
Prabhav Jain | Fiona Tian | Shreya Saraf | Jon Jordan | Sneha Gokhale
    

sixth street 
photography workshop



Table of Contents

Executive Summary
Introduction
Design Research Process
Research Findings and Opportunities
Proposed Design Solution
Implementation
Conclusion
About the Team



Design Prompt

Acting as leader-designers, your team will follow an Appreciative Inquiry 
process of design research with the objective of co-designing communication 
innovation for a Community Partner Organization (CPO). 

You’ll be working with classmates as a design team to apply knowledge of 
communication, skills in generative research, analysis, synthesis, and design to 
propose and prototype innovation for a community based organization with 
the objective of facilitating effective communication.

The scope of the (Re)Designing Communication project is to apply 
Appreciative Inquiry in conducting design research to discover, imagine, 
design, and sustain a communication innovation supporting the Positive Core 
of a Community Partner Organization. 



Our community partner, 6th street photography workshop, presented us 
with a unique design opportunity; they legitimately had no pain points to 
resolve. They have an incredibly strong positive core, a vibrant internal 
culture, and a long history of success. Therefore, we realized that we 
could benefit the organization best by working to improve upon their 
existing strengths.

We came to this conclusion after conducting primary and secondary 
research. Interviews, observation sessions, and shadowing revealed 
which areas 6th Street were interested in improving. When synthesizing 
the data we found that the common aspect connecting all of it was 
communication. 6th Street was well established, but had no clear and 
explicit way to externally communicate their mission and values. 

Using the question, “How might we help 6th Street communicate 
more effectively?” as a guide, we developed a number of solutions, 
finally settling on a co-creation design workshop where members of 
the organization would help us to develop a communication toolkit. 
Included in the kit would be the organization’s Mission Statement, Vision 
Statement, Core Services, and Core Values.

We provided the toolkit to 6th Street as a communication tool that could 
be utilized for any future project through any communication channel. 
We wanted to give them tangible examples of the toolkit’s utility, so we 
designed a suite of different marketing collateral. Using components of 
the toolkit, we created posters, flyers, and an updated design for their 
organization. 

We hope that this toolkit will help 6th Street Photography Workshop to 
increase outreach to new members and boost awareness of the incredible 
value they provide to their community.



In 1992, Tom Fernetz launched a six month project to share the art and 
craft of photography with the residents of the SOMA neighborhood. He 
wanted to change the nature of documentary photography by putting 
the camera in the hands of the community members and empower them 
to tell their own stories. The project was such a success that he expanded 
it into an ongoing organization, Sixth Street Photography Workshop. It’s 
become a well loved and respected organization establishing deep ties 
with residents, fellow community non-profits, and grant committees like 
TODCo.

Introduction 



6th Street has been running for over twenty years now, and through their 
journey they have stayed true to their core goal, to “reconfigure the role 
of the photographer in the community by sharing the camera with those 
who have, more often, been its subject.” The community they serve has 
almost always been a subject of external photographers who have tried 
to capture their story though their lense. Sixth Street main objective, 
therefore, has been to empower the members of the community so they 
can tell their own stories. In essence, to give voice to the voiceless. 



With this goal in mind, 6th Street’s leadership designed three channels 
that would allow them to best serve the community:

Education : 

Expressing oneself through the art and craft of photography requires the 
development of technical abilities, so the leadership established regular 
skill-sharing components into their services. This includes workshops, 
one-on-one mentoring, and training in equipment and software. The 
regular staff will often be the ones providing these components, but they 
have such a strong network that they are able to invite guest trainers and 
professionals to teach the members as well.

Resources: 

Photography is can be an expensive medium, and the majority of 6th 
Street members are low-income residents. So they provide all equipment 
and facilities at no charge. This includes cameras and lighting, darkroom 
facilities and materials, and editing software. Lastly, but most significantly, 
they provide gallery space where participants can exhibit their work and 
gain recognition. 

Community beautification: 

6th Street undertakes frequent community beautification projects, such 
as public portrait sessions and installing art exhibitions in low-income 
residence buildings.
Not only does it benefit the community at large, but it becomes an 
additional outlet for the organization’s members to showcase their work.

