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Chinese Culture  — InfographicCommunication Design Idiogram 2022

Awards:

● HKCC Design Annual Show 2022 Outstanding Final Project
● Graphis Honorable Mention New Talent 2023

Chinese idioms are an essential part of the Chinese language. 
They serve as a kind of four-word mnemonic device to let people 
remember the core ideas of mostly a story or a piece of history. 
In this project, I experimented with converting Chinese idioms into 
an even simpler format such as pictograms to further enhance this 
purpose of handy communication. 

On the other hand, pictograms are supposed to be a universal 
visual language accessible to all humankind. Instead of keeping its 
simple and so-called cultural-free characteristics, I stretched its limit 
to express the complex cultural meanings of Chinese idioms. My 
series of designs was eventually presented as a parody of signages 
in the local Hong Kong transport system. I hope to attract 
audience from a wider context to take interest in this particular 
type of Chinese language.



Chinese idiom

4-words 
mnemonic device

Remember core 
ideas of storys/ 

history

A role model for 
people to follow

HK signage

Simple graphics 
with not very 
flexible visual 

message

Familliar to 
everyone

A role model for 
people to follow

Chinese Culture  — InfographicCommunication Design Idiogram 2022

To experiment and investigate, whether pictograms can express more complex meaning, 
by using Chinese idiom.
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From a point To a line

Typography DesignCommunication Design Nature² 2024



Communication Design 

“From Nature to Nature” emerged as my guiding principle. 
The presence of lines in nature embodies the essence of lines 
themselves. The transition from a mere “point" to a graceful “line” 
much like seeds evolving into sprawling rhizomes.

In this project, my intention is to explore the nature of lines through 
typography, specifically focusing on plants. By closely observing the 
forms of plants, I aim to establish connections between their inherent 
features and the concept of lines. Through this exploration, I seek 
to create a novel visual language that investigates and experiments 
with the relationship and origins of the nature of lines.

Typography Design Nature² 2024



Line - Hair
Line - Stems
Line - Grass
Line - Leaves
Line - Tree

Line - Hair (Thin)

Line - Stems (Light)

Line - Grass (Regular)

Line - Leaves (Bold)

Line - Tree (Black)

Communication Design Typography Design Nature² 2024



Communication Design Nature² 2024Typography Design



Identity designCommunication Design HKCC Design Annual Show 2022 —Award design

This award design tends to experiment with the materials that we 
all used to work on while we were outputting a cert design. Usually, 
we will use the acrylic board to cover both sides of the printed paper 
cert. But "What if" the cert itself is already an acrylic board?



Identity designCommunication Design 

We designed the identity for the HKCC Design Annual Show 2022 
and came up with the theme "What if? The Idea Experiment"

Poster design & Window stickers

Design team: 
@bd85bd85 @someones__zip @studiobd85 & Vera Sun

Client: 
@hkcc_design @polyu_hkcc

HKCC Design Annual Show 2022—Window stickers



A  M 0731
MI TSU-5
-s (2750)
ello 1120

Communication Design Victionary Book C & D 2024Editorial Design

AD: @bd85bd85 
D: @someones__zipcA  M 073

IMI TSU-5
n-s (2750)
hello 112
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Communication Design Victionary Book C & D 2024Editorial Design

AD: @bd85bd85 
D: @someones__zip
AD: @bd85bd85 
D: @someones__zip



Beer and Soda labelsCommunication Design Bat Odes to the Land 2023

Four di�erent beer labels design for Bat Odes to the Land.

AD: PAY2PLAY
CD: @someones_zip

Client: 
Bat Odes to the Land 



Beer and Soda labelsCommunication Design Bat Odes to the Land 2023



Information designCommunication Design 

A series of infographics in the book of IAAC 2023.

AD: PAY2PLAY
CD: @someones_zip

Client: 
IAAC

IAAC 2023Information designCommunication Design 

A series of infographics in the book of IAAC 2023.

