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The backstory

Morris & Co. is the original home of the
celebrated textile designer William Morris and
the company he launched over 160 years ago.
Founded in 1861 as Morris, Marshall, Faulker &
Co. (as it was originally known), Morris & Co. is
the culmination of Morris’ life’s work, his legacy,
and those of his contemporaries that made up
his pioneering company.

As a political theorist, publisher, environmental
campaigner, poet, and outstanding designer,
William Morris (1834-1896) was one of the
single most influential figures of the nineteenth
century. Under his direction, the company

grew into a flourishing and fashionable Arts

& Crafts decorating business. Today, the

brand builds on that proud heritage with the
inventive reimagining of Morris & Co. classics,
ever upholding the impeccable standard of
craftsmanship that has defined all Morris & Co.
products since inception.

Guided by the creative intuition of William
Morris, designs are inspired by treasures in the
Morris & Co. archive, which houses historical
logbooks, samples of each wallpaper, printed
and woven textiles and original wooden printing
blocks.

When crafting a new collection, the designers
make considered adaptations of archival
documents, reimagining its heritage for all. The
designers bring Morris & Co. into the future
while always in dialogue with their past.

Today, working out of a London-based studio at
Voysey House in Chiswick, and manufacturing in
their own UK factories, Morris & Co. continue to
champion sustainability, homegrown talent and
innovation, maintaining the highest possible
standards of guality and craftsmanship.

Now expanding from predominantly B2B sales
to selling directly to customers through their first
e-commerce site, wmorrisandco.com, how can
Morris & Co. tell the story of this rich history to a
whole new audience?

What's the challenge?

Create a social media and out-of-home (OOH)
illustrated or animated campaign that tells
the story of Morris & Co. and encourages
consumers to consider buying direct.

Your work should centre on the four core
elements that make Morris & Co. unique:

* Authenticity and originality

* Heritage reimagined -thoughtfully crafting
and reimagining designs for today

Rich heritage of over 160 years

Craftsmanship - this was something
William Morris hugely valued, and it is
incredibly important to Morris & Co. Today,

dandad.org/new-blood-awards
* New Blood Awards 2025 =

the brand works with two British factories
to ensure UK craft continues to thrive.

Who are we talking to?

A global audience with a love for and interest
in interior design. Those who value quality,
craftsmanship and history, are digitally native
and take great care in considering purchases
made.

As Morris & Co. has a strong history with selling
directly to trade (especially interior designers},

you should also take care that your ideas do not
alienate this audience nor disparage their skills.

Things to think about

Premium quality

Morris & Co. offers a premium product,
which means you'll need to consider the
type of audience who are willing to pay for
quality when there are potentially alternative
options available. They respect the history,
authenticity and craftsmanship that goes
into their products, so you’ll need to reflect
this in your response.

Tell the story

You need to make sure you tell the story of
what makes Morris & Co. unique. Morris &
Co. holds the original hand painted designs
and textiles crafted by William Morris and
his contemporaries in its treasured archive,
as well as original wooden printing blocks.
Morris & Co. designers are inspired by and in
constant dialogue with this proud heritage.

Morris & Co. are proud to continue William
Morris’s legacy of lovingly crafted goods
made right here in the UK. Owning their two
English factories, Anstey Wallpaper Factory
and the Grade-ll historically listed fabric
printer, Standfast & Barracks, ensures they
maintain impeccable standards of quality
and production.

Look and feel Morris & Co.

Morris & Co. has a distinct identity. You

are welcome to use your own illustration/
animation style, but you should make sure
you use colours that feel authentic to the
brand. You should also explore how you can
use other methods to embed the Morris &
Co. style into your own designs.

Consider the spaces

You need to create a campaign that can
speak across multiple platforms, so you
should explore how your story would
change/evolve depending on where you are
speaking to your audience. Out-of-home
refers to advertising that uses public spaces
to capture attention. Therefore, an out-of-
home advert is more likely centred on brand
exposure, whereas audiences on Pinterest
are likely closer to directly purchasing.

#NewBloodAwards

What’s the challenge?

Create a social media and out-of-home (OOH)
illustrated or animated campaign that tells
the story of Morris & Co. and encourages
consumers to consider buying direct.

