed and they will be dispatched to the installers shortly. 
 
Kind regards, 
Team Bubble Outdoor

Bubble Outdoor <support@bubbleoutdoor.com>

Wed 21/11/2018 09:21

To:Satti, Pranati <p.satti.17@ucl.ac.uk>;

37The billboard was then approved,  
printed

After I sent in the artwork, it had to be checked for 

pixilation and offensive content. It successfully passed both 

processes and was printed to be installed on the 7th of 

December 2018. 

2018, 21 November



38and installed on the 7th of December.

2018, 7 December
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