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Introduction

This is the introduction, including what #123GP is, the project, team and client




#123GP is a mental health activist group
within PPR. Their overall goal is to help
equip GP’s with mental health expertise
to support the ever increasing need in
the community. The campaign calls on
The Health And Social Care Board within
Northern Ireland to encourage GP’s
to access the funds for mental health

counselling.
The campaigns three main objectives All practicing GPs to undergo
which could improve mental health mandatory professional mental
care in GPs were to, one, increase health training. And finally, available

funding. 100% of GP practices to draw  expertise. Professionals with mentall
down available Health and Social health expertise such as mental
Care Board funding for counselling. health social workers or CPNs to be
Second, all trainee GPs to undertake based in GP practices and to work

community based mental health as part of the primary care team
placements. b b y '

The project

When we first agreed to this project we saw the
description of what was expected. The description
said - #123GP is a social media campaign to help
equip GPs with mental health expertise to support
the ever increasing need in the community. The
campaign calls on the Health and Social Care Board
to properly fund counselling in GP practices. Help
develop a range of infographic, motion graphics and
potential videos to raise the profile of the campaign.

The team

We had a team of three people, which consists of
myself, Matthew Eccles and Sorcha McVeigh. We
also gained the help from Claire Munroe and Adrian
Hickey. Claire is the community engagement officer
within the University of Ulster. Adrian is our module
co-ordinator and course director.

Client research

#123GP was founded to equip GPs with mental health
expertise. The campaign uses the social media
platform Twitter mainly to inform and promote the
cause to supporters and followers like myself. It is on
this platform where our work will be used to create
more awareness using the interviews and motion
graphics alongside our rebranding of the campaign.




Project
Proposal

This is the project proposal, including our brief, how we communicated,
research on other logos and videos and our production schedule.

Brief

Project Outlines

As a group we will aim to increase the overall awareness and need for mental health
care in GP’s by carrying out research on other successful campaigns, introducing
our findings to the #123GPcampaign. We will create a motion graphic, promotional
campaign video and to create a new visual identity.

Motion Graphic

We plan to create a short
yet informative motion
graphic to increase the
awareness of the campaign
targeting mainly The Health
And Social Care Board and
also the general public.
The motion graphic will

act as an educational and
informative video for the
general public. We will
make this video 60 90
seconds to keep it concise
yet still reinforce the overall
message of the campaign.
Statistics will be the key
facts in the creation of this
project. The motion graphic
will display each county
within Northern Ireland,
showcasing how many
practices offer the service.
We will showcase this
through visual storyboards
in the pitch meeting.

Promotional Campaign
Video

We will create a
promotional video for
the campaign which will
include footage from an
upcoming event set up
by the organisation. We
will interview people at
the event who have been
directly effected by the
issue of mental health.
The video will reinforce
the overall message to the
board, showcasing real
people who are effected.
Storyboards will be
created to show on how
we visualise the style of the
promotional video.

Visual Identity

The visual identity of
#123GP will be modernised
and re-vamped. Each
member in the group will
come up with new ideas
for the visual identity and
will be presented to the
client. This visual identity
will then be used on

any promotional leaflets
or media in the future

to make the campaign
look consistent and
professional.




Communication — Basecamp

When the semester commenced, in week 1 our lecturer Adrian Hickey
introduced us to an industry standard site named Basecamp. This is an
online service which allows creatives like ourselves to upload and share
group projects.

The online service operated as a portal which made communication
throughout the process easier , with the options of creating a to-do list,
upload creations and communicate through comments. All the content
on Basecamp is downloadable, meaning if my group members required
a piece of my work, they could simply download the file.

| downloaded the Basecamp application to my iPhone and switched on
the notifications for it, meaning whenever activity was occurring in the
project, | could communicate and view each file on the go, as well as
track the to-do list so deadlines are met.
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Communication — OFFICE 365

The Microsoft Office 365 portal was also used throughout the process
as it allowed us to communicate through email, but also boasted the
benefits of also having OneDrive. | used this service throughout as it

allowed me to store and share files with my group members.

Through email was the primary form of communication for us with
our client Sara Boyce, The representative from PPR and the #123GP
campaign who we were in direct contact with.

Using Office 365 allowed me to attach finished work to my OneDrive,
where | could send them to my other group members in a slick and
seamless motion from the click of a button.