Your work should centre on the four core
elements that make Morris & Co. unique:

Authenticity and originality

Heritage reimagined -thoughtfully crafting
and reimagining designs for today

Rich heritage of over 160 years

Craftsmanship - this was something
William Morris hugely valued, and it is
incredibly important to Morris & Co. Today,
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Getting to Know Morris & Co.,
William Morris and the Arts & Crafts Movement.
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Understanding William Morris' love for Nature.

https://www.wallpaperfromthe70s.com/wallpaper/wallpaper-pat-
terns/classic-wallpaper/william-morris-wallpaper/?srsltid=AfmBOorxV20TYvsYuS27t1rag2rVJt4YjbabmilNdtZgTz9ImNrAXRC2&p=1#a0

https://www.nationaltrust.org.uk/discover/history/peo- https://www.elledecoration.co.uk/decorating/a34952566/william-morris-green/

ple/who-was-william-morris

Decorating > Creatives & Brands

A childhood love of nature

What are the most famous patterns of William
How natural greens inspired the

wallpapers of William Morris

The son of a wealthy broker, William Morris grew up exploring the large gardens
at his family home, Woodford Hall in Essex, and the nearby woods on the edge
of Epping Forest. Along with his siblings he was given his own garden plot.

Morris textiles and wallpapers?

From a young age Morris enjoyed reading. Among his favourite books was a A key figure in the Arts & Crafts movement, Morris was

copy of Gerard's Herball, also known as Generall Historie of Plantes, which was Wllllam Morrls approaCh to patterns IS beSt represented
first published in 1597. It remained a much-loved reference book throughout his

life. BY KASSIA ST CLAIR PUBLISHED: 11 JANUARY 2021

instrumental in bringing the natural world indoors

by the wallpaper models Pimpernel, Golden Lily,
Strawberry Thief, and Willow. They incorporate the

Designing with nature

Morris took a new approach in the way he used natural forms in his designs. He
understood plants but never copied them literally. He didn'’t think it was possible
or desirable to imitate nature. He believed that patterns should have ‘beauty,
imagination and order’ and used these principles across all his work.

(4

It is impossible to imitate nature literally; the
utmost realism of the most realistic painter
falls a long way short of it.

William Morris

Some Hints on Pattern-Designing lecture, 1881

Enduring style

Morris helped transform interior decoration in late Victorian Britain and made a

lasting impact on garden design well into the 20th century. Despite the

fickleness of fashion, Morris’s gelebrationofnature and his skill at rendering it in

pattern continue to resonate. Morris & Co. still produce his designs for 21st-

century homeowners, almost 160 years after he founded the original company.

Born in 1834, he spent his childhood exploring the Essex countryside and
reading the novels of Sir Walter Scott. All around him, however, Britain
was embracing the industrial age. By the time he was a teenager, his love
of nature and nostalgia for an Arthurian English past was matched only
by his suspicion of the prevailing enthusiasm for mechanisation. When
Morris was just 16, he refused on aesthetic grounds to visit the 1851
Great Exhibition that championed the machine age. He had found his
path.

Taken together, William Morris’s work is a
symphony of verdigris, pine, leaf and chartreuse

His life’s work, both prose and pictorial, would go on to be suffused with
idealised greenery. Wild-rose boughs, verdant riverbanks, brambles and
oak trees dominated his poetry. From the ‘Unhedged green meads, which
willowy streams passed through’ of The Earthly Paradise (1868) to the
‘Garden by the Sea’ in Poems by the Way (1891). His novels were usually
utopian, set in worlds uncorrupted by steam power or the busy-body
telegraph, and suffused with socialist ideals. But it was perhaps in his
textiles and wallpapers that his ideas and his rejection of shabby

modernity found their most literal and enduring form.

“clearness of form and firmness of structure” that made

his designs a timeless classic in interior decoration.