AD: PAY2PLAY
CD: @someones_zip

Client: 
IAAC

IAAC 2023



Poster and brochure designCommunication Design 

Poster and brochure design for Hanji Soban and The Floating Realm 
exhibition design.

AD: PAY2PLAY
CD: @someones_zip

Client: 
IN'EL Gallery

IN'EL Gallery 2023



Poster and brochure designCommunication Design IN'EL Gallery 2023
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Poster and brochure designCommunication Design IN'EL Gallery 2023



Editorial DesignCommunication Design HKCTC Co-Design Workshop Report 2024
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Service Users 

The workshop data from service users provided valuable 
insights into their needs, challenges, and expectations 
regarding testing and certification services in Hong Kong. 
Across both workshops, common themes emerged, including 
the importance of ensuring product/service quality, finding 
reliable service providers, understanding regulatory 
requirements, and accessing industry-related information. 
Service users expressed concerns about regulatory 
compliance, the credibility of certifications, and the high 
cost associated with testing and certification services. They 
also highlighted the need for better awareness and visibility 
of available services, as well as clearer communication 
channels for seeking guidance and recommendations.

Despite these common patterns, notable differences 
were observed between the two workshops. Workshop 1 
participants, primarily testing lab owners and medical 
professionals, emphasized the challenges of navigating 
technical information and accessing relevant services 
through the HKCTC website. They sought more user-
friendly interfaces, direct answers, and streamlined 

Students

Across both Workshop 1 and Workshop 4, the character 
“university students” expressed common goals of accessing 
credible certification resources, finding career prospects, 
and gaining industry insights. They also shared similar pain 
points, including limited opportunities for engagement with 
the T&C sector, a lack of clarity on certification pathways, 
and concerns about industry alignment with academic 
curricula.

In Workshop 1, Persona E highlighted the importance of 
networking opportunities, clarity on career pathways, 
and alignment between academic curricula and industry 
demands. The workshop emphasized the need for facilitating 
networking events, providing industry insights, and 
enhancing communication channels to support students 
effectively.

Workshop 4 continued the exploration of students' 
perspectives, introducing Personas P, Q, and R. While the 
overarching goals and pain points remained consistent, 
Workshop 4 uncovered additional insights such as students' 
struggles with safety issues, confusion about job roles, 

CHAPTER 4 WHAT DID WE OBSERVE

processes for accessing testing labs and services. In 
contrast, Workshop 3 participants, including stem cell 
manufacturers and practitioners, expressed concerns about 
regulatory compliance and the credibility of certifications. 
They also emphasized the importance of success records, 
team backgrounds, and reputation when selecting service 
providers.

Overall, the workshop data underscored the importance of 
addressing service users' needs for clarity, transparency, and 
trust in the testing and certification process. By improving 
communication channels, enhancing website usability, 
and providing clearer guidance on regulatory compliance, 
HKCTC can better support service users in accessing reliable 
testing and certification services, ultimately strengthening 
Hong Kong's position as a leading hub for testing and 
certification in the region.

and a desire for qualification/certificates. The workshop 
underscored the importance of clearer guidance on career 
pathways, targeted training opportunities, and enhanced 
communication channels to address these evolving needs.

Overall, the workshops for students provided valuable 
insights into their aspirations, challenges, and expectations 
when entering the T&C industry. These findings will inform 
future strategies and initiatives aimed at better supporting 
students in their transition to the T&C sector.
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The objectives and goals of the workshops center on:

● Enhancing HKCTC’s brand perception
● Refining its services to better meet stakeholders’ needs
● Aligning its brand identity with industry expectations

Through comprehensive stakeholder engagement, the 
workshops aim to gain insights into how HKCTC is 
perceived by various stakeholders, including industry 
professionals, service users, and students. By understanding 
these perceptions, the workshops seek to refine HKCTC’s 
positioning in the market, ensuring that it accurately reflects 
the organization’s values and strengths.