@.rl’:ll}"l" a

T Priiina, Sralel [0 Y TaaTh S B0ry W 0 0 on cary?

iy radcn e, (o

%;‘.J CRTEag < fues OO o1 & B

TR T R, AR BT R e ST A e A S e B B e O R
Eruar "The wrgesl wiroie peegrerre B cdosl calegeey e wareies on o meenisd ol pmisierrn
Al pREle b TE ) e el e e

ynm narrwr sowwee ASE Ol E (ET HELF FART © indeg Sevslin-wt ot B o 2300 3018 o e Evsgiand
-

i B . sl P aRN S ShEe Of SR e B T

Eolis Marwv ST (g Lk e 4 o Sl e S - o g T S -l

ﬁ il Bl - il P e gL e L] ¥ |

Byl Coithogge By sbivdy i e b B | 0 ] e of o moyp plase




Colour Palette

After recreating the logo for the #123GP campaign, we used 3 colours
from the PPR logo to form the main palette for the new #123GP colour
scheme, which can be seen below. Using these 3 colours throughout
the process was a key aspect for myself as | wanted to create a tone
and replicate each throughout.

We found that subtly including each throughout, for example colouring
key words from the motion graphic, to digital mock-ups, evenly
spreading each colour throughout each piece of work we complete.

We also used a darker pink colour for the #123GP title, this colour was
also incorporated in places throughout the project and we found that
using our 3 primary colours from the logo along with the darker pink
created a palette that was rejuvenating, colourful and aesthetically
pleasing.

Logo and motion graphic research

HEALTH LOGO

To the left we have the old #123GP logo, the concept
was designed to replicate that of a roulette wheel to
imitate how long it takes to wait for an appointment,
to spin the wheel and gamble how long a person
may wait. The inclusion of ‘getting a GP appointment’
forms a circular formation on the inside of the logo
around a 5-point star, as a group we decided that we
should redesign/update the logo for the campaign.
We set the task to research other logos related to
mental health campaigns and organisations and de-
sign 3 of our own to pitch to Sara Boyce.

After discovering this logo, it appealed to me as |
thought the hand shapes holding the heart with what
seems to be people inside the heart works well with
the theme of mental health. The logo uses a 3-piece
colour scheme of green, salmon pink and blue, | feel
the colours complement each other well with the white
background which forms the shapes of the hands and
people inside the heart. This logo has similarities to

the original #123GP logo and | believe
incorporating a simple colour scheme
and shape design into a logo similar
to this would result in a relevant, high

quality logo fit for the purpose of the
campaign would coincide

well with the overall message
we are trying to promote.




This logo really appealed to me once | found

the design, | immediately thought the artwork of
presenting a brain like a tree would work very well for
our design. With mental health campaigns | believe a
design like this, using a brain would be very fitting and
can look very professional and relevant. However, if

| was to design a logo similar, | wouldn’t include the
person on the swing, | would experiment with #123GP
to place it somewhere around/below the tree. | believe

H O P EWO RKS a fresh colour scheme would coincide well with the

#123GP campaign colours.

After discovering this design, | was immediately drawn
to the use of gear cogs inside the head, which to

me, represents the workings of a brain, the different
cogs represent the different aspects of the brain, and
the spanner represents maintenance to the cogs,
replicating the process of someone accessing help
through a GP/doctor/councillor. The colour scheme
is simple with the use of one blue shade, and white
to form the cogs and spanners, if | was to redesign

a similar logo, | would include the campaign colours
through different cogs, along with incorporating the
#123GP title with the spanner. Overall, | believe | will
use aspects of this logo for my own design, such as
the gear cogs representing the brain, which would
result in a relevant, smart and aesthetically pleasing
logo design.
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This logo design is different to the others in
aesthetics and theme, however including an
out of the box design like this, which uses a
vivid colour scheme and a simple formation

of shapes. The use of overlapping circles
works well with the subtle contrast of colours,
resulting in the simple outline of a carer being
presented clearly. If | was to redesign a similar
logo, | would include the circle design but in a
different formation, such as aligning the circles
in a horizontal fashion, with the campaign
colours for each circle. | would include the
#123GP title below the horizontal alignment,
including the campaign’s tag-line/slogan
below.