Strawberry Thief Pimpernal




Understanding the wallpaper market in the UK.

https://www.statista.com/outlook/cmo/diy-hard-

https://www.thetimes.com/business-money/companies/article/os-
ware-store/paint-wallpaper-supplies/united-kingdom?utm_source=chatgpt.com

borne-little-blames-cost-living-19m-loss-15ghlcf2x

Market Insights > Consumer > DIY & Hardware Store

Paint, Wallpaper & Supplies

Highlights  Market definition In-Scope/Qut-of-scope  Market structure  Reports  Methodology

Osborne & Little blames cost of
living for £1.9m loss

Sales at the family business of George Osborne, the former chancellor, declined by 10
per cent to £29.1 million in the year to last March

In the United Kingdom, the revenue in the Paint, Wallpaper & Supplies market in 2025 amounts to US$1.42bn.

It is projected to experience an annual growth rate of 0.99% (CAGR 2025-2029).

When compared globally, United States generates the highest revenue in this market segment, reaching
US$52.96bn in 2025.

In terms of per capita figures, the revenue per person in the United Kingdom amounts to US$20.81 in 2025.

The United Kingdom's paint market is experiencing a surge in demand for eco-friendly and sustainable paint

products.
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https://www.sphericalinsights.com/reports/uk-wallpaper-mar-
ket?utm_source=chatgpt.com

RELEASE DATE REPORT ID REPORT FORMAT
Mar 2024 S14073 200 HEEE

UK Wallpaper Market Insights Forecasts to 2033
e The UK Wallpaper Market Size was valued at USD 105.5 million in 2023.
e The Market is Growing at a CAGR of 4.73% from 2023 to 2033
e The UK Wallpaper Market Size is Expected to reach USD 167.5 million by 2033

Request Free Sample -

UK Wallpaper Market
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GET MORE DETAILS ON THIS REPORT - Request Free Sample PDF—
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First round of ideas

The highlighted points
eventually shaped
the final idea.
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Second round of ideas
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Direction generated in
tutorial session with
Bryan.
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Conversation with a N
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ldea 1

Morris & Co. becomes a part of
popular discourse by talking about
climate change by highlighting the

new emerging flora and fauna in the
UK as a result of climate change
through a new series of wallpapers.

Siddhant Vernekar | 105 Compete

ldea 2

Morris & Co. becomes a part of
popular discourse by talking about
climate change by highlighting the

new emerging flora and fauna in the

National Landscapes of the UK
through a new series of wallpapers.
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Researching effects of climate change on flora and fauna

depicted on classic Morris & Co. wallpapers.

https://www.aaas.org/taxonomy/term/9/hummingbirds-lil-
ies-thrown-climate-change#:~:text=0r%20at%20least%20it%20used%20t0.%20A who%20depen
d%200n%20the%20lilies%20for%20nectar.

https://www.rspb.org.uk/birds-and-wildlife/identi-
fying-birds/all-about-thrushes

https://www.telegraph.co.uk/news/2022/07/23/winners-losers-tropical-britain/

>
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Hummingbirds, lilies thrown off by
climate change

ecosystems, wreaking havoc on the delicate interactions that have evolved between species

over millions of years.

In western North America, the relationship between the glacier lily and the broad-tailed
hummingbird is in danger. The plant flowers in early spring, when the first hummingbirds arrive.
Or at least it used to. A new study by AAAS member David Inouye and Amy McKinney of the
University of Maryland and colleagues shows the lily's first blooms are appearing two to three
weeks earlier than they did forty years ago. The timing of these first blooms is no longer
synchronized with the arrival of the hummingbirds, who depend on the lilies for nectar.

AAASMC recently talked to Inouye about what this means for broad-tailed
hummingbirds, glacier lilies, and other species threatened by our changing climate.

AAASMC: Can you explain the relationship between glacier lilies and broad-tailed
hummingbird? Why is timing (of blooming and migration) especially important?
Professor David Inouye, University of Maryland: Glacier lilies are the second species to
bloom after the snow melts at our study sites, and the Broad-tailed Hummingbirds visit them for
nectar when they arrive from their winter grounds in Central America. Changes in the phenology
(seasonal timing) of migration and of flowering are one of the best ways to measure the
ecological consequences of the changing climate. Given the scarcity of other floral resources
early in the season, the glacier lily (and then larkspur) is an important component of the

hummingbirds' diet.

Another conspicuous bird of parks, gardens and the general countryside is the
Song Thrush. This delightful bird, warm brown above and heavily spotted below,
has undergone quite a dramatic decline in recent decades, especially in intensively
managed farmland. Thankfully there are encouraging signs of a slow recovery,
though it is nowhere near as numerous as it once was.

