
 
 
 
 
 
 
 
 
 
 

 
 
 
 
THE SECRET LIFE OF STUFF 
 
 
 
 
 
 
 
 
 



TREATMENT 
TAGLINE: 
How much do you really know about how your products are 
produced? 
 
BACKSTORY & CONTEXT: 
In the age of convince most people have no idea where and how 
the products they use every day are produced. With anything 
anyone could ever want available cheaply at the nearest Walmart 
or with a click of a button online, it is incredibly easy for the modern 
citizen to not consider the ethical and environmental impacts of their 
buying habits. This includes everything from food to clothing to 
household products. The project will show how animals and workers 
are exploited for these products as well as the carbon footprint 
caused by production and transportation. The goal of this project is 
to spark change by inspiring people to making better decisions as 
consumers. This project would ideally be launched on October 16th, 
2017, the UN’s World Food Day, since one of the main focuses of this 
project is choosing more sustainable food choices. 
 
SYNOPSIS: 
“The Secret Life of Stuff” is a social campaign aimed at showing 
Americans the ethical and environmental impacts of their buying 
habits. This campaign will have several different applications 
including: an interactive installation, a website, as well as an app 
and social media accounts. The interactive installation would allow 
users to pick up different products and place them on a console 
where information about how that product was made and the 
impacts it has will be graphically shown on a screen. Each product 
will have a sensor embedded inside of it that will interact with an 
Arduino which will be inside of the console. The website will have 
information about the campaign and show videos of the installation 
as well as short documentaries on the different products. The app will 
allow users to search different products and read about the ethical 
and environmental impacts of those products and find more 



sustainable alternatives. By using both digital and analog 
applications of this project it will be able to reach a wide variety of 
people. 
 
PLOT POINTS: 
Scenario 1 

•   User interacts with installation 
•   User follows campaign on social media 
•   User then downloads app 

Scenario 2 
•   User sees mini-doc on social media 
•   User goes to the website 
•   User visits the installation 

 
SCRIPTS: 
Beef: 
 As far as food choices go, eating beef is one of the worst things you can 

do for the environment.  
 

14.5% of all greenhouse gas pollution can be attributed to livestock and 
65% of that comes from raising cattle.  
 
When compared to other animal products beef produces five times the 
amount of greenhouse gas emissions, uses 28 times more land and 11 
times more water. 
 
Just eating one hamburger is equivalent to the amount of water the 
average person uses showing for two months. That’s 660 gallons of water.  

Animal agriculture is responsible for 91% of Amazon destruction and cattle 
ranching is one of the worst offenders. 

110 Species are lost every day from rainforest destruction. 

While 1.5 acres of land can produce 37,000 pounds of plant-based food, 
the same amount of land can only 375 pounds of meat. 

So, what can you do? 



On average Americans eat 3 times more meat than other countries. If we 
can work to reduce our beef consumption we can greatly reduce the 
negative effects on our environment. 

While cutting out beef completely would be the ideal solution just eating 
one less burger a week has the same effect as taking your car off the 
road for 350 miles. 

Cosmetics: 

The cosmetics we use can have some pretty scary effects on our 
environment. BHA and BHT are common preservatives used in cosmetics 
and they have been show to kill fish as well as cause genetic mutations in 
amphibians.  

DEA is a compound that can be found in almost all cosmetics. It’s what 
allows our cosmetics to have a creamy texture. When DEA accumulates 
in the environment it can be fatally toxic to plankton, fish and amphibians.  

So, what can you do? It’s as simple as reading labels and avoiding buying 
products that contain chemicals that have been shown to harm our 
environment.  

Plastic: 
 

So. most of us know that plastic is bad for the environment but why 
exactly is it so bad.  
 
First off, in order to produce plastic petroleum is used. About 5% of the 
world’s oil production is used to make plastics and about the same 
percentage of oil is consumed as energy in the process. 

Additionally, plastic is not biodegradable, it’s photodegradable meaning 
it breaks down in sunlight. But this doesn’t mean it disappears, it means 
that the plastic is broken down into tiny micro fragments that are easily 
consumed by wildlife. This process releases dangerous toxins into the 
environment.  

