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manifesto: design for communication.
smart concepts. groovy colours. all 
challenges relished. all media covered.
saving the planet. open 24 hours.

When we say that we design 
sustainably, the response is often 
a slightly quizzical look.We think 
the best way to define it is by 
example. So.What can design 
do to combat climate change? 
Here is our starter list:

1. re-thinking
2. re-using
3. using friendly materials
4. saving energy
5. sharing new ideas
6. designing to last
7. staying local, buying ethical
8. supporting what we believe
9. inspiring, having fun
10. saving money

1. 2. 3. 4.

5. 6. 7. 8.

9. 10.



1.
re-thinking
We step back and think before we 
dive in to find a different way to 
communicate our clients’needs.

No Shop 
Friends of the Earth
The client asked for a poster to encourage
people to stop shopping – and consider 
their consuming habits – for the UK’s first
International No Shop Day. Instead we 
fought fire with fire, using the language of
shopping – sale signs, shopping bags, a
‘shop’ stripped of goods – to form a No Shop
brand and turn consumerism on its head.
No Shop was reported over twenty networks
and newspapers and has since appeared in 
many books, magazines and exhibitions.

Envelopes 
thomas.matthews
When a billboard campaign is launched, 
hundreds of extra posters are printed just 
in case the campaign is extended. These 
end up gathering dust stacked high in a 
warehouse. We used some to create our 
own envelopes – no printing required, and
each one is uniquely beautiful. 

2.
re-using
We aim to achieve more with less.
We re-use things to create new.
(Then when all is said and done,
we recycle).



Your Ocean
The National Maritime Museum
Possibly the most sustainable permanent
gallery in the UK. Designed using innovative
recycled and reclaimed materials and 
construction methods geared to minimise
waste and energy. Your Ocean describes 
how our everyday actions and choices 
affect the health of the oceans. Footnotes 
throughout describe the sustainable 
methods used to create the exhibition.

3.
using friendly 
materials 
Whenever we can we use recycled
and innovative products and 
ask suppliers to stock eco-friendly 
materials.We avoid specifying 
(and wasting) environmentally 
harmful materials.

London 2012 roadshow 
Olympic Delivery Authority
A unique community consultation programme
used a fleet of modified bikes, visiting venues
across five East London boroughs. Public 
participation was encouraged using a kit of
Polaroid cameras, stickers, pens, leaflets and
other interactive materials. Using bikes was a
positive message not only about sustainability
but also about the Olympics and the role of
sport and healthy living.

4.
saving 
energy
We reduce our clients’carbon 
footprint by using sustainable 
energy sources. People power 
is best, or failing that, renewable
energy is becoming more 
efficient.We design to minimise
energy demand.



Pavilion at Glastonbury
The British Council
We brought together a team that included 
engineers Structure Workshop and furniture
designer André Klauser to design and build 
a flat-pack, reusable, eco-friendly structure.
The frame is made from locally grown sweet
chestnut while the stretched fabric is a 
non-PVC alternative.

5.
sharing 
new ideas
We seek out and use new 
technologies and materials and 
collaborate whenever we can.
Two heads are better than one.

Regeneration of Aldgate Subways
Cityside Regeneration, Tower Hamlets, 
Corporation of London
Fresh graphics and a colour-coded wayfinding 
system regenerated a confusing, drab 28-exit
London subway. Graphics incorporate texts
and images from local artists. Vitreous enamel
– the material used for London Underground
signage – makes for beautiful results that will
withstand years of wear and tear. 

6.
designing 
to last
We want to design things that last 
by specifying the right material 
for the job. This avoids the need 
for replacement (and a double-
whammy on cost and materials).
‘Lifetime costing’makes you look 
at the big picture.



Earth Centre print and interpretation 
Earth Centre and The Millennium
Commission
We worked with local printers and suppliers
wherever possible on our interpretation and
print for the Earth Centre in Doncaster. An
excellent Sheffield printer printed the visitor
guides. Covers were created from used plastic
bags collected in a local shopping centre,
melted down and transformed into colourful
and unique pieces.

7.
staying local,
buying ethical
We work to find good local suppliers
for each job, to avoid the extra 
energy and pollution created by
lengthy transport, and to strengthen
the local community and economy.
When we can’t buy locally, we
source ethical suppliers.

Get On Board 
ActionAid International
Identity and campaign material to highlight
third world debt to world leaders at the G8
Summit. A bus travelled from Johannesburg 
to the summit in Edinburgh, collecting 
thousands of personal messages on poverty
along the way.