The similar, but larger and somewhat ‘greyer’ looking Mistle Thrush is unfortunately
in serious decline and has been placed on the UK Birds of Conservation Concern
Red List. Despite being our largest songbird, Mistle Thrushes are surprisingly easily
overlooked. They can be distinguished from the smaller Song Thrush by their size,
the lack of warm brown tones in their plumage and the very heavy dark spots on
the breast. Their song is almost like a cross between that of Blackbird and Song
Thrush but they have a loud and unmistakable rattling call that is instantly
recognisable!

https://www.telegraph.co.uk/environment/2023/07/04/brit-
ains-new-species-night-heron/?utm_source=chatgpt.com&ICID=continue_without_subscribing_
reg_first

@I]e @tltgt’anb Your Say News Sport Business Money Opinion Ukraine Travel Health Lifestyle Cu ] SiHbrElae o My Feed =

UK news Politics World Health news Defence Science Education Environment Investigations Global Health Security Royals

Exotic creatures are moving to the UR, and one
is in my garden

Night herons, bee-eaters and egrets — unusual wildlife is appearing in the UK, but it's not
necessarily a good thing

Adam Hart

0 oz

& Gift this article free

X f O X

The five British species most likely to suffer
from climate change

Climate change is changing the flora and fauna of the UK. We look at which species will be

O 54
€8 Gift this article free

X f 0 R

https://www.nhm.ac.uk/discover/news/2023/-
march/over-half-britains-plant-species-now-non-native.h
tml?utm_source=chatgpt.com

ei&ﬁz}p
22,5 Natural History Museum
TS

News

Over half of Britain's plant species
are now hon-native

By James Ashworth
First published 10 March 2023

Introduced plants are increasingly dominating Britain's wild areas.

Of the almost 3,500 British plant species, non-native plants now outnumber native species
by 51% to 49% as a result of centuries of introductions.

More than half of the Britain's native plants are in decline, while introduced species are
thriving.

The decline of Britain's native plants

The UK is one of the most nature-depleted nations in Europe. With just over half of its native
wildlife intact, its biodiversity intactness ranks within the bottom 10% of countries worldwide.

Much of this biodiversity was lost during the Agricultural and Industrial revolutions between
the seventeenth and nineteenth centuries, but it didn't end then. Unsustainable agriculture
continues to be one of the leading causes of biodiversity loss around the world, causing
habitat destruction, pollution and soil damage.

Certain habitats have born the brunt of agriculture, such as wildflower meadows, wetlands
and peatland. As a result, species like the green-winged orchid, lousewort and sundews are
declining as their habitat becomes scarcer.

B E a Signin

NEWS

https://news.sky.com/story/new-species-arriv-
ing-in-uk-due-to-climate-change-are-welcomed-by-wildlife-watchers-study
-suggests-12600041#:~:text=While%20in%20the%20UK%2C%20birds,rath
er%20than%20threatening%20climate%20opportunists.
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New species arriving in UK due to climate

change are welcomed by wildlife
watchers, study suggests

Many creatures from around the world are fleeing countries that are becoming too warm
and moving to areas that were too cold before global warming.
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Home | InDepth | Israel-Gaza war | War in Ukraine | Climate | UK | World | Business | Politics | Culture

Science & Environment

Climate change: Avocados and exotic
plants grow in hot UK summer

®© 28 August 2022

Climate

https://www.bbc.co.uk/news/-
science-environ-
ment-62665053#:~:-
text=Climate%20change%3A%2
OAvocados%20and%20exotic%
20plants%20grow%20in%20hot
%20UK%20summer,-Published
&text=Record%2Dbreaking%20
hot%20and%20dry,in%20recent
%20years%2C%20they%20say.