Their 
Services



Team

6th Street is a fairly lean operation, with three key stakeholders. This gives 
them the freedom to be agile in their operational decisions, and establish 
close relationships with the participants they work with.
Tom: founder and leader. He handles high level, strategic decisions and 
external relations like grant development.
Renee Jones: Lead educator and Manager. She is in charge of the day 
to day operations of the organization. She manages the gallery and 
darkroom facilities, organizes classes and workshops. Interestingly 
enough she had first enrolled with the organisation as a participant as 
a student. Upon gaining some amazing photography skills she started 
training others and is now a full time educator at the organisation. Her 
background and personal journey with six street allows her to establish a 
more empathetic connection with all the new participants. 

Dan Evenhouse: Director, Department of  Veterans Associations 
Dan is a strong ally and evangelist for 6th Street. He and Tom share a 
common passion for leveraging creative expression as therapeutic means 
for the respective communities they serve. It’s because of his work that 
there are so many veterans involved as members in the organization. 



Overview

We divided our research into two parts: Primary and Secondary.
For our secondary research, we collected information about the 
organization from various online resources. The most significant being 
their official websites (http://www.6thon7thgallery.com, http://www.
sixthstreetphoto.net/), their facebook page and news articles written 
about their interactions with the SOMA neighborhood. We also extracted 
information from the booklets, postcards and brochures that we got from 
the community partners.

Design Research
Process

For primary research we visited their gallery spaces, darkroom workshops, 
technical skill workshops, and exhibitions to get a holistic idea about the 
organization and its functioning. We wanted to make sure that we were 
familiar with every touchpoint in the organization to better understand 
how it functioned and what information might be relevant.
We also conducted interviews with all the key stakeholders of the 
organization. This included staff, participants, members of the 
surrounding community. All the interviews were conducted in a casual 
and informal way to keep the intervieweews at ease, which helped us 
learn more about them. The process greatly helped us to understand 
their communication ecosystem and how it affects the organization 
internally and externally.



Research Findings
and Opportunities

“Friends have asked me what 6th Street is and I’ve had a hard 
time summing it up for them”        - Todd, Veteran Participant

“There are a lot of people who come in for the gala exhibits but 
very few who stay back” - Tom, Founder

“Could you help us update our website as it would help with the 
donations and bringing in more people” - Renee, Manager

“We need more staff members around here” - Renee, Manager 

Quotes



Insights and Opportunities

How Might We’s

From the above findings what we gathered is that 6th street didn’t have 
any major pain points on a systemic level. Everything brought to our 
attention were positive changes to improve upon existing capabilities like 
:

These insights led us to the following How might we’s:
How might we facilitate consistency of communication content throughout the 
organization? 
How might we get greater guest retention from the exhibitions? 
How might we help generate a stable flow of grants and donations? 
How might we increase of the community of people associated with 6th street? 

Membership generation

Need for stable grants

Getting volunteers

Getting more participants

Increasing exhibition attendance



Opportunities

Upon reviewing our HMW’s we realised that all of them converged into one key 
requirement; improving the communication of the organization with its stakeholders. 

Therefore we created our final How Might We:
How might we improve 6th Street’s internal and external communication?

After doing further research into 6th Street’s communication capabilities, we 
discovered that they didn’t have a brand identity kit. This means that they didn’t 
have their values, goals, and function written in an explicit way. 

We therefore saw an opportunity in providing our community partners with a 
communication tool kit which could be incorporated across varied platforms and set 
of audiences. We spoke with 6th Street’s leadership to see if they thought it would 
be useful. Once we had confirmation from them to establish stakeholder buy-in, we 
began developing a solution.

Research Synthesis



As stated above, the solution we pursued was the creation of a brand 
communication toolkit. This would be immensely useful to 6th Street in addressing 
the HMW of improving their internal and external communication.

We found that 6th Street understands who they are, what they stand for, and what 
they are trying to accomplish; however, they didn’t have a clear and explicit way to 
communicate this to others. This is significant, because having that capability is vital 
for a non-profit to interact successfully with stakeholders (e.g. participants, leaders, 
grants committee, veterans association, etc). A communication toolkit would be able 
to help 6th address all of their paint points. - from pitching the grants committee, to 
attracting new participants, to increasing membership generation. 