Every square mile of ocean contains 46,000 pieces of plastic floating and 
over 1 million sea creatures die each year from this contamination of their 
habitat. 



Recycling is often offered as the solution to the plastic problem but 
recycling actually use a ton of energy. While recycling is certainly better 
than not recycling, the best solution is to start reducing our use of plastics. 

The idea of cutting out plastics can be very daunting. It seems like 
everything we buy is wrapped in plastic. However, a little effort can go a 
long way. Say no to plastic bags and try to avoid buying products that 
are excessively packaged in plastic.  

USER-CENTRIC SCENARIOS: 
This section will describe the three primary target audiences and why 
they will want to participate this campaign. 
 
Children(8-13): Children will be interested in the instillation aspect of 
this project because it is colorful and uses toys. The animation will 
appeal to them as well. The information is a little too heavy for them 
to completely understand but it will get their parents interested in the 
topic. 
 
Teenagers (14-18): Their point of entry is most like to be on social 
media. Teenagers will see the campaigns content on social media 
and by visiting the social media pages of the campaign they will be 
directed to downloading the app. Some teenagers by also enter the 
campaign by first participating in the installation and then following 
the project on social media. Some but not all teenagers will be 
interested in this project because they are beginning to 
understanding the impact that their actions have and large portion 
of the want to make a difference in the world.  
 
Millennials/Young Adults (18-30): Young adults will be largest group 
to interact with campaign because this age group is highly socially 
conscious and is more willing to making changes in their everyday 
habits. Young adults may enter the campaign either through social 
media or by participating in the installation. Because millennials are 
buying their own products unlike teenagers are most will to change 
their habits they are the most likely group to download and use the 
app. 
 



Gen-X (30-50): Gen-Xers are most likely to enter the campaign 
through participating in the installation because they spend less time 
on social media then younger generations. They will then be 
directed to website where they can view more content. 

 
 
 
 
 
 
 
 
 
 
 
 



FUNCTIONAL SPECIFICATION 

MULTI-PLATFORM FORM: 
The installation is the tent pole of this project. User will learn about the 
installation through poster around town as well as social media posts. 
After attending the installation users may choose to follow the 
project on social media, download the app or visit the website to 
learn more. On the website users will be able to see extended 
versions of the infographics from the installation and learn about 
other environmentally harmful products. They will also be able to see 
information about downloading the application. The application will 
provide users with list of alternative products in place of harmful ones 
as well as provide information on why those products are harmful. 
Through following the Facebook and Twitter of the project users will 
see relevant articles about the issue and see updates on the project. 
Social media will be the primary way that users will be able provide 
feedback.  

RULES OF ENGAGEMENT: 
Users will be interacting with this project through many different 
platforms. Many users will enter this project through attending the 
installation and interacting with the piece. Users will enter the 
installation room and see a platform with three objects. A plaque on 
the platform will prompt the users to place an object on the platform 
against the wall to reveal it’s “secret life”. The second platform will 
be underneath a monitor. When the user places an object on the 
platform and animated infographic video will play on the monitor. 
After the video is finished the monitor will prompt the user to pick 
another object to learn about or download the application and visit 
the website. After seeing the installation users may choose to visit the 
website, follow the project on social media or download the 
application. 

PLATFORMS AND CHANNELS: 



•   Installation: The installation will be a physical event that users 
can attend to interact with the piece. This includes the physical 
objects and the infographic videos that will be displayed 

•   Website: The website will contain more information about the 
environmental impacts of certain products as well as the mini-
docs/extended infographic videos 

•   Application: The application will allow users to find alternative 
to product while on the go. It will have a barcode reader that 
allows users to scan products while shopping and give them a 
list of alternative products that are better for the environment.  

•   YouTube: The extended infographics or mini-docs will be posted 
on the YouTube channel. Users will be able to interact with 
these videos by liking or commenting on them.  

•   Facebook: Facebook will be used to share relevant articles 
related to the project, to share updates and pictures of the 
installation and will allow users to interact by reacting and 
commenting on posts.  