Motion graphic research

135

will suffer

froma
mental
disorder

This was the first infographic | found related to mental health it was made as part of
a university project at Swinburne University, and in my opinion was the highest qual-
ity motion graphic | discovered. The graphics are all relevant, aesthetically pleas-
ing and clear to understand. The infographic is factual based including a range of
statistics, which | hope we will be emulating in our motion graphic. The inclusion of
short sharp facts works well with the pace and sound of the video. However, | be-
lieve if we were to emulate our infographic like this one, | would slow it down so the
information on screen can be read with ease, we would be using a smaller amount
of information with the main focus of the motion graphic being to target the attention
of the board. In doing this, we need to design the motions coherently and relevant
to the members on the board in which the motion graphic targets.

1inl0

Contemplate Suicide

Other parts of the motion graphic including the image above use intelligent and
smooth motions, such as using rectangle shapes to knock each other over in a
domino fashion, with the first rectangle transforming each objects colour from
white to red in a chain reaction to represent the devastating effects a suicide has
on people, with a catalyst which spreads over a number of people, emulating the
domino effect. The transitions from each piece of information throughout is very
slick, with the use of shapes and movements relevant to what they are portraying.

The graphic as seen above shows a hand as it moves across the screen from
left to right to replicate the action of reaching out, | thought this motion was fan-
tastically created and such a simple idea could end up saving someone’s life.
At the end of our motion graphic we will be using a similar motion, as ours will
be a call to action motion which will include links to the campaigns

social media pages, websites and the link to the petition to help

boost the amount of supporters in favour of #123GP.
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This motion graphic was made from The Lancet, based on mental health and
substance use disorders based on the findings of the Global Burden of Disease Study
2010. | preferred this motion graphic to the first piece due to the information being
displayed was shown in a slower fashion and in more of a flowing manner compared to
the fast-paced information and motions from the first video. | like the idea of coinciding
numbers with stickmen/illustrated persons, such as above which uses the amount
of people illustrated by the use of stickmen, which for the viewer is easily readable
whilst also boasting an aesthetically pleasing finish. | believe this motion graphic
includes many features and aspects we can replicate and use for inspiration in our own
campaign graphic, such as the pace, timing and design aspects for figures, and how
we can present these through our own infographic for #123GP.
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Other design aspects from the motion graphic made by The Lancet we can take
inspiration from is the fluidity and high-quality transitions showcased throughout, the
graphics followed a journey through each piece of information using text, shapes and
illustrations to form a smooth and fluent theme. The motion graphic uses different
transparency for the transitions through the use of shapes as seen above behind the

text and illustrations to create a subtle background for what Is being presented as well

as creating a base for the transitions to continue to the next piece of information. In our
project creating a fluent experience for the viewers should be a priority of ours, we are
targeting our motion graphic to around 1-2 minutes long, meaning it is paramount that the
graphic will be clear, concise and informative throughout.




ALCOHOL USE DEPRESSIVE
DISORDERS
ILLICIT DRUG USE ANXIETY
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The Lancet motion graphic uses graphs such as the pie chart above which
transitions from a single line, made using a clipping mask which evolves the straight
line to the pie chart seen, in a movement which lasts around a second, these forms
of transitions happen quickly meaning it would be hard for the viewer to become
tedious due to the fast paced theme the creators have delivered. In our motion
graphic each piece of information should be no longer than 5-10 seconds maximum
to make sure the viewers don't find it tedious/boring. However with our target
audience being The Health And Social Board our approach to how we present the
information must follow a clear and concise script which main focus is to inform,

persuade and gain support to increase the mental health budget within Northern
Ireland.

Inner Regional Areas only have...

& Gn

of the of the mental
paychiateists paychologity health nurses

... that Major Cities do.

The other motion graphic | discovered during my research was this piece from
Sarah Stimpson on rural mental health. This video was around a minute long,
presented more like a slideshow of animations, the design was minimal yet had a
sleek and smooth feel to it. The basic use of fonts and simple shapes works well
with the information being presented to the viewer. The aspects I'd use from this in
ours would be the basic colour schemes, using 2D shapes and fonts which match
the overall aesthetics of the infographic.




Therefore...

The lack of mental health resources and facilities available to rural
communities, may be the reason for an obvious difference between
suicide rates in major cities and in remote areas...