Furthermore, the workshops aim to develop empathy for 
users by mapping their journey and identifying pain points 
and opportunities for improvement. By taking a user-centric 
approach, HKCTC can tailor its services to better address 
the needs and preferences of its stakeholders, ultimately 
enhancing customer satisfaction and loyalty.

Another key objective of the workshops is to clarify and align 
HKCTC’s brand identity, values, and services with industry 
expectations. By ensuring consistency and coherence across 
all touchpoints, HKCTC can strengthen its brand presence 
and build trust among stakeholders. This alignment also 
enables HKCTC to position itself as a leader in the testing 
and certification industry, driving credibility and attracting 
new opportunities for growth and collaboration.

1.3 Objectives and goals of the workshops

CHAPTER 1

A team of elite professionals renowned for their proficiency in 
design, branding, and digital innovation has been assembled 
from the ‘SD Plus’ unit of the PolyU Design (please refer to 
pages x-x of the APPENDIX section 1). The team members 
leading this initiative include:

Dominicus Leung - Design Workshop Lead
Kam Fai Chan - Design Workshop Lead
Janet Hui - SD+ Executive Office
Erika Ho - Design Research Associate
Cyrick Leung - Design Research Associate
Karen Yue - Design Research Associate

Together, the team brings a blend of creativity, strategic 
insight, and technical acumen to the table, ensuring the 
success of the collaboration with HKCTC. 

1.4 The Workshop Team

A BASE STATION FOR INNOVATION—
where design sparks progress and every 

idea promises a new horizon.

The Hong Kong Council for Testing and Certification 
(HKCTC) was inaugurated by the Government of the Hong 
Kong Special Administrative Region in September 2009. 
HKCTC aspires to establish Hong Kong as a leading testing 
and certification hub in the region, thus bolstering the brand 
of “Tested in Hong Kong, Certified in Hong Kong”. This is the 
slogan of HKCTC as well.

HKCTC strives to bridge the gap between its organizational 
vision and actual achievements. This is accomplished 
through a series of initiatives, including offering 
accreditation and oversight, ensuring quality assurance, 
attaining international recognition, promoting compliance, 
and providing industry support, thereby delivering tangible 
value to its stakeholders.

Current Vision & Mission

To develop Hong Kong into a testing and certification hub 
in the region by reinforcing the branding of ‘Tested in Hong 
Kong, Certified in Hong Kong’.

To advise the Chief Executive on the overall development 
strategy of the industry; new business opportunities worth 
exploring for the industry, having regard to the latest 
developments in the Mainland and overseas markets; and 
measures needed to raise the professional standing and 
community awareness of the Industry. 

Act as a focal point of contact among all stakeholders, 
including the testing and certification industry itself, the 
related industries, providers of support services, etc; assist the 
industry in exploring new business opportunities; coordinate 
efforts by the industry to best dovetail Government policy 
objectives; promote acceptance of Hong Kong’s testing/ 
inspection reports and certificates by overseas/ Mainland 
governments; enhance manpower development and 
professionalism in the industry.

Current Strategy 

Adopt a market-oriented approach to promote the 
development of the testing and certification industry.

Organizational structure and governance

HKCTC is driven by a market-oriented strategy that seeks 
to foster the growth and development of the testing and 
certification industry. The council is composed of a diverse 
array of expertise, with Professor WONG Wing-tak presiding 
as Chairman, 16 members from various sectors, 5 official 
members representing the government, and a Secretary 
overseeing the council's operations.

An integral component of HKCTC is the Panel on Manpower 
Development, led by Convener Mr. Felix CHAN King-wa, MH. 
The panel comprises 12 members, 3 official members, and 
a Secretary. A comprehensive elucidation of the council's 
employee structure and their respective roles remains 
forthcoming.

1.5 About HKCTC

Panel on Manpower DevelopmentHKCTC

12 Members

3 Offical Members

16 Members

5 Official Members

1 Secretary 1 Secretary

+Diagram of the HKCTC current structure

WHAT IS OUR STARTING POINT?
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Chapter 3: How Do We Explore and 
Analysis?