. ) Siddhant Vernekar | 105 Compete
Researching about the National Landscapes of UK.

https://www.youtube.com/watch?v=a32xqfJv8yQ&ab_channel=ShannanWeeks https://national-landscapes.org.uk/

Cc 2% national-landscapes.org.uk/about b+ s New Chrome available :

National

Landscapes
Climate change - Climate change Association
refers to long-term shifts in... ’

Our Story OurPeople Governance

AR "."‘..‘ { & Ir"

About us ;ﬁf

-\ B T AR TR 5 fg’«'.f‘l cor Y b
LA s - . ¥ e L T -
%L o s u‘_‘f{ﬁ

Watch on @3 YouTube

Isle of Man

The National Landscapes Association

Manchester  Dongaster

Ab t provides a strong voice for its members, the —— PRy _;w
ou us UK's 46 National Landscapes. As a national : e i Pl v
charity, we support the UK’s network of e Bl e

We're a national charity which works to make sure the UK’s most National Landscapes, helping them to be as P o= o A
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Articles and studies about the 3 species of plants, insects and animals

finalised for the new wallpaper series.

Jersey Tiger Euplagia quadripunctaria

https://www.parkland-walk.org.uk/jersey-tiger-moth/#:~:tex-
t=When%20in%20flight%20the%200orange,a%20consequence%200f%20climate%20change.

Jersey Tiger Moth,

Euplagia quadripunctaria

The jersey tiger moth has black and cream strips on its

forewing and red or orange underwings with black spots.

When in flight the orange underwings are really

noticeable but often these are covered by the black and
cream forewings when it settles. Active by day, it’s
generally spotted in the south of England. Sightings are
very much on the increase possibly as a consequence of
climate change.

Photo Simon Olley

Blackcap Syilvia atricapilla

https://www.bto.org/sites/default/files/shared_documents/pub-
lications/research-reports/2004/rr369.pdf

BTO Research Report 369

The effect of climate change
on bird species in the UK

Leech, D.I., Crick H.Q.P. & Rehfisch, M.M.

August 2004

Abstract

Human behavior profoundly affects the natural world. Migratory birds are particularly
susceptible to adverse effects of human activities because the global networks of
ecosystems on which birds rely are undergoing rapid change. In spite of these
challenges, the blackcap (Sylvia atricapilla) is a thriving migratory species. Its recent
establishment of high-latitude wintering areas in Britain and Ireland has been linked to
climate change and backyard bird feeding, exemplifying the interaction between human
activity and migrant ecology. To understand how anthropogenic influences shape avian
movements and ecology, we marked 623 wintering blackcaps at 59 sites across Britain
and Ireland and compiled a dataset of 9929 encounters. We investigated visitation
behavior at garden feeding sites, inter-annual site fidelity, and movements within and
across seasons. We analyzed migration tracks from 25 geolocators fitted to a subset of
individuals to understand how garden behavior may impact subsequent migration and
breeding. We found that blackcaps wintering in Britain and Ireland showed high site
fidelity and low transience among wintering sites, in contrast to the itinerant movements
characteristic of blackcaps wintering in their traditional winter range. First-winter birds
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Orchis Simia

https://www.joh.cam.ac.uk/rare-naked-hanging-man-orchid-reveals-itself-st-johns-college
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Rare ‘Naked Hanging Man Orchid’ —
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reveals itself at St John's College

g4 ] ] ] ] A A protected orchid that looks like a naked man has caught gardeners by surprise in the grounds of St John's College,
Itis the find of a lifetime : L L : :

Cambridge.

The Orchis Simiais known as the ‘Naked Hanging Man Orchid’, and more commonly as the ‘Monkey Orchid’, because
of its resemblance to a naked male or a monkey.

The orchid is one of the rarest native orchids in the UK and delighted gardeners at St John’s College when a single

flowering specimen was spotted in an area of grass that has been left unmown to encourage biodiversity and wildlife.

David Brown, Deputy Head Gardener, who found the orchid, said: “| am ecstatic, it is the find of a lifetime. | knew it was

unusual when | first spotted it in the long grass, so | called over the Head Gardener and we had it verified.”
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New series of illustrated wallpapers.
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Shooting the campaign film.
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The final film

https://youtu.be/T2_b50oYblUI



Voiceover script

William Morris and we, Morris & Co., have always been champions of
nature; inspired by our direct connection to the paradise that Morris drew
from all those years ago.

It is the beauty observed in elements of nature that has defined the dis-
tinctive aesthetic of our wallpapers. Our direct inspiration has now led to
us taking direct action in a new range...

The natural landscape of the UK that inspired Morris's original designs
since 1861, has since gone through a lot of change.

