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The International Open Bidding Competition 

IOBC is an international competition between students from different 

universities. The 2021 edition takes place between March 9, 2021 and 

March 17, 2021. It brings five teams together. The students come from five 

universities (Bobigny, Sofia, Casablanca, Beirut, Hanoi).  

The teams, composed of a dozen international students, must develop 

a multimedia platform, following a set of specifications provided by the 

faculty. This year's theme revolves around a multilingual and 

multigenerational web portal.  

 

Dahlia’s concept 

Our team decided to create a social network because it seemed like the 

logical response to the guidelines. So, we conceptualized the Dahlia social 

network, based on the principle of circles of privacy. Although inspired by 

other social networks, we wanted to create a brand-new network, focusing 

on the intimacy of our users.  

Our other spearhead is the utility of a social network. Obviously, a 

social network allows you to share memories, experiences, and moments 

with different people. But we wanted our social network to be a tool to 

exchange skills and knowledge.  

More than that, Dahlia was built to be used at any age, and no matter 

where the user lives. It is a universal social network.   

In short, Dahlia is a network for all ages, all countries, to share and 

learn. 
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The Dream Team 

Our team is composed of fourteen members from France, Morocco, 

Bulgaria, Vietnam, and Lebanon. To communicate, we have chosen English. 

The time difference allowed us to ensure an almost continuous production 

on the project. The challenge was to gather and coordinate successfully so 

many people around the same project. First, we created a management 

team. Lucas Camsing was appointed project manager and audiovisual 

manager. Mathis Lecomte was chosen to be in charge of the web server 

access. Aurélie Pinna has been appointed coordinator 

Dahlia’s team is versatile and composed of many talents. It was 

therefore necessary to create teams assigned to certain areas. Below is a 

table detailing the people in the group and their areas of expertise. 

BA Alé Audiovisual Audiovisual 

BADOUH EL Mehdi Programming Front-end / Design 

CAMSING Lucas Audiovisual Audiovisual / Communication 

HAMMOUD Ali Programming Programming 

JESSNER Anthéa Design Design / Communication 

LECOMTE Mathis Programming Back-end 

NGUYỄN TRANG Nhung Programming Back-end 

NKONGO Nathan Design Design / Audiovisual 

OMOUA Emmanuel Programming Programming 

PINNA Aurélie Programming Back-end / Communication 

POPOVA Mikaela Programming Back-end / Communication 

RAULT Arthur Programming Front-end 

WOLSKI Yann Communication Communication 

ĐẶNG ĐỨC MINH Programming Back-end 
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 List of tasks to be completed 

After establishing the different teams and listing our skills, we divided 

the work. We thought about the main tasks, grouped them in a table, and 

prioritized them.  

The table below shows the list of tasks to be done. Their priority is 

indicated by a number. If a task is numbered 1, it must be done as soon as 

possible, so that the tasks with higher numbers can be done. The priority 

numbering is only valid for one type. This means that the sections are not 

interdependent on each other, since we have several teams working in 

parallel. There is only one task from which all the others are interdependent: 

the creation of the concept, it is noted 0 for this purpose. 

GENERAL 

Create a concept 0 

List the features 1 

Write the technical documents 2 

DESIGN 

Create a logo 1 

Create a graphic identity 2 

Write the graphic charter 3 

Create visuals for communication 4 

PROGRAMMING 

Design mock-up 1 

Build the website architecture 2 

Design the website 4 

Build the database 2 

Programming the back end 3 

COMMUNICATION 

Create persona 1 

Create a print campaign 2 

Create a digital campaign 2 
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 List of tasks to be completed 

 

Work’s organization 

One of the most important steps in a project is the establishment of 

effective and healthy communication. Therefore, the team wanted to do 

everything possible from the very beginning to ensure this.  

Project manager Lucas Camsing created and set up a Discord server. 

Discord is a tool used and known by all team members, it allows instant 

discussion, messages, or voice meetings. A well set up Discord server can 

also be used as a document storage and link directory. 

In addition, we also created a folder dedicated to the project on Google 

Drive. This folder serves first as a privileged storage place for our 

documents. But, also, the Google suite allows the edition of several types of 

documents in live by several members. It was therefore an essential tool to 

be able to work as a team. 