Another design aspect which | was attracted to was the simplicity of information
being presented to the viewers. With too many animations and motions, an
infographic can lose its purpose in it's aesthetics, however with this graphic, small
amounts of text between animations means viewers can read and understand what
is being said without becoming distracted easily. | believe with our project finding
the balance between information and visuals will be very important, especially with
a niche target audience in which the purpose of the graphic is to inform, educate
and ultimately change the minds/decisions the board has.
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1st Draft
Design
Deck

For our first design Deck, each group member created 3 potential logos

each, incorporating each logo over different designs including bus stops and
campaign t-shirts. Each deck also included storyboards for the motion graphic
and interviews.




Concept 1 - Brain cogs
This is my first logo
concept, a side pro- file of
a person displaying many
different sizes og gear cogs
to represent the work- ings
of a brain. | coloured the
cogs dif- ferently to match
previous concepts and
shaped them to emulate

a brain. | includ- ed the
campaign name below just
above the neck.

Feedback

After drafting my first Design Deck it was presented to Adrian Hickey and Claire Munroe in
class, each group member gained feedback on each deck. We decided my lightbulb logo
was the strongest of my 3 concepts, and it was to be put forward for my final Design Deck
logo. Other feedback | gained was to expand my logo onto more clothing other than just
t-shirts, and to also include a campaign banner, a pop-up poster and a billboard.

Throughout the motion graphic storyboard changes | was asked to make included
changing the logo on each sequence to my lightbulb logo, changing the colour of the
Northern Ireland map from green to white so the statistics being displayed can be easily
readable. For the interview storyboards, including a title caption for each interviewee was .
discussed and how the colour scheme could be changed to suit the new design. Concept 2 - lightbulb

\m_ l J this is my second logo
concept, a lightbulb
radiating ther colours from

— - the previous campaign
logo alonjg with the pink
shade of text to coincide
with previous #123GP
posters and colour
schemes.

#128GP

‘Equip GFs with mental health expertise
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#123GP

Concept 3 - tree

This is my third logo concept, a tree with coloured leaves to match the
cam- paign and mental health colours. | made the tree shape emulate
that of a brain to relate back to the campaigns focus - mental health.

T-Shirt mock up
designs of each
logo concept




The following are hand-drawn storyboards for the campaigns motion graphic
and interview video
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Interview video storyboard sheets
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Pitch
Document

1 23GP

‘Equip GPs with mental health expertise’

This is my final logo concept for the #123GP campaign. The
concept is a lightbulb, radiating light in the colours of the previous
logo. The gear cogs present in the logo also represent the previous
colour scheme used before. The campaign name and slogan are
also included beneath the logo.




T-shirt mock-ups Hat mock-ups




Potential badge design with logo
Glider bus with #123GP campaign name and logo sponsoring

123GP

& 1 28G[P

Banner and signs with #123GP campaign name and logo sponsoring
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Digital storyboards for motion graphic

Wepmp 8y iy e o | by papererf e

Title screen/opening shat

Text enfers after lightbulb

Voice ower begins once shol transifions bo nexl
duration of shot 5 Seconcs

Each county enters seperately to create the full
map of Northern Ireland

Vioice ower beging fo deliver stafisbcs and
information

. EHE l]llﬂ‘l'ﬁ-l'lg. Tv]ﬂ BECONY

Texl enters after lighttulb

—
Each county enters seperately to create the full
map of Northern lreland

Voioe over begins to deliver statisbos and
infnrmakion

Duration of shot: 7-10 seconds

“ INSERT
£2.29
STATISTIC ™

Transithons inlo ice cream statisitic, e cream will
meilt to begin next shot after statistic is given
Yoice over continues

Duration of shot: $ seconds

* |[NSERT £4.1M BUDCET FOR
GLIDER COMPARED TO MENTAL
HEALTH BUDGET STATISITC
HERE **

233% of GPs in NI don't
havie AC0RSS 10 mental
haalth senices

66%

Glicier s fransitions from (e o dght, siopping
mid-sorean S0 Stalsitc about the mental heath
budget compared to the promation and marketing
of the glider bus,

Duration of shol: & seconds

interactve ple char displaying the % diferance of
P access to mantal health sanvices

Voicg ovar continues

Duration of shot: 3-5 seconds

** INSERT
WAITING
TIMES
STATISITC
HERE **

Interactve sand timer showing difference of waiting
limes

Sand will filter through timer as statistics are given
duration of shot: 6-10 seconds

4/10 people who go to GP's
e & @ |i| e & & & & »
Is for mental health related issues