This exercise serves as a warm-up exercise to encourage 
critical and creative thinking among participants. In Activity 
1 of the comprehensive brand audit for The Hong Kong 
Council for Testing and Certification (HKCTC), stakeholders 
embarked on a collaborative journey to articulate and visualize 
the essence of the HKCTC brand. This multifaceted activity 
was designed to capture participants' diverse and nuanced 
perspectives, beginning with a creative tool chart exercise. 
Here, groups worked together to distill the core attributes 
of HKCTC into a concise tagline, select a colour palette they 
felt truly represented the brand's ethos, and choose a main 
logo that they believed best captured its identity. Building on 
this foundation of creative expression, the team then delved 
deeper into the subconscious brand associations through a 
brand perception exercise. Participants were asked to select 
images from nine distinct categories that resonated with 
their immediate impressions of HKCTC. This two-pronged 
approach enabled a rich exploration of HKCTC's brand 
image, providing insightful data that will inform strategic 
recommendations and help chart a course for HKCTC's 
brand development.

3.1 Activity 1: Brand Perception
3.1.1 Methodology 

Transportation Typography Activity

Furniture Mood Object

Animal Architecture Drink

Brand Accelerator

Print Colors

Brand Perception

Tagline

Logo Versions

Brand Colours

Brand Colours

Logo versions
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The User Journey Mapping activity involves a dual-task 
approach across multiple workshops aimed at understanding 
and refining the experiences of stakeholders within the 
Testing and Certification (T&C) sector. In the first task, 
participants were asked to review a pre-filled journey map 
based on comprehensive research from the point of view of 
the persona they created and selected. This review focuses 
on aspects such as “What is he thinking" and "What is he 
saying," allowing participants to add insights using yellow 
memos. Additionally, they identify emotional states using 
stickers to enhance the depiction of the current journey. 
The second task revolves around envisioning an "ideal" 
journey, where participants collaborate to transform stages 
of dissatisfaction or neutrality (identified in the current 
journey) into a positive and enriching experience, which they 
mark using blue memos.

3.5 Activity 5: User Journey Mapping:
3.5.1 Methodology Role Practitioner

Scenario On-site visit

Stage 1 Stage 2 Stage 3 Stage 4

Being selected / receive 
visiting request by HKCTC

Schedule visit, confirm 
appointment and 
objectives with HKCTC

Hosting HKCTC, introduce 
the testing process and 
reflect on ITC's policy

Follow-up, being added to 
the contact list and receive 
industry updates regularly

Touchpoint Email / Phone call / 
Whatsapp

Email / Phone call / 
Whatsapp

Whatsapp / Onsite Email / Phone call / 
Whatsapp / Prints / Onsite

Role Service user

Scenario Seeking guidance on accessing testing & certification services for new product in HK

Stage 1 Stage 2 Stage 3 Stage 4

Information search, visit 
HKCTC website 

Interacting with HKCTC - 
navigating thru different 
sections on website for 
relevant info, contact 
HKCTC seeking for 
guidance 

Consultation and 
recommendation. 

Accessing services, 
contact the recommended 
testing labs after learning 
from HKCTC and to 
proceed on the process.

Touchpoint HKCTC website / industry 
forums / word-of-mouth

Email / Phone call / 
Whatsapp 

Whatsapp / Onsite Email / Phone call / 
Whatsapp / Onsite 

Role Student

Scenario Aspiring to enter T&C industry, seek information and opportunities provided by HKCTC to align career goals

Stage 1 Stage 2 Stage 3 Stage 4

Online exploration, browse 
jobs opportunities and 
career path and education 
resources 

Joining workshops and 
events

Career guidance and 
networking with HKCTC 
representative 

Post-workshop follow up

Touchpoint HKCTC website / industry 
forums / word-of-mouth

Email / Phone call / 
Whatsapp / onsite / 
zoom 

Onsite / Zoom HKCTC website / Email / 
Phone call / Whatsapp / 
Onsite / Zoom

CHAPTER 3 HOW DO WE EXPLORE AND ANALYSIS?