•   Twitter: Twitter, like Facebook will be used to share relevant 
articles and updates on the project. Users will be able to 
interact by tweeting at the twitter profile, favoriting tweets, 
retweeting tweets and commenting on tweets. 

SERVICE BUILD OVERVIEW: 
Project Web Builds Existing Resources 

and Other Services 
Project Non-Web 
Based Builds 

The Secret Life of 
Junk website 

Facebook Page Installation 

 Twitter Account Promotion Posters 
 YouTube Channel 

(3 videos) 
App  
(android & iPhone) 

USER JOURNEY: 



 
KEY EVENTS: 

•   The user sees posters and advertisements that lead them to go 
to the installation 

•   The user interacts with installation and follows the project on 
social media 

•   The user interacts with installation and downloads the 
application 

•   The user interacts with installation and goes to the website to 
find out more information.  

•   The user sees a post about the installation and goes to the 
installation 

•   User goes to the website and downloads the application 

TIMELINES: 
WEEK 1 WEEK 2 WEEK 3 WEEK 4 

Finish basic 
Arduino code 
& gather 
information 
needed for 
infographics 

Finish first 
infographic 

Finish second 
infographic & 
test Arduino & 
processing 

Finish third 
infographic & 
set up 
instillation 



Develop 
Website 

Develop 
Website 

Develop 
Website & 
User Testing 

Launch 
Website 

  Upload 
extended 
versions of 
infographics 
(mini-docs) to 
YouTube 

Launch 
YouTube 

Develop 
Application 

Develop 
Application 

Develop 
Application & 
User testing 

Launch 
Application 

  Design 
promotional 
posters 

Send out press 
release 

  Develop 
Facebook 
page 

Test Facebook 
page and 
launch  

  Develop 
Twitter  

Test Twitter 
and launch 

 

 

INTERFACE AND BRANDING: 
This project will be branded using “The Secret Life of Junk” cross-
platform. All social media will use this title and website will be 
secretlifeofjunk.com. The piece will have a consistent logo that will 
be used to watermark all promotional materials and will appear at 
the end of each video.  

 



DESIGN SPECIFICATION 

DESIGN AESTHETIC:  

 
 

 



BRANDING AND DESIGN GUIDELINES: 
I picked a childlike in color scheme of bright red, yellow, green and 
blue because the goal for the overall feel of the project is fun and 
exciting. I chose to go with fun and childlike design elements for this 
project to juxtapose and balance the serious nature of the topic. 
When people are confronted with how their actions may be hurting 
the environment this can often be overwhelming and cause people 
to disengage. By using fun and light hearted design elements the 
users stay engaged because they don’t feel like they are being 
scolded or told they are wrong. Instead they can feel like they are a 
part of the movement towards sustainability. 

STORYBOARD: 

 

 

 

 

 

 

 

 

 

 



LOGO & COLORS: 
I chose the colors red(#EE4C33), yellow(#F8BD35), green(#AED243) 
and blue(#9CDAEE). I chose these colors because they are childlike 
and convey playfulness. Additionally, they match the colors of the 
children’s cash register used in the installation. I wanted a playful feel 
for the logo because the project aims to convey an important 
message in a fun and interactive way. The logo design shows a 
green circle being pealed back to show a red one. This symbolizes 
the “secret life” of certain products, i.e. a product may look harmless 
but upon further investigation we realize the negative effect it has on 
the environment. The logo will be used on the front of the installation 
podium, website, app, and on all social media accounts. It will also 
be incorporated into the intro scene of each of the kinetic 
infographic videos.  

 

 

 

 

 

 

 

 

 

 

 



SYTLE GUIDE: 
Color scheme above 
 
Fonts: 

  

MEDIA DESIGN STYLES: 
In addition to visual elements this project will have a few audio 
elements. The kinetic infographic videos will have a voice over that 
will use an upbeat woman’s voice. The video will also have 
background music which will be light acoustic and upbeat as well. 

FULL ASSETS LIST: 
Foundational Items: 

Logo 
Font: Comfortaa 
Colors: #EE4C33, #F8BD35, #AED243, #9CDAEE 
Name: The Secret Life of Stuff 
Tagline: How much do you really know about how your 
products are produced? 