10 stickman figuras appear on scraen, 4/10 baing
gray lo represent the amount of walk.ing for mental
haalth issLes

Voiceover continues

duration of shol 5T seconds




0%

of people with a mental health
problem get treated by their GPs

fransittons from previous shat fo delier anothes
hard hatting tact

Vaica over continues

Cuiralion of shal: & seconds

1/3 of GP appontments are for mental health

Transiitions from previous shot to display stalisitc
duration of shol. & seconds

Digital storyboards for interview video

Ui p libg mith mpa

Doctors |\
Surgery

Title shot with kogo and campaign name
duration of shol. 5 seconds

Cut awayD-rall shots
interviewee begins Lo speak
duration of shot. 5 secomds

ONLY

6%

Of trainee GPs have undertook a
training placement in a mental
health setting

-On- Sign the petition
today to make a

9128GP difference!

@123GPCAMPAIGN
@PPR ORG

Figure will rige from O 1o 46
Vioice over conlinues
duration of shot: & seconds

Call 1o achon shol for anding
Includes ink to petition, Twilter pages and
includes the #123GP logo
Vioilce over ends
duration of 3hot: 10 seconds

Melissa Taylor
BTGP camnaiorer

It &hat interview. ke of hrese
name tithe will transition in and awt
duration of shot: - seconds

Cul away/B-roll shols
intariew ongomg
duration of shat B-10 seconds




Seven Jackman
W ZDGE camplgras

o
,

Mid shed intendew, rule of three
namee tille will fransiton in and oul
duration of shol: - seconds

Cut avway/D-roll shots

nerviesy Ongoing
duration of shol. § secomnds

Miamh Holland
1 TMEF Campagne

Kid shol intarview, rula af thrae
mame Litle will ransiteon in and out
duration of shot, - seconds

Cul awayH-rall shots
imtarnyi e ongoing
duraton of ahot, 6-10 seconds

Boan Allan
FIEDGE camamgniar

Mg gmot inbervieny, g of thraa
name title will tramsition in and owt
deratbion of shol - secomds

Gl awa yiB-roll shots
inferviaw angoing
duration of shot 6-10 seconds

ILEa Clarke

F12FGEP campagrer

Mid shot inferview, rule of (hree
mianme fithe wolll aansition in and ot
duration of shal - seconds

Cut away/B-roll shols
b OngoEng
duratian of ehatl’ B-10 sasonas




Feedback from Pitch meeting in UUB
with Sara

On Thursday 15th November, myself Matthew and Sorcha

met with our client Sara Boyce along with Claire Munroe in the
University of Ulster Belfast campus. This meeting was organised,
so we could each pitch our design ideas to Sara and discuss
which parts from each deck she wanted to use for the final
project. We each presented separately, then put all 3 out on the
table to discuss strengths and weaknesses.

We first looked at the logo concepts, Sara said that my logo
containing gear cogs was too common with mental health
organisations but said she liked the title font and colour. She
said Sorcha’s logo was aesthetically pleasing and would like

if the wheels could spin to emulate the original logo. Sara said
Matthews logo was too gambling orientated but loved the idea
and layout of the circles. We then decided that with my title,

Matthews layout and Sorcha’s colours, we would develop the final

logo/rebranding of #123GP.

We also discussed the digital mock-ups we designed, Sara asked

us to re-design the t-shirt but in black and white t-shirts and also
develop high visibility vests in green and pink colours. A pop-up
sign and full billboard was also discussed to put the new logo
concept into.

Final
Design
Deck

This next few pages is our final design deck to show our client the digital mock-
ups and storyboards for the motion graphic and interview video.
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# ' z 3 G I T-Shirt mock-up designs with new logo, with the option of a white or black t-shirt.

Equip GPs with Mental Health Expertise

Final logo design, design aspects taken from each of our own logos bring together the finished
piece. Setting a vibrant, eye-catching and clear theme.




