
The Youthwork NRW Campaign. (Empathetic approaches and collaborative design processes). 

Overview 

Describe the product/service before the project (industry sector, target audience etc..): 

The Youthwork NRW (NRW stands for North-Rhine Westphalia, a region in North Germany) is a non-profit 

organization which helps to conduct classes on sexual health and HIV/AIDS/STD prevention in secondary 

schools. It’s objectives stand firmly on the principles of self-respect and respect for others. The aim is to 

empower youth to want to protect themselves and others in as many situations as possible and to educate 

them to treat people who are at risk or already affected with AIDS/HIV responsibly and with solidarity. 

 

There is no Youthwork NRW standalone office but every youthworker works for his or her respective 

agency. There are currently  about 60 youthworkers working across 63 agencies such as AIDS social 

workers, Caritas, the German Red Cross, Pro-Familia, health agencies, Diakonie and the social 

organization of Catholic men. Most of the youthworkers are social workers and work both in large cities and 

in rural areas. They have a  close-knit communication system to develop new concepts and models and 

work from one syllabus in sexual health education and HIV/AIDS prevention. The youthworkers are often 

invited by the schools or parents to conduct their work according to their allocated areas and district. The 

teaching aids are very easy to understand. The controversial issues in sexual health, influenced by culture 

and lifestyle is dealt with both humour to lighten the moment but with a serious message behind it. Each 

session is individual and issues are addressed through  a mixture of games and quizzes. Boys and the girls 

are separated in different rooms to enable intimate and confidential questions and brought forward into the 

classroom again anonymously. 

 

Describe the objective of the project, and the target market and industry sector. 

The new Youthwork NRW corporate identity (logo and website) was developed and approved by 

Youthwork NRW members and the Ministry of Health, Equalities, Care and Aging (www.mgepa.nrw.de) in 

2012. The objective was to have one umbrella identity across all the 7 welfare organizations involved and 

launch a new bigger campaign around the new corporate Identity targeting schools and the public to 

increase awareness.   

 

Lee Shaari, a graphic designer, who developed the original Youthwork NRW logo in 2012. She was 

approached by Youthwork NRW to design this campaign for schools but came up with the idea of a 

collaboration between the students and Youthwork NRW. Lee Shaari also works as a volunteer at the 

AIDShilfe Münster. She felt that the kind of work Youthwork NRW does is very noble and important for 

youths in general not only in Germany. The funding was not possible enough to promote the organization in 

a big way. A lot of the printed materials were done in-house to reduce costs. There were no design manual 

to follow. And that is what non-profits have in common. Lack of funding. At that time, Lee was retraining in 



German and a design student at the Münster University of Applied Sciences. She decided to ask Professor 

Gisela who was onced taught her corporate identity in one of her courses. Professor Grosse who is also 

the director of Corporate Communications Istitute (CCI) organized the collaboration as a semester project 

in September 2013 with 16 students. She also felt that the project was interesting as it would be projecting 

the importance of sexual health and HIV/AIDS/STD prevention to the students too. She said that the 

students and youths can relate better to this topic.  

 

Process 

Describe the design tools or methods and the process used:  

Toolt 1: Design Thinking Mindset: 

The first idea was to exercise a design thinking mindset. A design thinking mindset comprises of an attitude 

towards human-centredness (empathy), collaboration, experimental and optimism. The 4 aspects of Design 

Thinking from IDEO:  Source: IDEO’s Toolkit for educators / www.designthinkingforeducators.com/toolkit/ 

 

Human-Centred - Design thinking begins from deep empathy and understanding of needs and motivations 

of people. 

Collaborative - Several great minds are always stronger when solving a challenge than just one. Design 

thinking benefits greatly from the views of multiple perspectives of others’ creativity bolstering your own. 

Experimental - Design thinking gives you permission to fail and learn from your mistakes, because you 

come up with new ideas, get feedback on them. Given the range of needs your students have, your work 

will never be finished or ‘solved’. It is always in progress. 

Optimism - Design thinking is the fundamental belief that we all can create change—no matter how big a 

problem is, how little time or how small a budget. No matter what constraints exist around you, designing 

can be an enjoyable process. 

 

The role of empathy and collaboration in design thinking was highlighted in the design research in this 

campaign. Empathy is a selfless act, it enables us to learn more about people and relationships with 

people—it is a desirable skill beneficial to ourselves, others and society. Rather than seeing ourselves 

and clients as us and them, designers can start to see themselves as part of the same tribe when we 

show empathy. Which means going out there and be part of the action not sitting in-house and just 

sketch and draw. Collaboration encouraged the essence of the openness in the frequent interactions 

between students, clients and educators in finding a solution together in the same room. A ‘breaking of 

the ice’ moment was important for a project like this due to the diversity of backgrounds. When one 

deeply engages stakeholders or clients in a project, one gets a wealth of ideas and there is a greater 

chance that the work will see the light of day as it was envisioned.  

 



Tool 2: Double-diamond process model: 

Another design tool that the educators used is quite similar to double-diamond design process model. 

These methods were guided by Professor Gisela Grosse and her team of educators. 

 

The ‘Discover’ and ‘Define’ stage were (not in a systematic order): 

• Defining Brand architecture 

• Knowing the 7 dimensions of the personality of an organization 

• How am ‘i’ to be seen invisibly and visibly (iceberg model)? 