Climate change over the years has not only resulted in the decline of the
indigenous flora and fauna but has also resulted in the emergence of new
ones.

We wanted our wallpapers to reflect this change, as Morris would have
done if living now.

We decided to spread awareness about climate change by documenting
these emergent new species of plants and animals in a new series of wall-
papers called “The New Earthly Paradise Series” an homage to the epic
poem ‘The Earthly Paradise’ written by William Morris in 1868.
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We unveil these wallpapers on billboards and digital banners across cities
along with a QR code that would lead audiences to the Morris & Co. web-
site where they can buy the wallpapers, know about the campaign and
know about the brand. Direct access and a direct message for all to be
part of.

A percentage of the proceeds from the wallpaper sales go to sustaining
efforts of organisations like Natural England and The Wildlife Trusts.

We continue the conversation on Instagram and Pinterest through posts
and reels and ask users to share pictures of their newly bought wallpapers.

We hope this direct approach will lead to greater debate, building on the
classic range that is still available.

Through this campaign we're giving our audience not just a chance to
bring home a wallpaper but a chance to bring home a movement and con-
tribute towards the betterment of our natural environment and the respon-
sibility we all share.
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Supporting ldea boards
sent along with the film.
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THE

NEW EARTHLY PARADISE
SERIES

PROBLEM:

Morris & Co. wanted to tell the story of its rich history to a whole
new audience and encourage them to buy directly from the their
website.

INSIGHT:

Despite the ever-increasing threat of climate change, Morris & Co.
are just as passionate and committed to Nature in 2025 as they

were during the Arts & Crafts Movement in 1861.

IDEA:

In a world that largely concentrates on the grim images of climate
change, Morris & Co. look at the beauty of it by making a new
series of wallpapers celebrating the new species of flora and fauna
seen emerging on UK's natural landscape as a result of climate
change.

The brand draws attention to itself and its own history by talking
about climate change. The brand’s alignment to a righteous cause

will resonate with newer audiences who now know that Morris &
Co. are more than what they appear to be.
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Website

M Morris & Co. | Founded by W' X +
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THE

NEW EARTHLY PARADISE
SERIES

Blackcap

------ Sylvia atricapilla
It is believed that being a versatile eater
allows the Blackcap to be an early
summer visitor. As with some other
summer migrants, their arrival dates
have become progressively eatlier since
the middle of the 1970s, a pattern
which is increasingly being linked to
climate change and its effect on wildlife
populations.
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“Jersey Tiger” “Blackcap and Cherries” “Orchis Simia”
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NEW SPECIES NEW WALLPAPER DESIGNS
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Evidence of completed entry

C 25 dandad.org/entry/new-blood/2025/
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Siddhant Vernekar D&AD
Falmouth University 64 Cheshire Street
A203, The Quarry, Penwerris Lane London E2 6EH

. Falmouth T+44 (0)20 7840 1111
I I l I l TR11 2PF F+44 (0)20 7840 0840
e C O e I a United Kingdom E info@dandad.org

X :
Ready to get started” Invoice

Invoice Date: 20/03/2025
Invoice Number: 70681

Complete Quantity Unit Price VAT Rate % Amount £

!\lew Blood Awards 2025 Entry 03124 o1 12.50 20.00 12.50

Submit my Entries 5 Happening soon Voucher code Nailing your entry
As an alternative to the entry fee, you Make sure your entry stands out at Voucher £

Al | S U b m |tted March 20 17:00 (GMT) can obtain a voucher code for entry to judging with these need to know tips.

New Blood Awards Deadli
. ew Blood Awards Leadline New Blood Awards 2025 by taking
ntry April 25 to May 16 part in our insights survey.

New Blood Judging
July 2 Download invoices
New Blood Awards Ceremony

Chelliada
Winners

Need some inspiration?

My Entries

Total: 1 Entry

ID 03124
&I e | The New Earthly Parad... Submitted

MOWIS & CO. Registered Charity

No. 305992

D&AD is a limited company
registered in England and Wales
No. 883234
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Link to Design Research Journal

https://simultaneousadesignresearchjournal.blogspot.com/2025/02/105-compete-design-research-journal.html
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Thank you.