 
Digital Items: 

Website 
App 
Social media accounts 
YouTube account 
Videos 
 

Physical Items: 



 Installation: 
  Arduino 
  Laptop  
  RFID sensor 
  Toys/Products 
  RFID cards 
  Podium 
  Monitor 

Flyers 
Posters 

 

 
 
 
 
 
 
 
 
 



TECHNOLOGY SPECIFICATION 
TECHNOLOGY PLATFORM VISION: 
The website will be using HTML5 and CSS. We will be using HTML5 
because this is the language that most web browsers use.  In using a 
language that is widely used, it makes it more accessible to people 
who use different browsers such as Firefox or Safari.  We’re using CSS 
because the style sheets give the layout of page and can be linked 
to web pages using HTML5. With HTML5 and CSS, the site is 
accessible to users who also want to access the website from their 
mobile device.  
 
To host the videos, we will be using YouTube.  YouTube is a free video 
service online, and to make an account all you need is an e-mail.  
YouTube is more commonly used over other video sites such as 
Vimeo.  This means that more people are likely to find the account. 
On YouTube, you can upload as much content as you want in a 
week and it is not limited.  Once the videos are uploaded to 
YouTube, they will be embedded on the website.  The reason we’re 
going to embed them on the website is so that the videos are not 
taking up data to transfer over to the users computer.  In the 
description of the YouTube videos, there will be a link to the website 
so people can go to it to find more information. 
 
For the social media sites, the project will use Twitter and Facebook.  
Both Facebook and Twitter have a wide range of users from 
teenagers to older adults. Social media will be used as way to 
update user on any new information about the project as well as 
share relevant articles and videos.  
 
The app will have both a Google version and an Apple version so 
that users with both Android and iPhone will be able to use it. 
Android users will be able to download the app from the Play Store 
and iPhone users from the App Store.  
 



Physical flyers and posters will be used to promote the instillation 
itself. With these flyers, they’ll be able to catch anyone who doesn’t 
frequently use the Internet. 

UNDERLYING MAGIC: 
The magic of the project is how the instillation engages users in a 
hands-on learning process. By creating a physical experience users 
are more likely to want learn more about the project and use the 
app. When people just watch a video on social media or visit a 
website online it’s very easy to distance themselves from the 
situation. When the information is physically presented in front of 
them it become much more real and memorable.   

SERVICE BUILD INFRASTRUCTURE: 
The website will be built using HTML 5 and use CSS sheets for the style 
of the layout of the content.  HTML 5 and CSS can be read by most 
browsers that the public uses.  Using a universal language, adds 
more accessibility to users who use different web browsers. 
 
YouTube will be hosting the videos.  The videos will be uploaded as 
an MP4, which is the file format for most videos.  The title of the 
videos will be “The Secret Life of Stuff: whatever product”. After 
these videos are uploaded, they will be embedded into the website.  
If people decide to subscribe to the channel, then every time there 
is a video uploaded it will appear on that user’s subscription page. 
 
On Facebook, The Secret Life of Stuff will have its own page that 
people can ‘Like.’  When liking the page, people will then get 
updates on their Newsfeed when the page share articles or updates 
about the project.  
 
For Twitter, The Secret Life of Stuff will have its own account. This 
page will generally be used in the same way as Facebook but post 
will be less detailed and almost always include a link to the website 
or an article because of the character limit.  



DEVICE METHODOLOGY: 
The design for the website on mobile devices will be specified in the 
CSS style sheets. Using the style sheet with aid of bootstrap the 
website will be highbred of adaptive and responsive design. Certain 
elements will be fluid but there will be clear breakpoints for 
smartphone and tablet sizes.  

USER MANAGEMENT: 
One of the ways that our users will interact with our project is through 
already established platforms. Users will be using Facebook, YouTube 
and Twitter in order to follow the project. All of these platforms have 
integrated ways to manage users. 
 
When using the app users will have to create a simple profile using a 
user name and password so that they have the ability to save and 
personalize parts of the app.  
 
The website will act as more of a static resource so there will be no 
user management need there.  
 