A communication toolkit contains the mission statement, vision statement, core 
values and core services of an organization. Because the practice only became 
commonplace for non-profits about 15 years ago, and 6th Street was founded in the 
early 90’s, they never created a communications toolkit. 

The toolkit will enable clear internal and external communication. For example, the 
content provided can be molded into a presentation while pitching to the Grants 
Committee for donations, or it can be displayed on their website for prospective 
members and volunteers. It could even be used to help onboard new participants 
and staff members as a quick introduction and welcome to 6th Street.

Proposed Design
Solution



Solution Development

Design Workshop

In order to develop the communications toolkit, we decided to conduct a design 
workshop with all the major stakeholders of the organization and a few workshop 
participants. We felt that this would be the best way to generate and gather the data 
we’d need to create the toolkit. As you’ll see below, we approached the workshop 
as a design challenge in itself.

The main objective of our design workshop was to develop a mission, vision, 
and value statement for Sixth Street Photography. We wanted to come up with 
communication content rather than communication channels(websites, posters etc.) 
so that content can molded by the members as per their requirements. We also felt 
that this would be the most impactful for the organization in the long term, where it 
would still be usable and valuable after we had moved on to another project.

With 6th Street being a creative organization, we thought developing a design 
workshop that would utilize participatory design principles would be the best way to 
work with the stakeholders. Essentially we would facilitate a co-creation session so 
the stakeholders could provide maximum insight and help generate ideas.

Solution Development



How Design workshop was Conducted 

Using the participatory design process, a group of key stakehold-
ers including founders,members and staff were engaged in four 
exercises.

Our first activity was mind-mapping, a written brainstorming exercise where 
ideas and connections branch off of a central topic (in this case, the topic 
was 6th Street). Mind-mapping helped us get a general idea about the 
organization from the members perspective and helped participants set a 
context for the upcoming 3 activities. Most importantly, it was designed to be 
a warm-up activity that would get ideas flowing, and remove any hesitancies 
the group might be harboring. 

The second task was focused on developing the vision statement. The task 
was to stick images and write words that represent the organization in three 
ways: the way it was in the Past, their perception of it today, and what they 
hope it will achieve in the future. This forced the group to sort their thoughts in 
an abstract way by using a limited set of words and images. An additional layer 
of meaning (and therefore data) occurred when they were given the freedom 
to describe why they placed things where they did on the board.

The third task was an attempt to explore and unearth the group’s real 
emotions regarding the organization. We had them write a love letter to 6th 
street as if it was real person. Based off of which elements were repeated or 
emphasized across multiple letters, we were able to collect data that would 
point us towards the core values of the organization 

The final activity looked at filling in any areas that were underrepresented in 
the previous exercises by generating more data. In the last exercise we asked 
all the participants to write a one sentence pitch about what 6th street does 
and stands for to an unknown person like their parent/friend or potential new 
members or a new grant giving agency. It was their chance to take what they 
had discovered from the workshop and synthesize that material into a single 
deliverable.





Workshop Data Analysis and Synthesis

We collected an immense amount of complex data from the workshop, 
but it had to be processed before it could be usable. There were multiple 
activities, multiple people participating, and each person had vastly different 
perspectives and tone of voice. Our task was to synthesize the gallimauphry 
of content without losing its essence, and use that to build the communication 
toolkit.

We began by studying the personality and tone of the participant’s language. 
We examined the responses generated from each activity and highlighted any 
words or phrases that were used frequently. We then compared the groups of 
significant words/phrases and clustered them based on similarity. This lead to 
a few overarching themes emerging that could be associated with 6th street; 
for example - inclusive, legacy, safe space, etc. 

Once we had analyzed the content gathered from the the workshop, we 
started grouping them under the different communication toolkit components 
- Mission statement, vision statement, core capabilities and core values. There 
were some repeated language between the components, but the exercise 
helped us recognized to where the goals and values most accurately could be 
applied.