There were provided prefilled content for each stakeholder 
group to stimulate the brainstorming session. This prefilled 
content includes initial research findings, tailored to 
practitioners, service users, and students. Here's an overview 
of the prefilled content for the user journey mapping activity:
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Service Users 

Common Patterns: Industry Promotion and Regulatory 
Compliance

Across both workshops, the value propositions underscore 
the significance of industry promotion, awareness-building, 
and the provision of a centralized platform for regulatory 
information. Both Persona C and Persona M, representing 
consumers and medical testing lab owners, emphasize the 
importance of reliable testing and certification services. 
Additionally, both workshops recognize the pain point of 
uncertain regulatory compliance and seek to address it 
through regular updates and active promotion of accredited 
services.

“Industry promotion is crucial for 
driving awareness and fostering trust 
in our services”

“As a consumer, I rely on reliable testing 
and certification to ensure product 
safety”

“Uncertain regulatory compliance 
is a major challenge we face in our 
industry”

— Quotes

Differences: Tailoring Value Propositions

The nuances lie in the specifics tailored to each persona. 
Workshop 1, focusing on consumers (Persona C), aims to 
provide information about the benefits of Hong Kong's 
Testing and Certification (T&C) services, emphasizing health 
and safety protection. In contrast, Workshop 3, with Persona 
M (medical lab owner), extends its focus to calibration 
needs, audit consistency, and improvements based on 
feedback. Furthermore, Persona N, representing stem cell 
manufacturers, introduces elements like research standards, 
ventures/funding, and maintaining research standards.

“Consumers need to understand the 
benefits of T&C services, especially 
regarding health and safety”

“For medical lab owners like me, 
calibration and audit consistency are 
critical for reliable results”

“As a stem cell manufacturer, 
maintaining research standards and 
securing funding are paramount”

— Quotes

Summary

While both workshops align on overarching themes of 
industry promotion and regulatory awareness, the specific 
emphases diverge to cater to the unique needs of different 
service user personas. Workshop 1 centres on consumer 
education and protection, while Workshop 3 extends its 
scope to the specific challenges faced by medical labs, stem 
cell manufacturers, and managers seeking effective project 
management and product enhancement.

Students

Common Patterns: Shared Concerns and Aspirations in 
Talent Development and Industry-Relevant Education

The Value Proposition map data from workshops 1 and 4 
reveals several common patterns among university students 
(Personas E, P, Q, and R) seeking talent development and 
industry-relevant education. Firstly, both workshops 
highlight the students' shared pains, including limited 
opportunities to engage with the Testing and Certification 
(T&C) sector and misalignment of academic curricula with 
industry demands. Secondly, the gains sought by students in 
both workshops are consistent, emphasizing the importance 
of updated industry insights and networking opportunities 
to enhance their professional development. Additionally, 
the value maps from both workshops offer similar products 
and services, such as industry promotion and visibility, 
networking events, and opportunities for industry awards 
and recognition. Furthermore, the pain relievers identified 
focus on facilitating networking opportunities and providing 
access to the latest industry information to address students' 
concerns.

“Students across both workshops face 
limited exposure to the T&C sector and 
a gap between academic curricula and 
industry needs”

“We all agree that updated industry 
insights and networking events are 
crucial for our professional growth”

— Quotes

Differences: Concerns and Aspirations in Navigating 
Career Pathways

While there are common patterns between workshops 1 and 4, 
some differences are notable. Workshop 1 introduces Persona 
E, which includes pains related to long working hours, low 
salary, and an unknown career path, whereas Workshop 4 
introduces Personas P, Q, and R, with additional pains such 
as confusion about career fields, safety issues, and working 
overtime. Moreover, Persona Q from Workshop 4 expresses 
a desire to explore more job roles and industries, which is 
not explicitly mentioned in Workshop 1 data. Additionally, 
Persona Q highlights a specific gain related to obtaining 
qualifications or certificates, indicating a nuanced need 
among students in Workshop 4. Despite these differences, 
both workshops share a common focus on addressing 
students' challenges in engaging with the T&C sector and 
aligning academic education with industry demands.