CONTENT MANAGEMENT: 
 
We will be using third party hosting for some of the elements of our 
project including Facebook, YouTube and Twitter. One benefit to 
using these platforms is that we don’t have to create our own 
application to allow users to follow the project. This allows us to 
greatly reduce the production time and resources for the project. It 
also makes the project more accessible to users because most of 
them already have either Facebook profiles or Twitter accounts. The 
cons of using these third-party platforms is that we have less control 
over how content is displayed and organized. These platforms have 
a set format for how posts, pictures and text are displayed. This 
requires us to tailor our content to work with these preset formats. 
However, the pros of using already existing social media out way the 
cons. The affordability and time effectiveness of using these 



resources is worth sacrificing control over how content is presented. 
The preset platform will work well to display the pictures and text we 
want to share with our audience. 
 
The 3-main elements of the projects will be built specifically for the 
project: the website, the app and the instillation. To create the 
website. we will need to purchase a URL and have access to a 
server. The cons of creating a website from scratch is that it cost 
money while most third-party platforms are free. We will so need to 
hire a web developer to create the website which will be an added 
cost. One benefit of creating out own website is that can complete 
customize it to our needs.  
 
We will also need hire an app developer and UX/UI designer to 
create the app and make sure it is compatible for iPhone and 
Android.  

CODING & BUILDS:  
The website will be coded using HTML5 and CSS and use Bootstrap 
as a means to make the design responsive. The website will take one 
month to develop.  
 
The app will most likely be coded using Objective-C for iPhone and 
Java for Android. The app will also need a database to keep track 
of profile information. The app will take longer than the website to 
develop: 3 - 5 months.  

QUALITY ASSURANCE TESTING: 
The most important part of the quality assurance testing will be the 
user experience test on both the app in the website. To do this we 
will give a group of different people tasks to complete on the 
website and app and see how well they can complete. We will then 
take in their feedback and see where problems arise and make 
adjustments accordingly. 
 



Month 1 Month 2 Month 3 Month 4 

Design 

Website 

Develop 

Website 

Test website  
Revisions to 
website 
Imbed 
YouTube 
videos 

Launch 

website 

  Develop 
printed 
materials 

Print and 
distribute 
printed 
posters and 
flyers 

 Design App Develop App Test app Launch App 

Create videos Create 
Arduino 
Sensor Set-Up 

Create 
physical 
environment 

Install 
instillation 

  Develop 
Twitter Page 

Test and 
Launch Twitter 

  Develop 
Facebook 
page 

Test Facebook 
page and 
launch  

 

 
 
 
 



BUSINESS & MARKETING 
GOALS: 
The goal of the user through this project initially is to have fun and 
play with the instillation. When the user goes to the website their goal 
is to learn more about the project or being a conscious consumer. 
When the user decides to download the app their goal is to learn 
about how they can live more sustainable through the products that 
they buy.  
 
The goal for the creative team is to help raise awareness about how 
certain product and good are damaging the environment and 
show the public that being a conscious consumer can really make a 
difference. Through raising awareness, we hope that people chose 
to make more sustainable choices. 
 
The economic goal for this project is to causes a social good.  The 
social good of this service is that the public will become more aware 
of the harm that they are causing the environment. This will create a 
ripple effect that will cause more people to evaluate how their 
actions effect the world around them.  

SUCCESS INDICATORS: 
A success indicator for the creative team’s goal would be that 200 
people interact with the instillation. Of these 200 who interact with 
the instillation we hope that 15%(30 people) of them download the 
application. We hope have another 30 people download the 
application coming from other entry points like social media or word 
of mouth. The goal would be to have 60 people download the 
application with in the first month of the project. If this goal is met we 
would then set up the instillation in a new location to gain more 
momentum for the project.  

 



USER NEED: 
Users that enter this project through the instillation because the 
element of fun. By either seeing or hearing about the instillation they 
will want to play with project to see what it’s about. After learning 
about negative environmental impacts of some products users will 
be inspired to make changes in their buying habits. Since this process 
can seem challenging users will want to download the app so that 
they can more readily determine what and what not to buy. (Some 
users will download the app because they are already interested in 
making more sustainable choices.) 