Finally, to manage task planning, we used a last collaborative tool: 

Trello. Trello allows for efficient project management and can be shared very 

easily. We had a list of assigned tasks, and we could know in real time which 

task was to be done, in progress or completed. 

  

AUDIOVISUAL 

Create a synopsis 1 

Shoot the video 2 

Edit the video 3 
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The technical part of the project was an essential part, and it required 

a lot of skills and work. So, the team organized it thoroughly. We will review 

the different specifications that were chosen. 

 

Planned Features 

After analysing the needs expressed in the instructions provided on 

the first day of the project, we established a list of minimal features for 

Dahlia. We have listed these features, to facilitate the development.  

 

• create an account 

• connect to your account 

• manage your account 

▪ modify data 

▪ recover a forgotten password  

• join a chat group 

▪ send text messages (in real time) 

▪ receive text messages (in real time) 

 

• participate in a video meeting (possibility to use a third-party system 

already implemented) 

▪ be able to share your video stream 

▪ receive a video stream from other users 

▪ be able to share your screen 

 

• identify another user 
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• share a publication  

▪ several types possible: texts, images, links, videos, events, 

status 

▪ choose the confidentiality of your publication 

 

• create your own spheres (personal lists of users with different levels 

of privacy) 

▪ search for users 

▪ add users to your spheres 

▪ delete users from your spheres 

 

• react to a publication 

▪ like a publication 

▪ comment on a post 

 

• search for common interest groups based on your hobbies and/or 

skills 

▪ join a group 

▪ leave a group 
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Languages and Tools used 

The development languages of a website are naturally HTML, CSS and 

JavaScript. We chose to implement the site in HTML 5 and CSS 3 for the 

possibilities offered by the modern versions of these languages.  

To manage the back-end part, we had to use PHP and MySQL. Indeed, the 

web server hosting Dahlia is a LAMP server, dedicated to PHP. The choice of 

MySQL seemed obvious, because of its ease of use. Moreover, the LAMP 

server had a MariaDB relational database system.  

 

 

 

 

 

.  

Since the programming team was composed of 9 people, we had to 

find an efficient solution to code all together. We could have chosen a 

collaborative code writing solution, enabled by some text editors, like the 

Teletype module for the Atom editor. However, the safest solution was a 

GitHub project. Indeed, it allowed us to save the project and the 

modifications in real time. Moreover, by installing GitBash and an editor like 

PHPStorm, the use of Git is facilitated. We can have a versioning of the code, 

which allows to check in real time the progress of the project. So, we chose 

this solution, implemented by Mathis Lecomte and Arthur Rault, from the 

programming team.  

 

 

  



 
 
 

Page 14 / 30 
 
 

       

        

       

      

           

        

              
               

                  

         

              

             

             

             

                  

              

      

              

           

          

            

      

                 

             

              

        

                                           

      

 

Database’s building 

A part of the programming team was dedicated to the conceptual and 

physical realization of the database. After analysing the client's needs and 

listing the functionalities of Dahlia, the programming team thought about 

the database.  

They first schematized the concept of our social network to understand how 

it works, and our data needs.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

After having schematized the functioning of our application, the 

programming team created a relational diagram of our database.  
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Website Design 

The Dahlia website meets several requirements. Thus, the 

programming team and the design team worked in close collaboration to 

shape our website.  

The programming team oversaw making wireframes to have a model 

for the development. These wireframes allow all the developers to have a 

clear template in the development.  

 

 

 

 

 

 

 

 

Obviously, the website must follow the graphic charter established by 

the design team, from the first days of the project. It uses the different 

colours, fonts, and the spirit of this charter.  

The website must also be very easy to access. We had to think about 

the graphics of each element, so that the whole site is understandable by 

most people, whatever their culture or their age.  

Moreover, it seemed important to us that our site be inspired by 

graphic codes already known by the public. The public has been using social 

networks for over a decade now. It is therefore important to be in this 

comfort zone, to facilitate their arrival on our network. 
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Logo and colours 

 

 

 

 

 

 

 

 

 

 

Our logo was created by the Design team. The team produced two 

versions, one in gradient for digital media and one in solid colour for print 

media. The logo uses the codes of circles (to remind the spheres of our social 

network) and flowers (to remind our name). 