Potential campaign capped hats with logo in black and white
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Potential campaign winter hats with logo in black and white

Equap GiPs with menial
hizalth expertiss

Hgn owr petition at
ﬂ'll:l-ﬂgd.urﬂ

W #33GPCampaign

Campaign bus shelter advertisment mock-up that i designed.
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Digital mock-up for city billboard i created on Adobe lllustrator

Potential campaign pink high-visibility vests




Equip GPs with Iy
~123g meantal heaith
epailise 12

Campaign posters and sign mock-ups for rally/meet-up

-
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#123GP

Equip G with Mental Healtn Exportise

SUPPORT THE CAUSE &
SIGN THE PETITION

Hipilicrmy uri
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Digital mock-up for potential campaign pop-up sign

Support #123GP to
help equip GP's with
Mental Health
Expertise
today

y

Hélp us by signing
the petition and
supporting the
campaign on Twitter

gD

#123GP

Fruipa P writh Memtal Health Faporbine




This is the final digital storyboard for the campaign’s motion grpahic

"

#123GP

Equip GPs with Menial Health Exportise

Equip GPs with mental
health expertise

4.1 m on glider

bus marketing

1.5m on
counselling

Panning right - Man stands at the buss
stop with mental health poster while bus
drives past with statistics outside of it

A circular animation that turns into a pie
chart displaying statistics. The

percentages will animate popping up

Static shot - Chips spin and text fades in
after transitioning from out of shot.

Static shot - Counties of Northern Ireland
come together to form the country

A cost of

£2.29

per person

large.
( “* INSERT ? ?

WAITING
TIMES
STATISITC

: HERE **

1M

Static shot - Counties fill up of red for the
percentage of GPs who draw down
funding

Static shot - The ice cream falls and
splals on the ground then text animales
beside i.

Static shol - of calenders being
crossed out at the same speed

Panning to the right - showing people
with mental health problems with
animation of text alérwards of the

percentage




‘ ‘ Final digital storyboards for interview video

ORI

TR adddiddddsill T 1/3
I .
I, i T ————
peepeeeeieateeeeee| |[TEPERR  wwiormon

Static ghot - Spinning chips animation Panning to the right - Shot of GP practice
'*'!r* '*"'i' '*'*' and text fades in and out with dialogue of GP speaking bridging
butvraen this shot and the next.

Static shot - animating figures turning

red and the Tigure appears after showing Static shat - Figures move to the left
80% of people with a mental haalth corner and only 1/3 of them appear on
problem will get treated by their GP BETORY Lr IICTE TS Do e

_r"-. i

i’

Close up of GPs hands moving while he is
# ' zsap still talking Intercutting bet the Medium shot using rule of thirds of GP

T o o, medium shot of hig face and hands guiting lnterviewed

—
i

46%

of tranniees have taken placement in a
mental health setting

Sign our petition at change.org

Follow us on Twitter @123GPCampaign

Static shol - Text animates (o show Static shot - Spinning chips animation
slatistic and call to action text animates from the
left




Hachelle Holland

FIZ3GP Campalgmist

I

Establishing ahot of Botanie Gardens Medium shol using rule of thirds of GP
with overlapping audio of Interview getting interviewed

Pt

Eguip GPp with Mastal Heshs Eapariicg

Sign our patition at change.org
Follow ug on Twitter @123GPCampaign

Jayne Parr
1236 P Campaignist

Establishing shot of stormont with Medium shot ueing rule of thirde of GP
overlapping audio of interview getting Interviewed

Static shot - Spinning chips animation
Estlablishing shot of City Hall with
et ing audio of interview and call to action I:T:f: animates from the

Jammres HIN
| MIZ3GP Campaignist

Establishing ahot of Quesns University Madium shat using ruls of thirds of GP
with overlapping audio of interview getting Interviewed




Motion
Graphic

The next pages are a collection of screengrabs from my motion graphic
development, explainging design aspects, effects and motions

Above is the opening title sequence to the campaigns motion graphic. | designed it with a
simplistic approach, in the attempt to create a clear and concise yet aesthetically pleasing
theme. With the purpose of the motion graphic being to raise awareness about the campaign
and to target the Health and Social Care Board, | thought using a white background throughout
would mean processing what is being shown would be easier for the viewer to understand. The
motion graphic begins with the logo coming together as separate parts forming the original
across a time of 5 seconds. The 3 numbered circles enter the screen through an opacity
change with both the blue (1) and pink (3) circles transitioning from each side of the screen

to form the original design. Whilst the circles form, the ‘#123GP’ title also transitions through a
change of opacity. Finally, the campaigns tagline enters the sequence through the typewriter
effect which concludes the opening sequence.




