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Real. 
Life. 
Adventure. 

Outdoor Channel is all about original, first run 
and exclusive content tightly curated around 
the themes of REAL LIFE ADVENTURE.

Outdoor Channel is available globally in more 
than 45 million households, including 10 million 
homes in Asia. 

EXCLUSIVELY ON .
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 Gasoline vehicles pose significant 
environmental hazards, from their 
contribution to air pollution in city 

centres to abundant greenhouse gas 
emissions. While electric vehicles 

assuaged the guilt of the 
environmentally-conscious, they used to 

be of chunky, unprepossessing 
build—not exactly the kind of trophies 
you would drive around to boost your 

street cred. 
 

Enter Tesla S (2016). It was designed 
to look and feel luxurious, reminiscent 
of a high-performance, exotic sports 

car. Without the need for a traditional 
grille to feed the internal-combustion 

engine with oxygen, the Tesla S had a 
sleek silhouette. Its interior boasts a 

central touchscreen that controls most 
of the vehicleʼs functions, replacing 
outdated knobs and buttons, and 
reinforcing Teslaʼs position as an 

advanced technological enterprise. 
Will Smith, Steven Spielberg and Jay-Z 
are some of the high-profile celebrities 
who have been sold by the design of 

Tesla S, changing the publicʼs 
impression that electric vehicles were 

glorified golf carts. 
 

Its successor, the Tesla 3, is on a whole 
new level of allure, with an 

ultra-minimalist interior broken only by 
a Tesla touchscreen that reinforces the 
message that Tesla is at the forefront of 
technology. Who knew that sustainable 

design could be so sexy. 

DESIGN OF A PRODUCT

The Boring Company was founded 
in December 2016 to look into a 
novel solution to alleviate traffic 

congestion via a three-dimensional 
network of underground tunnels that 

can send individual vehicles to its 
destinations at nonpareil high 

speeds of 200km/h unobstructed – 
like a subway for cars. 

The entrance and exit of the tunnels 
will be seamlessly integrated into 

the cityʼs roads via multiple 
elevators such that individual 

vehicles may descend to the tunnels 
easily. These tunnels provide fast 
connections between major cities, 
and will ease the remaining traffic 

within the cities themselves. 

While the rest of the world looked 
to building more highways and 
highly impractical flying cars, 

Muskʼs team looked to innovative 
designs that challenge conventional 
thinking about traffic congestion, to 

emerge with one of the most 
promising solutions of our time. 

DESIGN OF A SYSTEM

While sustainable energy is an 
inevitable paradigm that society will 

pursue in the face of depleting 
resources, space exploration on the 

other hand looks at longer-term 
solutions beyond our own planet. 
Innovation in this field may create 
new jobs and markets, allow future 
excavation of resources from space, 
ease terrestrial overpopulation, and 
provide humans with a new home in 

an unlikely but not inconceivable 
Armageddon scenario.  

Musk proposed a daring plan to 
colonise Mars, with its first 

inhabitants landing in 2024. By 
2040, Mars could be colonised by 
humans within a thriving city. The 

road to a space-faring civilisation is 
paved by first introducing 

sustainability in space travel via 
reusable rockets. Most rockets are 

discarded after every launch because 
they cannot land successfully without 

incurring substantial damage. 

In December 2017, SpaceX changed 
the game of space travel by 

celebrating its 20th successful rocket 
landing with one of its Falcon 9 

rocket stages. This milestone serves 
as a reminder that even the most 
expensive form of travel can be 

designed to be sustainable—and that 
our dreams of colonising Mars 

may soon materialise. 

DESIGN OF A FUTURE

T H E

O F

The word ‘design’ conjures in most of us images of 
aesthetically-pleasing graphics, apparels, even an 
architectural landscape, but one man dreamed bigger. 
He envisioned an inspiring future—one that is 
sustainable, green, and involves us us going forth into 
the larger universe. 
 