 

 

 

 

 

 

Our colours have been carefully chosen to recall the floral universe of 

our concept. Thus, the shades of purple recall the flowers. The very light blue 

allows us to create contrasts and to reuse traditional graphic codes of social 

networks. Indeed, many social networks use blue in their graphic charter. 

Finally, for all digital productions, we use gradients of these four colours. 

This allows us to create and unify a graphic universe.  
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Fonts 

The  font is used in our logo and in our titles. It is a capital letter 

font, without serif, with a rather important fat. The goal was to find a 

striking, original, and impactful font. 

 

Biome 
 

The quick brown fox jumps over the lazy dog 

THE QUICK BROWN FOX JUMPS OVER THE LAZY DOG 

1 2 3 4 5 6 7 8 9 , : ; . ? ! ( ) [ ] { } & + - * / = 

The Biome font is used for all our other texts. It is a sans-serif font, 

quite low. We chose it for its simplicity and its digital look. 

 

Thus, we have chosen simple fonts, limiting the originality of the 

latter. Indeed, our platform is transgenerational and international, all users 

must have access to a fluid reading, without disturbance. 
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Visual elements 

Our visual communication elements use our logo in a roundabout way 

and are inspired by the floral world and circles. As you can see below, this 

gives the Design team and the Communication team hundreds of 

possibilities. It also allows us to keep a graphic breadcrumb trail. 
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Our marketing targets 

After analysing our client's needs and our concept, the communication 

team decided to create personas. Indeed, these personas will allow us to 

better target our privileged public, during our communication campaign. 

 

     

23 years old 

French 

Paris, France 

IT student & part-time employee 

Single 

 
With his MIT diploma in hand, Anthony Grenier is now a 

professional bachelor's student in web and mobile development. He 

lives in Paris, and studies at the Sorbonne Paris Nord University. On 

the side, he works as a cashier in a nearby supermarket, to finance 

his studies. Anthony is passionate about video games and movies. 

He watches many series on his favorite streaming platform.  

Anthony would like to share more things with his friends and 

family on social networks. Indeed, he would like a platform that 

would allow him to share his experiences, the events he participates 

in and his skills. He would also like to know more about the skills of 

his circle of friends.  

Dahlia is created for Anthony. The versatility of our social network 

can allow him to share moments of his life, while giving him the 

opportunity to teach his skills to his friends. 
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Our marketing targets 

 

  

45 years old 

Bulgarian 

Sofia, Bulgaria 

Mathematics teacher 

Married, 4 children 

 
Gabriela is a mathematics teacher in a high school in Sofia. She 

lives in the suburbs of the capital, in a house, with her family. She 

has been married for twenty years and has four teenage children.  

Gabriela likes to relax when she goes home. She spends her 

free time cooking, watching television and reading. She would love 

to be able to relax by sharing moments of her daily life on a social 

network. In addition, she has a strong knowledge of mathematics, 

and she would like to share it with others. She has never dared to 

take the plunge because she doesn't want her children to think that 

she wants to spy on their private lives. And more than that, she 

doesn't really understand how social networks work. 

This forty-year-old is our ideal target, as she could fully 

benefit from the intuitive use of our social network, as well as the 

many features it offers. 
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Our marketing targets 

 

 

  67 years old 

Spanish 

Hanoi, Vietnam 

Retired contractor and mason 

Married, 1 child 

Pedro is a young retiree. He has decided to move with his wife 

to Hanoi, Vietnam, to enjoy his old age. Before that, he was a 

building contractor. His only son has taken over the family business, 

but Pedro would like to look after him and help him. He would also 

like to meet Spanish expatriates in Vietnam, as well as Vietnamese 

people his own age. He enjoys playing chess with his friends and 

would like to expand his circle of acquaintances in his new country.  

Otherwise, Pedro spends a lot of time reading newspapers. 

This is how he learns Vietnamese. He likes to do crossword puzzles 

and watch old crime shows on TV.  