8.
supporting
what 
we believe
We work for clients who push 
agendas we care about: better 
recycling, fighting climate change,
tackling hunger, raising money 
to make good things happen.



What Comes Around Goes Around 
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Devised to get a college to start recycling, 
we put a week’s worth of actual college 
waste on display: 5700 polystyrene cups and
1600 cans. Our research showed the college
that it could save money by separating and 
recycling its waste. Meanwhile our mugs sold
in the canteen as an alternative to polystyrene 
raised the money to buy recycling bins.

9.
inspiring,and
having fun
We want to create design that is
beautiful, clever and sustainable all
at once. The projects tell their own
sustainable story, to encourage 
others to get on board.We hope 
that by having fun our enthusiasm
will be contagious.

10.
saving money
...and finally, we demonstrate 
to our clients that thinking 
‘sustainable’can save resources
and money. Saving waste and 
energy and making a product 
work harder is smart.We, and 
our clients, often have to think 
harder and more creatively to 
find sustainable solutions.

Wrapping paper and greeting cards
The Green Card Company
Wasteful as they may be, wrapping paper 
and cards are still a seasonal mainstay. 
We developed designs which worked as 
both full sheets and cut into smaller cards, 
so that only one set of printing plates was
needed. Printed on post-consumer recycled
paper with vegetable-based inks.  



Becoming carbon positive
thomas.matthews is going ‘carbon positive’ in
2007. We are assessing our energy use, waste
handling and other business habits to reduce 
our carbon footprint. What we can’t reduce, 
we will offset through helping to fund a variety 
of ‘greening’ projects. Through these steps we
can become carbon neutral. 

The next step is to become ‘carbon positive’:
working to inform and encourage a change 
in the habits of our associates and clients so
that they too can combat climate change. 

talk to us
Get in touch to tell us what we’ve
missed out and who we should be
talking to.Visit thomasmatthews.com
to learn more about our working
methods and to join in an ongoing
conversation about sustainability,
good design, and what’s next.

glossary

carbon neutral
Counteracting carbon dioxide; a greenhouse gas that is
released when fossil fuels are burned. A company can
become carbon neutral by assessing and reducing 
energy use, and then calculating the remaining energy
used and counteracting or ‘offsetting’ it by other activities,
for example helping to fund renewable power sources.
Visit climatecare.org.

carbon positive
The next step after becoming ‘carbon neutral’. Not only
counteracting the carbon dioxide that you create but also
informing and encouraging a change in the habits of 
others to combat climate change. Visit carbonsense.org
under ‘the carbon journey’.

ecological footprint
The size of your ‘footprint’ represents the area of the
Earth’s surface necessary to sustain your resource 
consumption. (If the entire world lived like Americans, 
we would need five planets.) Calculate your footprint 
at bestfootforward.com

embodied energy
Embodied energy covers all the energy needed to 
extract and process, transport and assemble a material 
or resource. (See also ‘lifetime costing’.)

lifetime costing
Assessing the environmental impact of a product based on
how much energy and materials it uses or wastes through-

out its whole life cycle. For example it may seem best to
use a recycled material. However if it is not hard-wearing
and must be replaced over and over, it could translate to
more energy over the course of the product’s life than 
a harder-wearing alternative.

post-consumer waste
An end product which has reached the consumer, been
used and then recycled rather than gone to a landfill.
Contrast with ‘recycled paper’. 

pvc
Polymer of vinyl chloride; an extremely common plastic
used in graphic display products such as banners and
signs. Producing it creates toxic chemicals, and at the 
end of its lifetime it must be buried or burned. Burning 
it produces hydrochloric acid. Pressure must be put on 
suppliers to stock and use PVC alternatives.

recycled paper
Contains at least some waste fibre, but this may be a 
small proportion or may just mean offcuts from the printer.
Nearly all virgin (i.e. non-recycled) paper fibre used in the
UK is imported. Contrary to old myths, recycled paper is
NOT necessarily more expensive than other papers.
Contrast with ‘post-consumer waste’. Visit twig.uk.com.

soy-based inks
Inks created with a vegetable base rather than a traditional
petroleum base. Soy-based inks produce just as high-
quality printed results. Printers using soy-based inks can
be found on twig.uk.com. 

sustainability
Meeting the needs of the present generation without 
compromising the ability of future generations to meet their
own needs. Sustainable design reduces environmental
impact while maintaining or even improving quality of life.
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thomas.matthews is a communication 
design company established in 1998.
Our projects include everything from 
interactive exhibitions to campaigns 
to websites to community consultation.
Our clients are local, national and 
international – from architects to 
museums to charities to governments.
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