However, everyone was too caught up living in the 
consumerist now, devastating Earth with large 
amounts of energy for fleeting pleasures, and sparing 
little consideration for the exploration of intellectual 
curiosities to marshal progress in such a direction. So, 
he set out to design his own paradigm of the future. 
His name is Elon Musk, and we are beginning to see 
his blueprint for an inspired future materialise.

M U S K  &
T H E  M I S S I O N  

TO  M A R S

B Y  J E S S I C A  T A N

Musk pulls together design, technology and business into one package, in a way that very few 
people can, and his journey to success is hinged on his vision of the future. That future lies in 

sustainability. It is solving a problem in a way that will persist despite any changes in the current 
ecosystem. Design is not just about evoking ephemeral delight; it is a blueprint for the future. With 
some of Muskʼs vision of the future already a reality, how much more will we see in our lifetime?
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When you’re at a supermarket, thousands of products vie for your attention, and colour is one of the easiest ways to get your attention. Do you look at the bright-coloured box first? Or are you the type who zooms in on the beige-brown packaging because you prefer ‘natural’ products? This is how products use colour to position themselves in the market, and because every consumer is different, not all products use the same colour palette. 
Even store design uses colour psychology to influence a purchase. Warm colours like oranges and browns are inviting, while cooling colours like green and blue have a calming effect – picture entering a Starbucks: do you see white walls? Then there are colours like red which are often seen on discount signages – red has long been associated with stopping, whether it's on a traffic signal, emergency vehicle or store design.

Think of a colour. Now, think about how it makes you feel. Is there a 
correlation between these two variables? Often, there is more at play 
than just hues and contrast. Many underestimate the power of colour 
and the influence it has on how it makes us think and feel. Don’t you 
ever wonder why certain colours make you feel a certain way? Notice 
how red typically makes you hungry and how green makes you feel 
healthy and instantly energised?

There are many reasons that can affect the reactions you get from seeing 
a certain colour. One of the reasons is because we all have differing 
personal life experiences. For example, in most Asian cultures, the 
colour red denotes prosperity and happiness. However, did you know 
that it carries a completely different association in South Africa, where 
it’s related to a sense of mourning? 
 
Colours not only represent feelings and symbolism, they can also evoke 
certain values and perceptions when it comes to the branding, 
advertising, or marketing of different products. 

EVERYDAY HUES,
TINTS AND TONES

Studies have found that up to 85% of judgments on products can be based off 
just colour alone, especially when you compare two similar products of different 
brands. Companies know that the relationship between products and colours are 
symbiotic, meaning that they must be integrated effectively to capture a 
consumer’s attention or convey a certain feeling, image or mood that can play a 
role in persuasion.
 
Companies typically use red as it evokes strong emotions, symbolises passion 
and love, and increases appetite as well. It’s used by thousands of brands, the 
most memorable being Coca-Cola, SMRT, YouTube, and Netflix. Blue is mostly 
associated with water and represents calmness, serenity, and security. 
Additionally, it is supposedly used to increase productivity, which logically 
explains why brands that are in the technology or finance industries contain 
some shade of blue, such as Dell, IBM and Panasonic. Purple is commonly used 
to reflect royalty and prestige, with a prime 
example being Cadbury’s which bears a Royal 
Warrant as suppliers of chocolates to the 
British royal family. Brown is associated with 
reliability and dependability – which is why 
delivery companies like UPS and Yamato use 
that colour for their uniforms. 
 
The power of colour can also help a company 
effectively ‘claim’ it as its own, such as the red 
used by Coca-Cola or the shade of blue that 
makes up Facebook’s logo. This has been proven to be 
extremely important when creating a brand identity because studies have found 
that our brains prefer brands that are easily recognised by the colours in their 
logos or products. Colours are so important that even when it comes to 
redesigning logos, companies are hesitant to replace them. Take examples like 
BP, Gap, and even Starbucks.