Dahlia could fulfil Pedro's wishes. Our intuitive and easy-to-

use social network could allow him to share his daily life with his son 

in Spain. It could also help him by sharing his knowledge. Finally, 

Pedro could meet people in his new home, depending on his hobbies. 
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The video clip 

Our client asked us to make a promotional video to present Dahlia. This video 

was to be presented on our website. We also chose to broadcast it on social 

networks. We also thought about a video that could be used as an 

advertisement, on several platforms.  

A part of the communication team took care of the writing, the shooting, 

and the editing of this video. From a technical point of view, the video is 

composed of short and simple to shoot video sequences, as well as motion 

design. The goal was to make a three-minute video in less than a week, so 

we had to optimize all possible aspects.  

 

The synopsis of the video was based on circularity, to recall the concept of 

Dahlia. This circularity allows us to review all of the types of users that our 

website can accommodate.  

 

Some social networks or discussion platforms have already created 

promotional videos. We were therefore inspired by what has been done by 

the competition, to respect the codes already known by the public.  

 

Moreover, this video was an opportunity to think about a long-term 

audiovisual marketing campaign. We could produce a series of short videos 

based on the same principle. These videos would be broadcast as ads on 

Facebook, Instagram, Twitter and TikTok. 
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The communication campaigns 

Our communication campaign is deployed on several channels, to 

reach a maximum audience. Indeed, our social network addresses a very 

large target. We have therefore planned three types of communication: 

event and print, and digital. We will describe the main steps of these 

different campaigns.  

Firstly, the event and print communication will focus on a certain type 

of public.  

We have estimated that our senior audience is less sensitive to 

internet advertising. Indeed, although they are very present on the Internet, 

senior users are less permeable to novelties. Therefore, we imagined 

demonstration events in shopping malls, to appeal to our potential older 

users. The goal would be to show them the usefulness of our network, and 

then to distribute flyers to them. In addition, we would like to set up 

workshops in retirement homes. Indeed, our social network can be 

considered as a tool for transgenerational link. Moreover, to make us 

known, we could offer this tool for free to all our users in retirement homes. 

The health crisis has put our elderly people to the test, and this tool can help 

them regain some form of social link. This operation would be an 

opportunity to communicate about our voluntary actions to a public often 

forgotten by social networks.  

 

 

 

  



 
 

Page 26 / 30 
 
 

 

The communication campaigns 

The digital campaign will focus on three social networks, which allow 

us to reach different audiences.  

First, we will use Facebook to reach an adult and senior audience. This 

social network is now preferred by this audience in Europe. Moreover, in 

several countries, it is the social network par excellence. It is therefore an 

essential platform in a large-scale communication strategy.  

Then, we will use Instagram to raise awareness among young adults. 

Since we have a graphic universe of our own, it is interesting to use a social 

network that is mostly pictorial. In addition, there is an increased possibility 

of interactive relationships with our community.  

Finally, we will also use Twitter. It is a worldwide social network, very 

popular with young adults. It also has the advantage of allowing a direct link 

with its community.  

Our digital campaign will focus on a well-honed digital marketing 

technique. On the one hand, we will highlight our original concept. Indeed, 

Dahlia proposes a new way to manage its intimacy on the networks. Thanks 

to this social network, if a user wants to share a publication only with his 

family, he has the possibility to do so. In addition, we will create storytelling 

content so that the public can get attached to us, and by extension to Dahlia. 

We are an international team, composed of young students, and this is our 

strength. This story will be greatly emphasized, to justify the international 

and innovative aspect of Dahlia.  
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Gantt Planning 

The Dahlia team made a Gantt chart to estimate the duration of the 

project, and thus obtain a detailed schedule. This diagram allows us to follow 

in real time the progress of the project, to adapt our work rhythm. Moreover, 

this tool allows our customer to project himself in the realization of Dahlia, 

and thus to understand each stage of the project.  

The project would begin on April 1, 2021, and would be delivered on 

October 31, 2021. 

You can find it in more detail in the appendices. 
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After all these specifications, it is still important to keep in mind our 

concept, Dahlia.  

More than just a random video chat, we propose to create a unique 

social network. Dahlia is a network that wants to reconcile generations and 

nations. This may sound idealistic, but we believe we can develop a tool that 

brings together the largest possible audience.  