“I'm really worried about the long hours 
and low pay we might face”

“Safety issues, career confusion... It's 
overwhelming sometimes. We need 
clarity, guidance…”

“I'm all about exploring different 
roles and industries, but getting those 
qualifications? That's key for me”

— Quotes

Summary

In summary, the Value Proposition map data from workshops 
1 and 4 illustrates the consistent needs and aspirations 
of university students pursuing talent development and 
industry-relevant education in the T&C sector. Both 
workshops emphasize the importance of addressing 
challenges related to limited industry engagement and 
curriculum alignment while providing students with 
updated industry insights and networking opportunities. By 
identifying common patterns and differences between the 
two workshops, HKCTC can tailor its initiatives and services 
to better support the evolving needs of university students 
and enhance their professional development in the T&C 
industry.

CHAPTER 3 HOW DO WE EXPLORE AND ANALYSIS?
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Colours

Given the counts for colour selections made by stakeholders 
for The Hong Kong Council for Testing and Certification 
(HKCTC), here's an analysis of what these choices might 
suggest about the brand's current perceived identity:

1.Dominant Colours

Imperial Blue (9 selections): 

This colour is a strong, deep shade, often associated 
with professionalism, trustworthiness, and stability. 
Its dominance in the selection process suggests that 
stakeholders predominantly perceive HKCTC as a credible 
and authoritative organization.

Steel Blue (5 selections): 

A cooler and more subdued hue compared to Imperial Blue, 
steel blue may denote a sense of calmness, reliability, and 
strength. Its notable presence indicates that stakeholders 
also appreciate the brand's dependable and composed nature.

2.Secondary Colours

Dark Green (4 selections) and Light Green (3 selections): 

Green shades are generally linked with growth, renewal, and 
health. The choice of both light and dark greens could signify 
a belief that HKCTC is not only established and mature (dark 
green) but also innovative and forward-thinking (light green).

Yellow Orange (4 selections): 

This colour is vibrant and can be associated with optimism, 
creativity, and enthusiasm. The number of picks here might 
reflect a perception that HKCTC operates with a positive and 
energetic approach.

x9

x3

x2

x2

x2 x 1 x 1

x2

x4

x4

x5 x2

3.Additional Colours

Turquoise (2 selections): 

This blend of blue and green often symbolizes clarity 
of thought and communication. Although selected less 
frequently, it could imply that stakeholders see HKCTC 
as a brand that prioritizes clear communication and 
transparency.

Golden Yellow (2 selections), Purple (2 selections), 
Lavender Purple (2 selections), Red (2 selections): 

These colours were chosen less frequently, suggesting they 
are not primary colours stakeholders associate with HKCTC. 
However, golden yellow might indicate perceived value or 
quality, purples could suggest creativity or originality, and 
red may represent energy or passion.

4.Minimal Selections

Grey (1 selection) and Black (1 selection): 

These neutral colours may point to a perceived sense 
of balance and formality within the organization. Their 
limited selection could indicate that while stakeholders 
acknowledge these qualities, they are not the most prominent 
characteristics of the HKCTC brand.

5.Interpretation

The dominance of blues, especially the preference for 
Imperial Blue, indicates that stakeholders see HKCTC as 
a professional and trustworthy authority. The presence of 
greens and yellow-orange suggests a balance between growth 
and vibrant energy, which could be important elements of 
HKCTC's brand personality. The variety of colours chosen, 
while generally leaning towards cool hues (blues and greens), 
indicates a brand viewed as stable and professional but with 
a dynamic edge (as suggested by the warmer yellow and 
orange tones).