After assigning the different data to the toolkit components, we conducted 
a number of brainstorming exercises to start fleshing out the connections 
between each idea and developing fully articulated statements. We had to go 
through a number of iterations to finally arrive at our completed design, but 
we had created a full set of brand identity statements.



Implementation

After our research we as a group felt that even though 6th Street had a sense 
of who they are, they needed something much more concrete and tangible 
and the only solution which best fit their needs would be a communication 
toolkit. A Communication ToolKit contains the mission, vision, core values and 
core services. This practice has come into force merely 15 years back and since 
6th Street was founded in the early 90’s they haven’t formally gone through 
the procedure of explicitly drafting their communication toolkit. Therefore 
having a compilation of content to be shared across different audiences such 
as their members, participants, veterans community and grants committee, 
and across different platforms such as on their website, social media and 
gallery events. 
 
A communication toolkit will enable clear both internal and external 
communication. 
The content provided can be molded into a presentation while pitching to the 
Grants Committee for donations, it can be displayed on their website to give a 
clear understanding of what they are to prospective members and volunteers, 
it can be used for their posters and gallery exhibit invites and lastly it will 
give the people who are part of this organization a sense of confidence when 
talking about 6th Street. 



Mission Statement: describes what an 
organization is, why they exist. 

6th Street’s: To provide facilities and instruction 
for all members of the 6th street community, 
enabling photography to be a tool for creative 
expression, personal recovery and self-
development.

We wanted to show how effective having 
a strong mission statement could be when 
communicating outwardly. With this re-design 
of the website, the organization would be 
able to attract new members and more easily 
generate donors.



Vision Statement: 
What an organization’s goal 
is. If they could wave a magic 
wand, what specific change 
would they make.
6th Street’s: Every member of 
the community has the means 
and opportunity to share their 
story. 

Having a clear vision 
statement on a channel like 
social media would help to 
recruit staff and volunteers. 
Just as important, because the 
brand identity components 
are easy to understand, things 
like their Facebook page will 
be much more effective at 
increasing public awareness of 
the organization. 

Core Services: 
What products and services an organization 
actually offers to its members.  

6th Street:         
  
Cost-free Photography Access 
Instruction and Workshops
 Meeting Space
 Community Beautification 
   
Putting the core services on postcards could help 
increase the amount of participants in program. 
6th Street leadership could send them to places 
like veterans associations or  homeless shelters. 
The people there could quickly see if 6th Street 
offered something that they’d be interested in.



Core Values: 
an organization’s core values are the guiding principles that help them 
navigate any decision. 
       
6th Streetss:
Culture of Reliability
Dedication to Accessibility
To Champion Creative Expression 

When every member of an organization knows and understands their 
core values, it’s easier for the people to become one team, rather than 
a group of individuals. So being able to post them within their work 
space, as shown in the mock-up here, would help develop their internal 
communication culture.



Conclusion

As you can see from the mock-ups we created, the communications toolkit 
is an incredibly flexible and powerful tool. The leadership of 6th Street will 
be able to utilize the content in any context, internally or externally. Most 
importantly, they will be able to use the brand identity statements for the rest 
of the organization’s life. We were very fortunate to be able to provide them 
with something that will continue being useful and impactful across their 
entire organization, rather than just fixing some temporary issue like a website 
design. 



What We Do

We specialize in communications design for communities and organizations 
that need to improve both internal and external communications. We do 
meticulously detailed research to understand existing communication 
culture. We interact with all stakeholders to understand their needs. We then 
prototype, iterate communication solutions based on feedback. We follow the 
user-centered design approach to push the boundaries of communications 
design while building the best communication culture for communities and 
organizations.

About the Team

Who We Are

Team Voltron is uniquely qualified to work with CPO’s because of the group’s 
multi-disciplinary background, from non-profit management, to finance, to 
industrial design. Because of this, we are able to develop and help implement 
holistic solutions for the organizations we work with. Our team values are a 
perfect match for work with nonprofit and community organizations; build trust 
like a family, be delightfully quirky, and owning the results. Above all, because 
of our backgrounds, we don’t just put ourselves in the organization’s shoes, 
we’ve been in their shoes.