We are connected to many people, and as a blooming flower, we are 

always looking to create more connections. Dahlia is there to meet that 

need: to connect people based on their circles of intimacy, based on their 

hobbies, based on their skills.  

Whether you are a Japanese retiree interested in new technologies, a 

young Senegalese student who wants to learn how to cook, a Brazilian 

teacher who wants to share her paintings with her family, in short, whoever 

you are, wherever you are, Dahlia is there for you.  

Thus, this project has a strong and ambitious concept. Join Dahlia and 

create your own spheres. 
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In these appendices, you will first find our graphic charter, created by 

our Design team. You will then have access to our Gantt chart. 
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Dahlia is a team composed of fourteen members divided into 3 sections : communication, 

graphic design and programming; and all driven by the same goal: revolutionize the social 

networks with a brand new concept. 

 

Named after our team identity, Dahlia is a social network based on the principle of spheres. 

Each user will be presented with the ability to create their own very personal spheres: 

private, family, friends, acquaintances and skills & experiences. All of them will be managed 

and completely controlled by the user. 

On Dahlia, one can share images, links, status, events, posts, stories and even classes. 

Dahlia’s aim is to form specific and dedicated spheres, allowing the user to only share their 

content to the desired circle or circles. 

As for the skills & experiences sphere, it provides the user with an innovative way of 

teaching and learning on the internet: not only is it possible to belong to several skill circles 

(like “cooking”, “photography”, “engineering”, “language”), it is also possible to become a 

teacher and share their knowledge to the public.  

The skills & experiences circle may be consulted and shared by countless people, allowing 

astonishing discussion and sharing possibilities; but the family/friends and acquaintances 

circles are unique for each user. 

 

Dahlia is the next generation of cooperative learning and sharing intuitive social networks. 

Because bringing together people from each and every generation from all around the 

world is our mission. Our future. 
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a. Presentation 

 

 
 

Dahlia’s logo is composed of a person’s silhouette in the middle, surrounded by two circles. 
The outer one is then connected by links to 6 smaller petals, each one of them circling a 

lighter-colored person’s silhouette. All of the petals are connected together by a larger 

circle.  
Dahlia’s logo is meant to represent the connection between people, playing such an 
essential role in our life, and that we missioned ourselves to help create and solidify. Also, 

from a larger perspective, the logo evokes a social network. 
The petals are meant to represent our brand’s identity: the beautiful dahlia flower. 
We chose such an identity as flowers can have very different powerful meanings. Pink and 

purple dahlias' meaning is associated with kindness, service, inner strength, change and 

creativity. During the Victorian era, dahlia flowers symbolize a lasting bond and a lifelong 

commitment between two people. They are often perceived as a symbol of diversity since 
their petals appear to perfectly fit into the whole head.  
All of these meanings perfectly pair with Dahlia’s brand values.  
Finally, we chose the dahlia for the shapes of its petals as they tend to curl on themselves 

in a circle like structure. 
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b.  Construction 

 

 

 
 

The person’s silhouette is surrounded by two circles. 

The outer one is then connected by links to 6 smaller 

petals. 

 

 

 

  
 

 

Each one of these petals are round-shaped and circling 
a lighter-colored person’s silhouette. 

  

 

 
All of the petals are connected together by a larger 

circle. 

 

 

 

 

  

As stated before, Dahlia’s logo is composed of a person’s silhouette in the 

middle, bigger and darker than all of the other silhouettes. 
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c.  Research 

 

For Dahlia’s logo, we experimented a lot and mainly researched the idea of social network 
and circles, connecting people together and how to show and express this graphically. We 

also added the notion of flower, blossom and life behind Dahlia’s identity. We looked around 

the idea of humans’ silhouettes joining hands or being close together and all around a circle 

to express our identity, but thought that all of them only being together for a simple circle 
wouldn’t quite define Dahlia’s nature. So we combined the circle and last flower design to 

create our base.  
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d.  Using rules 
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a.  Colors 

For Dahlia’s identity and logo, we researched a lot of different colored dahlias and their 

meanings. We picked the purple variety as it is associated with kindness, service, inner 

strength, change and creativity. It can also be gifted to celebrate a commitment or a long-

lasting relationship. Thus, we inspired our color palette from the beautiful flower: 

 

 
 
As a result we chose: 

 
Blue represents both the sky and the sea, and is associated with open spaces, freedom, 

intuition, imagination, expansiveness, inspiration, and sensitivity. Blue also represents 

meanings of depth, trust, loyalty, sincerity, wisdom, confidence, stability, faith, heaven, and 
intelligence. 