Councelling can be an effective, low cost

0 B treatment option for many mental helth issues
O

#123GP

Equip GPs with Mental Health Expertise

Above displays how the title sequence concludes, replicating the design of the original logo. This sequence was designed to display how counselling can be an effective, low cost
treatment option for many mental health issues. | used the simple concept of 2 people talking
using speech bubbles. However these speech bubbles are animated so they bounce once
they appear on screen to imitate the speech from someone. | include 3 speech bubbles
throughout this short sequence.




Councelling can be an effective, low cost
treatment option for many mental helth issues

This shows how the bubbles bounce as the conversation progresses. Notice also how the

persons head has risen as the sequence goes on, emulating how counselling can help
someone suffering from mental health issues.

86% of people who
recieved
said it helped them

For this part of the sequence | used a simplistic motion using the outline of a head,
using the fact — 86% of people who received counselling said it helped them, | thought
using gear cogs to represent the % in the head would work well, with gear cogs being
connotated with mental health, it would work well, along with the campaign colours to
deliver this fact and part of the motion graphic. Each gear cog rotates as the text enters
with the typewriter effect.




Survey Results

#12

- grmum""““‘ Expertizg

For this sequence | wanted to create a moving envelope which opens to reveal the survey
results from a questionnaire the campaign conducted a while back. | began by designing
the front of the envelope on Adobe Photoshop (as seen above), after this | created the
back where the survey results will be revealed. The envelope entered the screen from the
bottom, expanding in size before flipping slowly on the 'y’ axis to reveal the back of the
envelope, which can be seen in the next motion.

I3,

#123GP

Only 50% of those who felt
they might have benefitted

from councelling were
j offered it by their GP h

This the motion showing the information about the survey. | designed it so the envelop
would open and the sheet would appear from it. | also designed the page on Adobe
Photoshop including the campaigns logo we designed. This sequence concludes with the
envelope closing itself and disappearing from screen.




If 100% of the population in
Northern Ireland needed
access to mental health

councelling, it would equate to

only Ez m 2 9 per person.

For this part of the motion graphic the statement of — The budget for mental health services
is completely inadequate, if 100% of the population in Northern Ireland needed access

to mental health counselling, it would equate to only £2.29 per person, the same price as
this ice cream. | created the ice cream on Adobe Photoshop and began to animate the

sequence using typewriter for the text.

If 100% of the population in
Northern Ireland needed
access to mental health
councelling, it would equate to

’ = Y aT: T BT .t
e ¥ £2.2 g ...Z-\...I el >N s

The same price as
this ICE cream!

As the motion progresses, the ice cream begins to melt and form a puddle at the bottom
of the cone, | done this by changing key frames in the position, opacity and scale options

in Adobe Aftereffects.




4 out of 10 patients who make
appointments with their GP's..

Do so because they are

Above shows the sequence for the next part of information — ‘Approximately 4 out of 10
patients who make appointments with their GPs do so because they are worried about
their mental health’. The text can be seen to dissolve from left to right to reveal the fact.
Each shape rises up with a delay of 0.25 seconds to create a rising staircase motion, which
| thought worked well to begin this part of the motion. | used the concept of the domino
effect from my research for this sequence as the idea of dominoes falling can replicate the
devastating effects of mental ill health and how it can increase not only with one person but
effecting multiple people.

4 out of 10 patients who make
appeointments with their GP's..

20N

Do so because they are worried about
their mental health

Above shows the concluding sequence, with each shape falling onto each other.
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This sequence was made to show how the mental health budget In Northern Ireland at
5.2% is the lowest of the four jurisdictions, and lower than the global average of 7%. |
began the sequence through a map of the United Kingdom and Ireland entering the
screen via a change of values on the ‘X’ axis in a fast-paced motion to display the full
United Kingdom in a time frame of 1.5 seconds.

Our mental health

budget at 5.2% is

the lowest of all 4
jurisdictions

e 1+ 2 ——

11.2% 11% 8%  5.2%

Once the map settled, | also changed the values on the ‘y’ axis to create the tilted theme so
the pin points for each jurisdiction would stand out and replicate a real pin on a map. Whilst
the map changes on the 'y’ axis, | used the typewriter effect for the entrance of information
related to the graphic. | included the other % figures from each jurisdiction to really hit home
just how low the budget is in Northern Ireland compared to the rest of the United Kingdom.




Interviews

The next page displays photos of the interview set-up and myself and my
group mid-shooting

Interview set-up from interviewee angle at the top and
my angle during the interview




nterview set-up and action shot from the second day of shooting
at the New Life City Church