To develop a cohesive brand strategy based on these insights, 
HKCTC might consider adopting a primary colour palette 
that heavily features blues to maintain and enhance the 
perception of trust and reliability. Accents could include 
greens to emphasize growth and innovation and yellow-
orange for enthusiasm and approachability. The sparing 
use of purples, red, grey, and black could be strategically 
employed in branding materials to add depth and highlight 
specific aspects of the brand's personality as needed.

Logo

The analysis of the selection between the current HKCTC logo 
and the marketing logo featuring the slogan 'Tested Certified 
In Hong Kong' suggests a preference among participants for 
the latter.

1.Current Logo (4 selections)

The current logo was chosen by a smaller number of 
participants, which may suggest that while it is recognized 
and has established equity, it might not be as effective in 
communicating specific messages that stakeholders deem 
important.

Familiarity vs. Impact: 

The current logo's lower selection rate might reflect a 
desire for evolution in the brand's visual identity to better 
communicate its value proposition or to refresh its image in 
the eyes of stakeholders.

Need for Refreshment or Redefinition: 

The preference for the marketing logo may be a call for 
HKCTC to consider redefining its visual identity to more 
closely align with the brand's messaging and the values of its 
stakeholders.

2.Marketing Logo (8 selections)

The marketing logo received twice as many picks as the 
current logo. The inclusion of the slogan 'Tested Certified 
In Hong Kong' within the logo likely resonated more with 
participants. This could indicate several things:

Local Pride and Recognition: 

The specific mention of "In Hong Kong" may evoke a sense of 
local pride and could suggest that stakeholders value a strong 
regional identity and association with the Hong Kong brand.

Communicating Core Functions: 

The words "Tested Certified" clearly communicate the 
primary function of HKCTC, which could mean that 
stakeholders appreciate direct and explicit messaging in the 
logo that delineates the organization's core activities.

Perceived Value in Explicit Messaging: 

The preference for this logo suggests that stakeholders see 
value in having the certification message as a clear visual 
element, potentially believing that it enhances the brand's 
communication strategy by immediately informing viewers 
of the organization's purpose.

CHAPTER 3 HOW DO WE EXPLORE AND ANALYSIS?
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Feedback from participants indicated their valuable 
contributions through recommendations on how HKCTC 
can enhance its services, streamline processes, and improve 
overall customer experience. Through the workshop series, 
HKCTC aims to understand how stakeholders perceive 
HKCTC’s brand and refine its positioning, develop empathy 
for users, map their journey, and refine offerings to meet 
their needs effectively, clarify and align HKCTC’s brand 
identity, values, and services with industry expectations, 
driving positive organisational change and fostering stronger 
relationships with stakeholders.

Chapter 1: What Is Our Starting Point?

The “Co-design Thinking Workshop” serves as a platform for 
organisational rebranding within the Hong Kong Certification 
and Testing Centre (HKCTC). Developed in partnership 
with the HKCTC, the workshop series aims to gain a holistic 
understanding of HKCTC’s brand, encompassing both 
internal and external perspectives, it ensures comprehensive 
insights and provides an efficient approach to redefine and 
align HKCTC’s brand identity, perception, and services.

1.1 Background

CHAPTER 1 WHAT IS OUR STARTING POINT?

1.2 Workshops Overview

Over 3 weeks from 3 January to 22 January 2024, the 
workshop series conducted 4 sessions, comprising 6 sections 
in 3.5 hours. These sessions were held at the Living Lab, 
School of Design. The workshops were strategically curated 
for different stakeholder groups, allowing participants to 
fully engage with the content and apply their understandings 
and experiences from the industry in real-world scenarios.

The workshop series encompassed a wide array of activities, 
including Brand Perception exercise, Empathy Mapping, 
Persona Development, Value Proposition Mapping and User 
Journey Mapping. Participants were encouraged to embrace 
innovative thinking throughout the workshops.