• Defining the logo and objectives of Youthwork NRW 

• The communication model: the 5 ‘w’ questions 

• Analysis of target audiences /personas (one day in the life of) 

• Slogan for the campaign (brainstorming) 

 

The findings from the above design research and feedback from the clients helped us formed the brief.  

 

How did you gather (customer) insights?  

Contextual observations and empathetic approaches in schools, became an AIDS Volunteer, participated in 

Youthwork NRW Annual Conferences, took part in Youthwork NRW events with youths, interviews, 

surveys, etc. 

 

How did you test the product/service concept? 

Youthwork NRW showcased the whole campaign project in a public place ‘Cinema Münster’ where many 

youthworkers, other educators from various schools, parents, pupils, design students, families and the 

public attended. Lee Shaari gave away feedback forms to the audience in order to find out if there would be 

more refinement work that needs to be done. 

 

Benefits 

Describe where/how design adds value to the service? 

The research based on Design thinking mindset whereby it was human-centred, collaborative, experimental 

and optimistic and using the double-diamond design process added value to the project and of course 

service to the youths. 

 

Benefits for the customer? 

The campaign motto was also based on how with the correct mindset can benefit the lives of youths. The 

chosen slogan is called: “Dein Leben. Deine Lust” which means “Your life, Your pleasures.” in English. It 

was chosen as it combined two concepts of sexual health. The term “life” suggested seriousness and 



appreciation of one’s body (protection against diseases, unwanted pregnancies, etc.). The word “pleasures” 

on the other hand aims at emotional aspects of sexuality i.e. self-determination, enjoyment, satisfaction and 

identity. Using “your“ defined two things: first, to address the youths and motivated them to confront with 

their own sexuality. Secondly, to transport the message of Youthwork NRW, for example to respect sexual 

diversity and avoid discrimination. The slogan is in lower case, to provide a visual connection to the 

youthwork logo. 

 

Benefits for the organization? 

This project increased funding from the Ministry, thus increased more awareness of youthworkers and the 

work they do on a national and international platform. 

 

Impact on the competition/market? 

Since it is a non-profit organization by people for people, there is no competition.  

 

Effects 

Describe cause and effect related to the project. 

Instead of the fundings that was initiated earlier, the Ministry of Health have decided to increase more 

funding for the campaign. Some of the work by the students had won an award for social innovation on a 

national level in SIRIUS 2015 and including Lee Shaari, as a DAAD Preis recipient for the Fachhochschule 

Münster for 2015. 

 

Describe the scale of effect. 

The extra funding will help to make the campaign a reality in many schools targeting from 80,000 youths 

per year to more than 2,000,000 youths wordwide. Lee Shaari has been invited to Berlin, Seoul and now to 

Singapore to speak about this collaboration on a international platform. The scale of effect of design 

thinking has its benefits.  

 

The other effect would be to show this an example to designers, that they do have an important role to play. 

The most important ability that a designer can bring to his or her work is the ability to recognise, analyse, 

define, solve problems and now empathise. In this century, as we have seen, a lot of design thinkers have 

emphasised a human-centred approach their design research. This had a great effect in the research 

especially in service design processes. 

 

Being isolated from the overall design process, like traditional marketing research, does not make any 

sense without knowing what the users want or who they are. Injecting design ethnography or empirical 

evidence during design research is about facilitating rapport between users, clients and designers, as well 



as other experts involved. As Dr. Geke Van Dijk, a strategy Director in STBY in London and Amsterdam 

said: “Some design ethnographers are initially trained as designers, and have later specialised themselves 

in doing research based on ethnographic methodologies.” This is definitely very encouraging. Some 

inspirational words from Tom and David Kelly from IDEO explained this idea: “An empathic approach fuels 

our process by ensuring we never forget we’re designing for real people. And as a result, we uncover 

insights and opportunities for truly creative solutions. Deep empathy for people makes our observations 

powerful sources of inspiration.” 

 

This case study had shown that through collaboration, it allows all participants to see the real problems 

better, think for themselves, discover knowledge through applied research methods and continually revise 

and change their models and prototypes at all time. With a proper design process, participants can interpret 

information that have gathered and continue to iterate and experiment different solutions and ideas. In this 

collaborative design process presented, participants gained the confidence that everyone can be part of 

designing a better future. 

 

Validation of results must include before and after quantitative or qualitative data. 

Quantitative validation: 

The campaign was initially given 7,000 Euros by the government and this was increased to 25,000 Euros. 

Youthwork NRW originally reached a target audience of 80,000 youths per year. With the campaign and 

extra funding, the target audience will be increased to 1,000,000 – 2,000,000 youths across the world 

online apart from the youths in the Noth-Rhine Westphalia.  

 

Qualitative validation: 

The campaign project consisted of : 

A corporate design manual, a mobile exhibition design and graphics, Posters, Brochures, a Image film 

about Youthworkers, a viral spot film for cinemas and an online educational game will have a direct appeal 

to the target audience: youth ages from 14 to 16. And the impact to society is a better educated youth, to 

be more open about sexual issues and practice respect, and knowing where and how to reach to the right 

places for help. 
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