COLOUR AND BRANDING

THE ROLE OF COLOUR

by Nurfaizah Faizuwan

PERSUASIVE POWER
OF COLOUR

Colours can subliminally convey a brand’s personality and the quality of their products to their consumers, and in some cases, it purveys a complete lifestyle. As the globalised world evolves to grow more competitive, companies have to continue to find more ways to connect with their consumers, and colour psychology can play a big part. 

Campus | Issue 52 | 06

C

M

Y

CM

MY

CY

CMY

K

06 Color.pdf   1   7/2/18   2:14 pm



Campus | Issue 52 | 07

We are mere consumers, but we have so much power to be able to shape the future of our climate if we 
take that extra minute to segregate our waste. As Singapore aims to increase her recycling rate to 70% by 
2030 from 58% in 2010, let’s make full use of the 9,000 blue recycling bins found around the island!

DESIGNED TO
COMBAT WASTE

RECYCLING BY DESIGN

By Pok Ci En

Tech firms like Dell and Fuji Xerox have designed 
their products with recycling in mind. When it 
comes to machines like computers and printers, 
the process of dismantling has to be fuss-free and 
safe to encourage the recycling of e-waste parts. 

For us to effectively close the loop, companies 
should either have a programme designed to 
recycle old products like Fuji Xerox has (they have 
a takeback service to help customers recycle their 
printers under their Integrated Recycling system 
program) or design their products like Dell, where 
users can easily disassemble laptops for the 
recycling of parts. 

Dell’s laptops use standardised fasteners with 
snap fit assemblies for easy removal and have 
disassembly instructions provided in their user 
documentations. 

This is the age of fast information, and fast fashion. For a 
piece of clothing, the challenge is to create designs that 
encourages recycling. With big brands like Uniqlo and 
H&M selling a t-shirt at below $5, shoppers may be 
prone to a “wear and toss” mentality. 

Clothes, unlike many other materials, can easily be 
upcycled; the fabric can be used to make a new 
product. You can even do this at home – your old 
clothes can be altered and cut up to create accessories 
(ie. bags), quilts, or artwork. You can also transform one 
piece of clothing into another, and there are plenty of 
tutorials out there to give you inspiration. If you don’t feel 
crafty, your clothes can also reused by other wearers 
(either donated to charity or passed down to relatives) 
or shredded into fabric strips to make new products 
such as towels for household use. Even a cheap t-shirt 
that we wear less than five times can be put back into 
use differently. 

CLOTHING TECHNOLOGY

Design thinking is a popular concept taught in 
schools and organisations these days. By 
considering the human approach to a product, 
designers adopt the design thinking method to 
create a product that can maximise the user’s 
experience in interacting with the product. With 
a rising urgency for recycling to combat landfills, 
designers should consider design from the 
end-of-life perspective. 

Since this year is the year of climate action for 
Singapore, we should do our part to protect our 
precious biodiversity as students and future 
stewards of our country. While you can't change 
the way a product is made, there are things you 
can do to help minimise its waste footprint; for 
example, here are ways you can handle three 
very different types of products that are 
designed for recycling:

TetraPaks are some of the most common 
products used in our daily lives, and despite them 
being aseptic cartons (made up of paper fibres, 
polymers and aluminium) they are designed to 
be recyclable. As Chinese New Year is 
approaching, there will be an increase in consumption 
of packet and canned drinks. These are both 
convenient for the host and the guest since there is no 
need to wash anything before and after drinking. The 
beauty of these recyclable products is that once you’ve 
emptied them, you can flatten them to reduce the 
space in your bins before dropping them off at 
recycling bins. 

If there isn’t a specific recycling bin for TetraPak in 
your hood, just throw them into the plastic one (it’ll be 
sorted out later). However, before recycling, remember 
to rinse out the containers, since between 30-50% of 
the haul from household recycle bins cannot be 
processed due to contamination by food waste.

FOOD PACKAGING
JUICE
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A logo does not always have to be a 
combination of striking colours with 
eccentric fonts. It can be simple and 
straightforward. 

The black-and-white panda has surely 
captured the hearts of many, making us 
go “awww”. 