The highlight of each workshop was the final presentations, 
where participants showcased their understanding of 
HKCTC’s brand and positioning and their expectations of 
HKCTC’s functions. These presentations highlighted the 
justification of the workshop series and demonstrated the 
participants’ ideas for further implementation.
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2.2 Roadmap

Brand Perception Exercise

Activities: 

Engage participants in group brand 
perception exercise followed by a group 

discussion.

Objective: 

To capture initial impressions of HKCTC's 
brand and identify shared perceptions or 
divergent views among the participants.

Empathy Mapping

Activities: 

Introduce empathy mapping and guide 
participants through creating their 
own maps to explore stakeholders' 

perspectives.

Objective: 

To gain insights into stakeholder needs 
and experiences, identifying pain points 
and opportunities for the HKCTC brand.

Persona Development

Activities: 

Create detailed stakeholder personas, 
discussing and refining as a group 

to agree on the most representative 
personas for each group.

Objective: 

To develop a deep understanding of 
the target audience's characteristics, 

behaviors, and needs, aiding in the 
personalization of service offerings.

➊ ➋ ➌

Duration: 20 min Duration: 30 min

Break Refreshment

Duration: 25 min

Value Proposition

Activities:

 Formulate value propositions that 
directly address the refined user journeys 

and stakeholder needs.

Objective: 

To define the unique benefits and 
relevance of HKCTC's offerings, ensuring 

alignment with user expectations and 
market demands.

User Journey

Activities: 

Analyze and refine user journey maps 
based on previous research, with inputs 

from all participants.

Objective: 

To critically assess and enhance the 
understanding of the stakeholder's 

interactions with HKCTC, pinpointing 
areas for improvement in the user 

experience..

Shaping the Future Experience

Activities: 

Engage in a discussion to co-create 
a future user journey, incorporating 
collective aspirations and common 

ground identified earlier. As well as to 
develop a forward-looking scenario.

Objective: 

To validate the strategic direction 
informed by outcomes from previous 

activities and research.

➍ ➎ ➏BreakRefreshment

Duration: 20 min Duration: 20 min Duration: 30 min

In Workshop 1, the inclusion of role-play council members 
serves as a strategic approach to simulate the perspectives 
and behaviours of real stakeholders within the Testing and 
Certification (T&C) industry. This role-playing exercise is 
designed to provide the research associates with a nuanced 
understanding of stakeholder dynamics and interactions, 
allowing for the exploration of common patterns and 
differences between role-play council members and real 
stakeholders.

The contributions of role-play council members with those 
of real stakeholders are compared after all 4 workshops 
are conducted. This comparative analysis enables them 
to identify common patterns in stakeholder perspectives, 
behaviours, and objectives, while also highlighting key 
differences between simulated and authentic industry 
experiences.

Participants: (each group role-playing 1 stakeholder)

Workshop 1: HKCTC Council Members
Workshop 2: Practitioners
Workshop 3: Services Users
Workshop 4: Students

2.3 Participants and their roles in the 4 
different workshops

CHAPTER 2 WHAT IS OUR APPROACH

HKCTC 
Co-Design Workshop Report
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This  project focuses on:

➊ Rebranding the CUHK (The Chinese University of HongKong)
Art Museum's visual identity with unique experience.
➋ Revitalizing a legible and unified wayfinding system.

Tackled Problem:

➊ Distinct architectural & visual elements due to the expansions of 
museum space.
➋ The versatile use of each galleries & space changing user flow 
(some galleries and entrances may be closed depending on the 
ongoing exhibition)

Solution:

➊ Create visual identity with grid system, patterns that distinguish 
and unify the museum
➋ Wayfinding Tool kit for the staffs to fully utilise the versatility of the 
museum.

Design team: 
Ham Jina, Angel Lung, Jason Man

Client:
Chinese University Art Muesum
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Pictograms
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