The color blue has positive effects on the mind and the body. As the color of the spirit, it 

invokes rest and can cause the body to produce chemicals that are calming and exude 

feelings of tranquility. Blue helps to slow human metabolism, is cooling in nature, and helps 
with balance and self-expression. Blue is also an appetite suppressant. 

 
 
 

 

 

 
Purple combines the calm stability of blue and the fierce energy of red. The color purple is 

often associated with royalty, nobility, luxury, power, and ambition. Purple also represents 

meanings of wealth, extravagance, creativity, wisdom, dignity, devotion and peace. 
The color purple has a variety of effects on the mind and body, including uplifting spirits, 

calming the mind and nerves, enhancing the sacred, creating feelings of spirituality, 

increasing nurturing tendencies and sensitivity, and encouraging imagination and 
creativity. 
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b.  Typographie 

 

Dahlia’s logo’s typography is Azonix, we chose it for its very modern design, reminding of 

new innovative technologies. 
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a.  Dimensions 

 

Logo Minimum 

height (mm) 

Minimum 

length (mm) 

Maximum 

height (mm) 

Maximum 

length (mm) 

A3 print 51 53 51 53 

A4 print 36 37,4 36 37,4 

A5 print 22,2 23 22,2 23 

Web 36 37,4 No limitation No limitation 

Mobile phone 658 631,7 No limitation No limitation 

Poster (457,2 mm 

x 609,6 mm) 

84,2 87,7 266,4 277,5 
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b.  Position 

 

For a better display and reading of the logo, it must in all circumstances have at least a width 

padding of 1,4x and a height padding of 1,3x. 

The scale for these measurements is given by the central silhouette and represents 1x. No 

visual elements or texts can be put within the minimum padding required. 
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c.  Mockups 

Here are a few examples of the possible products and use of Dahlia’s logo: 
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Untitled Gantt Project 16 mars 2021

Diagramme de Gantt 3

Nom Date de début Date de fin
Communication 01/04/2021 29/10/2021

Create and customize social net... 01/04/2021 02/04/2021
Establish a marketing strategy 05/04/2021 19/04/2021
Feed the social networks and a... 20/04/2021 29/10/2021
Organize events about Dahlia 01/09/2021 29/10/2021
Write the content of the website 03/05/2021 31/05/2021

Design 01/04/2021 29/10/2021
Write a graphic charter 01/04/2021 19/04/2021
Create visuals for social media 20/04/2021 29/10/2021
Design wireframes for website 03/05/2021 24/05/2021

Programming 01/04/2021 29/10/2021
Analyze the client's needs 01/04/2021 12/04/2021
Create UC diagram 13/04/2021 20/04/2021
Reflect and implement the algo... 21/04/2021 18/05/2021
Realize the back-end of the we... 19/05/2021 07/06/2021
Create a relational database sch...21/04/2021 30/04/2021
Create and test the database 03/05/2021 18/05/2021
Realize the front-end of the we... 25/05/2021 07/06/2021
Bringing together the front-en... 08/06/2021 21/06/2021
Tests and bug fixes 22/06/2021 30/07/2021
Corrections after customer feed... 02/08/2021 22/10/2021
Project delivery 25/10/2021 29/10/2021

2021

Semaine 13 Semaine 14 Semaine 15 Semaine 16 Semaine 17 Semaine 18 Semaine 19 Semaine 20 Semaine 21 Semaine 22 Semaine 23 Semaine 24 Semaine 25 Semaine 26 Semaine 27 Semaine 28 Semaine 29 Semaine 30 Semaine 31 Semaine 32 Semaine 33 Semaine 34 Semaine 35 Semaine 36 Semaine 37 Semaine 38 Semaine 39 Semaine 40 Semaine 41 Semaine 42 Semaine 43 Semaine 44
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