This black-and-white furry animal has 
become a universally recognised 
symbol for animal conservation as it 
overcomes language barriers. The logo 
is even more enduring as it makes the 
organisation more approachable and 
trustworthy in its efforts to protect 
nature.

SPEAK LOUDLY,
SPEAK VISUALLY

LOGO

CONCLUSION 

Just as how Victoria Secret’s 
angels fall from heaven and 

parade down the runway as the 
faces of the brand, a logo is an 

embodiment of what the company 
stands for – its value, history, and 

culture. Of course, it’s also an 
important marketing tool to brand 
itself into our collective memories. 

It is the bridge between the 
products or services and 

consumers, allowing us to 
recognise and connect with the 

brand easily. 

Here are some examples that 
explain the various factors that 

companies consider when creating 
a logo. 

By Valery Thong

There's a story behind almost every logo 
that represents a company's values and 
ideals. A logo isn't merely a decorative 
piece; it is a signature that confirms the 
worth of the product or service that one 

is paying for. 

Sometimes, a logo is the reason why 
consumers are so obsessed with the 

brand. Take Nike as an example – many 
sneakerheads desire to own a pair of 
black and white Nike Air Max with its 

swoosh logo.  

Ultimately, a consumer’s 
decision-making process can be 

influenced by the ideas, values and 
heritage shaped by a company’s 

branding and marketing, with the logo 
being the first thing we are most likely to 
recognise and remember about a brand.

As emblems of heritage, some logos 
illustrate the company’s history, which 
may sometimes include a founder’s 
image. 
 
The logo had several changes over the 
years, from its initial serious-looking 
Colonel to the current heartwarming 
figure with a red apron. The logo has 
consistently identified itself with the 
founder as it preserves parts of the 
Colonel’s image to reflect the chain’s 
history with him being the face of KFC. 
Through the logo, we have come to 
know him as the grandpa of this famous 
fried chicken fast-food chain. 

Many of us do not pay attention to 
logos, barely giving a thought to what 
they may represent or mean. Have you 
wondered what they could possibly 
suggest? 

Amazon is an online shopping paradise 
with countless products to choose from. 
Notice the yellow arrow pointing from ‘a’ 
to ‘z’ in the logo? They literally sell 
everything from a to z. The curved 
arrow also reflects the smile of a 
customer when shopping on Amazon, 
with the arrowhead and the twisted ‘z’ 
on one end representing the dimple on 
your face! Talk about being subtle. 

A logo is a visual representation of a 
brand that stays in people’s memories, 
and is an essential marketing tool to 
stay relevant in the market or even to 
gain publicity. 

A new logo was commissioned as a 
marketing tool in 2016 to improve its 
lacklustre sales performance. Subway’s 
message of clean eating resonates in 
their logo through the deliberate use of 
yellow and green which allow 
consumers to associate Subway with 
healthy eating as they reflect the fresh 
vegetables they have to offer, thus 
differentiating them from a typical fast 
food brand.

THE HIDDEN MEANING ORIGINS

MARKETINGSIMPLICITY
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By now you should know that there is actually no such thing as 

white-coloured light – ‘white’ is actually a mixture of many colours. 

Case in point: when white light splits into a rainbow,  we can see 

seven of its component colours clearly. If you’re sitting around 

bored, why not play with colours by spinning this handy colour 

wheel around and see how mixing all these seven colours produces 

the appearance of white light.

 stress relief 

Bring the colour disk outside in the sun or take it to a 
room lit with white fluorescent light.  Holding the pencil in 
one hand, spin the disk as fast as possible. The faster 
you spin the disk, the better the colors will blend and 
appears to be solid grey or white.

You need:
A piece of cardboard
A pencil or screwdriver

Instructions:
Cut out the colour wheel.
Use glue to paste the 
circular cutout onto the 
cardboard.

Carefully pierce a pencil or 
a screwdriver through the 
middle of the disk. 

Voila, you’ve got a colour 
wheel to spin around.

Build your own
Colour Wheel
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