TARGET AUDIENCE & MARKETING: 
The Secret Life of Stuff campaign will attract teenagers, millennials 
and Gen-Xers. Teenagers will be the youngest target audience for 
this project. Their point of entry is most like to be on social media. 
Teenagers will see the campaigns content on social media and by 
visiting the social media pages of the campaign they will be 
directed to downloading the app. Some teenagers by also enter the 
campaign by first participating in the instillation and then following 
the project on social media.  
 
Young adults will be largest group to interact with campaign 
because this age group is highly socially conscious and is more 
willing to making changes in their everyday habits. Young adults may 
enter the campaign either through social media or by participating 
in the installation. Because millennials are buying their own products 
unlike teenagers are most will to change their habits they are the 
most likely group to download and use the app. Since most 
millennials have smart phones and want to be conscious of their buy 
habit they will be most interested in the app. 
 
Gen-Xers are most likely to enter the campaign through 
participating in the installation because they spend less time on 
social media then younger generations. They will then be directed to 



website where they can view more content. They will be pulled in by 
the fun interact aspect of the project.  

BUSINESS MODEL: 
In order for The Secret Life of Stuff to be executed, it will rely on 
donations and sponsorships. There will be a Kickstarter campaign to 
raise money for the initial costs. Since this service is for a social good, 
we aim to keep it non-profit.  We also want to keep the website and 
app free to users and will not have users pay for using it. The Secret 
Life of Stuff will also raise money through sponsorships through 
reaching out to environmental groups that would be interested in 
supporting the project. We will also look into any grants that may 
apply to project of this nature and apply for those.  

PRODUCTION, BUDGET & TIMELINE: 
Website (Web Developer & 
UX/UI Designer) 

5,000 
App (App Developer & UX/UI 
Designer) 

20,000 
Instillation 200 
Printed Materials 150 
TOTAL $25,350 

 
Month 1 Month 2 Month 3 Month 4 

Design 

Website 

Develop 

Website 

Test website  
Revisions to 
website 
Imbed 
YouTube 
videos 

Launch 

website 

  Develop 
printed 
materials 

Print and 
distribute 
printed 



posters and 
flyers 

 Design App Develop App Test app Launch App 

Create videos Create 
Arduino 
Sensor Set-Up 

Create 
physical 
environment 

Install 
instillation 

  Develop 
Twitter Page 

Launch Twitter 

  Develop 
Facebook 
page 

Test Facebook 
page and 
launch  

PRODUCTION TEAM: 
•   Art Director 

o   Manages the team 
o   Oversees all content 
o   Keeps track of donations and budget 

•   Content Manager 
o   Manages social media accounts 
o   Updates website 

•   Graphic Designer 
o   Creates kinetic infographics 
o   Designs posters and promotional materials 

•   Web Developer 
o   Creates the backend code for the website 

•   UX/UI Designer 
o   Designs the website and app interface 
o   Accesses usability of the website and app 

•   App Developer 
o   Creates the backend code for the app 

 

 



STATUS & NEXT STEPS: 
So far, The Secret Life of Stuff project in is a preproduction stage. The 
majority of planning for how all the different elements will work 
together is done, and a plan to execute those elements as been 
created. Additionally, prototype of the instillation has been created. 
The next steps for this project would be to start the production 
process and hire the necessary people mentioned in the production 
team in order to execute the time line.  

COPYRIGHT, IP & LICENSING: 
All of IP of the project would be owned by a 501(c) created for the 
project since it’s a nonprofit. All material would be copyrighted and 
owned by this group.  

SUMMARY & CALL TO ACTION: 
Most people have no idea where their products come from, how 
they are produced or the negative effect that they are having on 
the environment. The Secret Life of Stuff aim to educate the public in 
a way that is fun and engage and gets them excited about make 
more sustainable choices. The convince of the app makes it easier 
for consumers to make better choices when shopping. Overall this 
project empowers people to see that they can make a difference 
just by changing their own habits and fosters a culture of thinking 
before purchasing.  

 


